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SPEED QUEEN 





Here is the newest, hottest dryer feature that will 
greet the public for ‘58. Here is lifetime durabil- 
ity! Rust-proof! Chip-proof! Indestructible! When 
the automatic interior light floods into this 
smooth, gleaming Stainless Steel cylinder — you 
can start reaching for your order book. 


PLUS 


@ Increased air flow — up 


\ 


Electric heating elements that deliver higher 
efficiency — last longer. 


i“ Gas burner elements have been relocated 
above drum. 


i Higher efficiency; easy accessibility. 


4 Foot-operated door. Automatic light floods 
drum interior 


New safety feature: When door is opened and 
drum stops, a button, out of children’s reach, 
must be pushed to restart drum. 


When we say “the most highly perfected laundry units of all time,” 
we mean exactly that! More than two years of exhaustive engi- 
neering and research have gone into the advanced features of 
the Golden Anniversary units — with the result that every possible 
ounce of perfection has been built into them. A powerful adver- 
tising program is packaged and ready for dealer action. There 


never was a better time, in 50 years, to take on the Speed Queen line! 


SPEED QUEEN —a division of McGraw-Edison, Ripon, Wis. 


SPEED | & | QUEEN MCGRANE 


EDISON * 





FAMED FOR DEPENDABILITY 
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BETTY FURNESS 
invites you to take 
the ‘Blindfold Test"’ 





Full hour TV extravaganza on STUDIO ONE 
over CBS Network / 


Now! TV’s hottest selling feature, “Electronic Automatic Tuning,” gets TV’s biggest send-off! Monday night, 
Sept. 16, the entire commercial time for one full hour “Studio One’’ TV Show will be used to introduce 
sensational 1958 Westinghouse T\ 


with all the excitement of a movie premiere! Betty Furness, America’s No. 1 
saleswoman, will deliver the pitch! She’ll demonstrate the amazing “Blindfold Test’’! A bevy of top fashion 


models will add their glamour! There’s music! Lights! Drama! Overnight millions will see, hear about 
want! 


advanced 1958 Westinghouse TV! And! The tremendous TV barrage continues over “Studio One 

after week! So, call your Distributor! Run your own ‘Premiere Party” and... 

tt — TIE-IN! MOVE WITH THE LINE 
iwi orrtie LS 

¢ 4 


q " 
fcCravc® 


a nd 


’ week 


RT 


THAT’S ON THE 


Westinghouse Electric Corporation e Tele 
2 


ion-Radio Divi 
PAGE 


‘ 
ione Me 


MOVE! 
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WESTINGHOUSE TV! 


yO Wor} Mil oe ~~ | 
mt lectre MISt ang 
of "NC Automae” : 
- ge INC Ty 
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Full color spreads and pages in LIFE! POST! 


. all driving home the message ‘“‘Now! No more tuning! —— | 
NOW! NO MORE TUNING. new Westinghouse TV does it for you 
4 esti ¥ $ ’ [= 7 
z 
i 


Your customers will be seeing these ads not once, but again 
and again in both magazines—all during the big Fall 


selling season! 


FULL COLOR PAGES IN SUNDAY SUPPLEMENTS WEEK 
AFTER WEEK— This Week! Parade! Family Weekly! 


they'll all be selling your customers on Westinghouse 
ote a a 
“Electronic Tuning” in your best advertising medium— 
YOu loca news pa pe r! 
PLUS! Full color ads in other top national publications... 
the largest co-op program yet for Westinghouse TV... 


pla .. promotion ideas... andn 








you CAN BE SURE...iF irs Westinghouse 
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the 


electronic cooking center 
offers you more to make sales with! 


























is HOT! ewe 


; 









the ielgere heres: 


The Hotpoint Electronic Cooking 
Center cooks 5 to 10 times faster 
than ordinary methods — yet keeps 
the kitchen cool because only the 
food gets hot. And it actually 
improves the flavor, appearance and 
nutritional values of food. Easy to 
operate, easy to demonstrate, easy to 
sell, it’s the first new way to cook 
since the discovery of flame! 


( 


the market» is OPEN! 


Business executives .. . civic leaders 
? J ... 8chool home economics 

departments . . . social leaders... 
professional people . . . special events 
showings—that’s your immediale 
market. And Hotpoint will give you 
a complete promotional package to 
help you cash in.on this big, 
wide-open potential! 


the is PROVED! 


To help you take advantage of this 
full mark-up, big-ticket profit 








opportunity, Hotpoint has developed 


Designed to help you— a coordinated Plan of action that 
puts you years ahead of competition 
1 Qualify your Prospects today! This field-tested program 
Set Up Demonstrations has been proved by outstanding sales 
results. It’s a simple, direct, 

of Hotpoint Electronic Cooking successful Plan—and Hotpoint backs 


2 
3 Emphasize the Newness and Excitement 
4 you up with every/hing you need 


Sell all the Feats the , . ’ 
Hotpoint Electronic Can Do to put it to wor k for you! 


Ask your Hotpoint Distributor to unwrap the complete 


Hotpoint Electronic Sales Package for you today! 
y 


Ya Me ° y 
- LOOK FOR THAT Hotpoint Co Fr] RSE NCE! 


J wn wena s ( your Cuktomers do!) 


“ormee” 


Electric Ranges + Refrigerators « Automatic Washers + Clothes Dryers « Customline +» Dishwashers + Disposalls® « Water Heaters » Food Freezers + Air Conditioners » Television 
HOTPOINT CO. (A Division of General Electric Company), CHICAGO 44 
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—O—————— SES 


Business Quick-Check 


Latest Preceding THE YEAR 
Month Month SO FAR 





SALES, factory, appl.-radio-TV index (1947-'49 = 100) 


139 146 162 14.9% DOWN 





DEBT consumers owe to appl.-radio-TV dirs. ($millions) 


360 356 354 0.5% MORE 





FAILURES of appl.-radio-TV dealers 


19 29 25 39.4% MORE 





RETAIL SALES total ($billions) 


16.8 16.6 159 5.5% UP 





DEPT. STORE sales index (1947-'49 — 100) 


133 127 128 2.7% UP 





DISPOSABLE INCOME annual rate ($billions) 


ae. 060 oe 285.8* 5.2% UP 





LIVING COST index (1947-'49 = 100) 


120.2 119.6 116.2 3.5% UP 





SAVINGS of consumers, annual rate [$billions) 


21.9" 18.9* 20.8* 8.5% UP 





HOUSING starts (thousands) 


96.0 97.0 101.1 12.5% DOWN 





AUTO output (thousands) 


495.6 500.3 448.9 6.3% UP 





UNEMPLOYMENT (thousands) 





3,007* 3,337" _ —_ 





(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com 
merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
Bureau) “New Series — No Comparison Available 





TRENDS 


If you're optimistic about business you're in good company 





The overwhelming majority of businessmen seem to think that 





ve re in for a good fall season. 





Kight out of nine surveyed recently by Dun & Bradstreet said 
business in the fourth quarter will be better than a year ago. And 
89 percent thought their fourth quarter net would equal or top 
1956. 

Pretty much the same attitude turned up in a study by the 
American Bankers Association’s credit policy commission. Most 
bankers said they expected a stable period of high activity with 
employment, income and demand for credit remaining just about 
at present levels. 

Similar surveys aren't available for the appliance industry as 
such but random sampling of dealer and manufacturer opinions 
would indicate that they too are looking forward to good business 
in the fall. 


In the midst of all this optimism there are some experts who 





ofter a word or two of caution. The investment firm of Bache & 





Co. in its newsletter for July-August puts it this way: “Judging 
from the behavior of many of the traditional indicators that 
foreshadow business conditions, a further adjustment may be in 
store for the economy.” 

And in the August 17 issue of Business Week, a McGraw-Hill 
publication, the editors note that “this has been a week of doubt 

. about the business situation.” Their basic question: “Are we 
on the verge of a fresh shot of inflation, or is the economy going 
to turn even softer now?” The magazine notes that “defense cut 
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and involuntary inventory buildups throw real doubt on the 
hoped-for year end upturn 


“Nevertheless,” says Business Week, “most businessmen remain 





optimistic about the near future. ‘They are putting their bets on the 





consumer.’ If the consumer behaves in the manner which 
optimists think he will, “present worries about excess capacity 
and excess inventories will fade away. ‘This is the basic 


optimism. The real test will be here in a couple of weeks,” 


Another New York discount house has resorted to public 





financing to underwrite its expansion plans 





Two Guys From Harrison, Inc., has jomed Korvette in turning 
to the public. The firm is offering 200,000 shares of Class A 
common with a par value of ten cents per share 

What will intrigue appliance dealers is the operating informa 
tion contained in a prospectus issued in connection with thi 
offering 


A quick reading shows that ‘Two Guys’ operating costs have been 





rising steadily, that more and more of its volume is provided by 





leased departments, and that in recent months only 15 percent of 





its volume came from sales of major appliances and T'V set 





Operating costs for discount houses are, of course, a_ rar 
commodity. A year ago Fortune reported that Korvette's costs had 
risen from six percent in 1950 to 14.5 percent in 1954 and 1955 
Some time ago New York discounter Steve Masters listed cost: 
which totaled 11.2 percent. It seems likely, however, that Masters 
costs have gone up since. He is now allocating three percent of 

(Continued on page 6 
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AUTOMATIC 
PARTY PERCOLATORS 
12 to 24 Cup Automatic Percolator 


Just pour in cold water add coffee 

and forget it! \t's as easy as that to make 
delicious coffee in any of West Bend’s party 
size automatic percolators. All sizes hold 
serving temperature as long as you want it 
New “24 cup” is ideal for party, luncheon or 
buffet. Signal light flashes when coffee is 
ready to serve. Durable aluminum. AC 

No. 3504E 12 to 24 cup $29.95 





| Wa ow & Wael by 0): e) ame l-3 bles Lol bt: Mele) b4-1-) 


automatically! 






operates as easily 
as an 8 cup 
automatic “perk” 


_ 


Fill with cold water for 
30, 40, or 50 cups, as 
desired. (Heats its own 
water.) 








~~ 


Add coffee (special 
basket cliows use of 
drip grind) 








— 


Plug in any AC outlet 
Brews the coffee auto 
matically (no dials or 
controls to set) 


30 to 50 Cup Automatic Percolator 48 to 72 Cup Automatic 


Brews delicious coffee, keeps it “serving Percolator 

hot all automatically. Glass gauge Perks’ 48, 60 or 72 cups of deli 

For “‘rec’’ room, club, church or office. AC cious coffee automatically for 

No. 3500E 50 cup, aluminum $39.95 lodge club, church, coffee shop or 

No. 3501€ 50 cup, copper-color 44.95 institution. Aluminum. Portable. AC 
No. 3512E 48 to 72 cup $42.95 


perT. 189 


WEST BEND ALUMINUM CO., West Bend, Wisconsin 
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< 
> 


gross to advertising. When he itemized his figures i 
pending only 2.1] percent for store and selling expense 
Ihe Two Guys’ statement confirms that their costs have also 


r 


been going up. From 8.8 percent in 1952 they have risen to 16.5 


percent (for the eight months ending this April 


Some peopl have interpreted this trend to indicate that the 





pread between the off-list house and the department store whose 





osts run around 33 percent) is disappearing. It's probably much 





afer to say that the spread is narrowing. It’s entirely too ¢ irly to 
ay it has disappeared. Chances are it never will 

Leased departments in the ‘Iwo Guys stores sell everything from 
clothing to food. In the eight months ending April 30, this year, 
the leased departments accounted for 41.4 percent of sales. ‘That 
was just under $10 million. ‘Total sales in the same period : slightly 
over $23 million. ‘The clothing and apparel departments accounted 
for 18.2 percent of volume, food for 8.6 percent, jewelry, records, 
cameras, luggage etc., for 14.6 percent 

In the year ending August 31, 1956, T'V and major appliances 
produced 23.4 percent of volume but in the eight months after 
that these items composed only 14.9 percent of sales. Small 
appliances and other merchandise fell from 53.2 


total to 43.7 percent 


percent of the 


You're sure to hear more im the future about the “concentration” 





figures released recently by a Senate subcommitte 
You'll find details on page 206 of this issue. Basically, the figures 
tend to show that as of 1954 the share of the market captured by 














the four biggest firms in several appliance fields has grown quite 





dramatically 

Specifically, in 1954 the four largest home laundry makers took 
68 percent of the market as against only 40 percent in 1947. And 
the four biggest “electric appliance” firms get 50 percent now 
is against only 36 percent seven years ago 


But don’t jump to too many conclusions on the basis of this 





data. It has decided limitations 





The subcommittee itself lists nine such qualification in the 
preamble to its 756-page report (in which no conclusions whatso 
ever are advanced). ‘The most pertinent of the limitations as far 
is the apphance-radio-T'V industry is concerned is the fact that the 
industry and product classifications used are those of the Census 


of Manufacturers and were “not designed to establish categories 


iecessarily denoting coherent markets in the true competitive 
cnse or to provide a basis for measuring market power 

What's that mean? Well, for one thing, there is no single 
figure in the report which covers “appliances” as such. Laundry 
equipment is listed in one place, refrigeration another 

Moreover, the data which provides comparisons of 1954 with 
1947 (and is thus the only data useful for establishing trends 
offered on an industry basis only. In many cases it is difficult to 


isolate specifi product It can be done with laundry equipment 


which is listed as an “industry But it impo sible with radio 
ind TV which are lumped in with all sorts of electroni ipparatu 
Also, unfortunately, the material is now somewhat outdated 





It seems apparent that even since 1954 there has been a furthe: 





concentration im some fields. And it appears likely that th 





process has not ended yet. The Senate figures provid only a 





tarting pomt for spe ulation about what happ ning End 
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New...and oh so light! § 


Now the specialists in floor care present 


BH) THE NEW LIGHT 
Dh HOOVER POLISHER 


Just $4939 | 


Light in weight...easy to 
use aS a vacuum cleaner... 
leads with 10 out of 11 

important sales features. 








If you make a list of the 11 features 
most people want in a polisher, you'll 
find the new Hoover Polisher has 10 out 
of || far more than any other polisher 
on the market. 

bor example exclusive Do-All Brushes 
that serub, wax and polish without 
changing eliminating 2 sets of brushes 
and messy changing. And a Mayi« 
Handle that (urns the Polisher on and 
off. Plus an inexpensive rug cleaning 


attachment for both wet and dry use 






But what do all these features mean 
to you? Just this. When a prospect for 
a polisher walks into your store, you 


make a faster sale by selling her Hoover 








You've got more to sell. More features 


more app al, more quality 


Cet started today. See your Hoover 
distributor now. or write the Hoover 


( ompany North Canton, Ohio 


* plus federal excise tax 


HOOVER. 
FINE APPLIANCES 


»-- around the house, around the world 





Exclusive! New Do-All Brushes Exclusive! New Magic Han- Exclusive! New — splash 
168 


scrub, wax, polish, buff. New dle switches polisher on and guard around brus' 1elps 

design eliminates mess and off. Positive lock in “off” posi- keep scrub water from splat- 

fuss of changing brushes be- tion. Also shortens to half its tering walls, furniture. Vinyl 

tween operations. length for above floor cleaning. bumper to prevent marring. 
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the most profitable 








ee 9 6 ® @ 
\ a 








| j c e 
| | ; QP : 
~ ae & Model $14.95 
280 
Roa on L 


Model go. 
180 $9.95 


SET 





A NEW ANTENNA. 


| | “ 
Y 

~~ di oo 

, =i 


ee a 


in your store 


This display is yours... FREE with RADION ANTENNAS. See 


your distributor today. See for yourself the markup on indoor antennas, 


the profit in one square foot. 


It’s a safe bet that this year a million or more replacement indoor 
antennas will be sold. Get your share with RADION—the only line 


that can give you... 
Acceptance .. . more people own Radion than any other brand. 
Design and Quality . . . choice of 9 out of 10 TV Manufacturers. 


THE TV MARKET'S HERE. MOVE NOW. GET YOUR DIS 
PLAY TODAY YOUR PROFIT TOMORROW 


THE RADION CORPORATION, pept.t 
1130 W. Wisconsin Ave., Chicago 14 


How to make 

more money 
A lace 

In Canada with less 


Atlas Radio Corporation, Ltd., Toronto nvestment,”’ 


Export Sales Div Ask your 


Scheel International, Inc., 
5909 N. Lincoln Ave., Chicago 45, Illinois 


distributor or 
write direct 





een | 


Cable HARSCHEEL 
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...in the 
EAST 


By John A. Richards 


Washers, hi-fi, portable TV still the 
big guns .. . AC lags three percent in 
New York . . . Total gains small. . . 
Caution tempers optimism 


ROM Boston through New York to Wash 
ington last month dealers fought a drifting 
market 


one bright spot. Hi-fi continued to romp breezily. 


Washers were selling and constituted 


Perhaps ‘I'V showed amazing strength, Air con 
ditioners, on the other hand, had been stabbed 
in the back by a hot summer which did not 
Here and 
there dealers had exceptional fan seasons. Prod 


turn into an air conditioner summer 


ucts like humidifiers sold strong in stray place: 
Others like lawn mowers died 

In terms of total business, most dealers con 
equal to last 
year. Chains ran two to five percent ahead of 
’S6 volume for the July-August period Inde 
pendents hovered between three percent lags to 


tented themselves with volumes 


an equal percentage gain. Here and there some 
dealers gained five, 10 or even 15 percent. Spec 
tacular gains were the exception. They hinged on 
dynamic promotions 

Dollar take remained the bugaboo. About $25 
in majors was common where infighting was 
harpest. ‘These climbed to $40 and $50 in the 
hinterland I'V was worse at $10 below these 


level 


The fight for dollars quickened the search for 
sidelines and diversification. In New York and 
New Jersey, particularly, th tampede seemed 
on. And at least one Newark distributor sought 
to brighten his dealer picture in a stiff refran 
chising move 


In the face of mounting problems in a 


1) Alin 
less market, most dealers were optimistic about 
the fall. Caution tempered this optimism. Like 
one chain store executive they ‘“‘braced for the 


worst and hoped for the best 


Up and down the castern seaboard washers, hi-fi 





REGION BY REGION 


and portable TV gave heart to dealers. In Buffalo 
washers were “selling well.” In Washington 
laundry equipment comprised the “big extras 
in expensive homes.”’ In New York several dis 
tributors running from 10 to 25 pecent ahead of 
last July reported “great strength in washers.” 
Dealers in the area likewise did well. An ide 
pendent in Suffolk, Long Island, was 10 percent 
ihead, with “washers holding up my sales.” 
Chains content with equaling last year, or forg- 
ing ahead three to five percentage points, cited 


washers as “consistent ground-gainers.” 


Hi-fi remained a “bright spot’’ for dealers in 
Boston, Buffalo, Washington, Philadelphia, and 
New York. “I’ve got less competition in hi-fi 
than in anything else,” said a downtown New 
York City dealer now handling packaged units 
and components. In northern New Jersey as well 
as metropolitan New York, dealers still found 
hi-fi business increases ranging from five to 20 
percent over last year and “one product area 
where you can still make a dollar.”” ‘hat included 
considerable sales of foreign hi-fi equipment 


The portable T'V picture remained a healthy 
one. A Boston dealer was “60 percent ahead in 
July this year, primarily because of television.” 
\ high percentage of this ‘I'V business repre 
In Buffalo a dealer found 


I'V picking up, mostly in portables,” 


ented portable sale 
and a dis 
tributor in the same city saw the “I'V outlook 
for fall better than in white goods.” ‘There's a 
disturbing aspect about these strong portabl 
iles, though. A New York distributor said he 
had a summer “five times as busy as any to date 
But because of big portable ‘I’'V sales you've got to 
do from 15 to 18 percent more unit-wise in order 
This was a reference 
to a current portable rate of about 42 percent of 
ill T'V sale: 
30 percent of sales 


to get the same billing 


I'wo years ago consoles represented 
Dealers likewise have com 
plained for months about the “murderously low 
takes on fast-selling portable: 


Marginally there were exceptions on product 
strength. \ Boston dealer reported 
‘tarting to move For Washington dealers 


freezer 
freezer sales had picked up in July and earh 
August, and a distributor looked for an addi 
tional freezer spurt when the Electric Institute's 
fali campaign on the product gets underway 
Humidity in the same city perked up humidifier 
iles, On the other hand, a Washington distrib 
utor had dishwashers off 50 percent for six months 
f this year, food waste di posers down 30 per 
ent, and refrigerators down 30 percent 

[his disappointing picture in refrigerators char 


icterized the east A Buffalo dealer considered 
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in the market this 
summer.” ‘This sentiment was echoed by dealers 
in Boston and Philadelphia, Dealer after dealer 
in metropolitan New York and New Jersey, from 
chain through buying group retailers and inde 
Refrigerator 
were cither “down a few points from last year,” 


“refrigeration the big weakness 


pendents, supported this theme 


“weak” or “just about holding their own.” 

As for a seasonal product like lawn mowers, 
the weather worked against it. With scorching 
sun holding down grass growth, sales fell way be 
hind. A Suffolk, Long Island dealer re ported sale: 
down 40 percent With no grass to cut,” he 


aid, “peopl weren't buying lawn mowers,” 


Wrap-up figures on air conditioners began put- 
ting the season in perspective. Washington deal 
ers were “equalling last year.” Yet Electric In 
titute figures showed 3,000 more units were sold 
in the territory this June than in June, 1956. 
Last month in Buffalo one dealer was ‘‘still selling 
ir conditioners” but admitted he had only one 
good weck this year. In New York and New 
Jersey metropolitan and suburban areas the au 
conditioner season had been “short and sweet,” 

0-50,” or “not up to expectation One stub 
born New Jersey distributor refused to throw 
in the towel early, extended floor planning to 
September, then inaugurated promotions that 
gave at least one big dealer “the biggest rash of 
Sunday and follow-up sales in weeks.” 

Actually ARI figures month by month showed 
ir conditioner shipments into New York run 
ning behind by an average three percent, Ob 
ervers expect final sales will reflect that three 
percent drop for the season—140,000 unit: sold 
in 1957 against the 145,000 moved in the area 


in 1956 


Inventory in the hands of distributors will be 
a big factor next year, Buy-back plans made good 
will among dealers. It built up distributors in 
ventories, though. One New York distributor 
reportedly took back 17,000 units Another, 
vho will finish the year ahead by two percent, 
expects about 1,000 more units in inventory than 
last year 

Fans, on the other hand, were still moving 
In Washington they “sold 
beyond all expectations.” In downtown New 
York one retailer did “a fantastic job in fans. At 
least 15 percent better than last year.” New 


mime mto August 


York chains were cither “cleaned out of fans” o1 
reordered carefully.” It looked as though, per 
entage-wise, fan inventories would be less than 


conditioner stock 
otal business dips were sharp in some parts 


of the east. A Boston dealer reported “business 
Continued on page 10 
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TRENDS reécIoN BY REGION 


percent HDelov Jul 1956 In W ashi 
New York the situation 
Metr politan and 


. . 
AO? ind VOW Jer cy 


ngton Philadelphia ind 
vas mixed uburban Ne 
typified the situation. In 
yuffolk county, Long Island an inde pe ndent wa 
| reent ahead over-all In the same count 
nother strong independent wa t a littl 
ihead for July and early August Perhap two or 
thire pereent,”’ In Nassau, downtown Nev York 


ind Newark, dealers were eithe: 


ibout even with 


ist year or ihead ist a little Some wer 

en off two or three points, ¢ hains were “about 
the me as last vea ne, however, reported 
1 15 percent gain lite goods and a drop of 


two percent in ‘TN 

Ihis meant most dealers foresaw a drop in 
rohit It takes a gain in volume of an average 
10 percent thes to come neat qualling 


cars carming 


Rough volume sledding and the shrinking dol 
lar take is driving dealers faster toward diversifica 
tion. Not all retailers are like the Boston dealer 
vio “cut out traffic appliance iltogether’ or 
the Medford, Ma dealer who “is getting out 
tf the white goods busin Most are seckin 
vays to supplement sagging appliance-T'V dollar 
Last month the pace toward = diversification 
cemed to quicken. In New York and New Jerse: 
metropolitan environs it took on the dimension: 
ft a small stampede 

\ south Jersey chain is widening its soft good 
ind leased departments as it expand A pace 
etting chain in New York continues its march 
nto soft goods, Dealers in ‘Toms River, Madison 
Newark leaneck New — Jerse in Patchogue 
lreeport, Poughkeepsie ind other New York 
towns were finding ‘‘gratifying profits im iddeline 
ind diversified house- and giftware \ north 
Jersey independent who prides himself on being 
enously studying the 
liversification picture Out in Suffolk count 
Long Island another per ialist has decided to d 
the same 


\t least 50 percent of thi ipphiance IV deal 


in appliance specialist” } 


rm in my area clanns one giftwar distributor 
n Newark.” are either in giftware ire goime int 
them, or are tudving goimg into them 


In an unrelated but salutary move, one New 
Jersey distributor last month cancelled about 250 
appliance-T'V franchises and embarked on a 1 
franchising program. Only about 100 dealers will 
ve returned to the roll ind only those vii 
ntend to make a profit on the products we di 
tribute 

\n uch move is not likely to deter the 
liversification trend—not with the more deter 
minded dealers bent on finding means for the 


own salvation 


Meanwhile, threatened price increases in the 
wake of upped steel prices failed to stamped 


eastern dealers into injudicious stocking up 


Dealers were. however keeping i weather eve on 
instalment credit, on nsing local tax ind gen 
ral living cost mm local government contract 


ind work schedul 


their optimism for fall will be punched full of 


their mam concern: wheth« 


hole from unsuspected sour 
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By Fred A. Greene 





Sales rise with pickup in air condi- 
tioner movement . . . Refrigerators top 
white goods .. . Weather remains an 


important sales factor 


1 reality in early July continued into the first 

k of August before tapering off and dealer 
enerally reported increased volume for July and 
inly August 


S' ARING temperatures which finally became 


Much of the increase, of course, was due to a 
healthy pickup in air conditioner sales, many of 
which were late in coming due to a cool June 
and doubtless were forced over a month or so. 

lexas room air conditioner movement wa: 
termed by dealers a 
Profits 


ontinue to be low but they have not becom« 


table and in many case 


d with a few reports of excellent sale 


disgustingly so, Prices are surprisingly firm 
The biggest air conditioner boom seems to be 
n Arkansas where a distributor reports his sales 
; recorded his first 
profits in 4 year Arkansas Power & Light's 
month report of distributor sales to dealers r 
flects thi happy Movement is up 


from 4.768 in 1956 to 6.958 this vear 


{) percent ibove 1OS¢ ind he 


ituation 


Oklahoma seems to be the sour spot. ‘Two 
Oklahoma Citv wholesalers say movement is be 
low expectations and profit ivVS one, are wat 

what was anticipated 

Ihe second week of August saw a cool front 
bluster its way into the Southwest and volume 


il lowed down. A decided pickup in overall 
busine is neverthelesss anticipated before sum 
ner run if COUTSE 


Refrigerators lead the list of best sellers among 
white goods and movement generally ranged be- 
tween fair and good. A few spots in Texas and 
Oklahoma found sales slow. Arkansas reported 
mproved sales at the distributor level 


Dealers throughout the Southwest are looking 
for good fall business. Harvesting of crops is 
underway and while there are some sore spot 
in the farm economy, a greater proportion ot 
farmers than in recent years will be able to bring 

ops to the market 


Still in several instances, weather remains a 
hindrance to an even bigger gain. Though heavw 
iins fell over wide areas of the Southwest thi 
past spring, little has fallen since. Together with 
the hot, drv weather of recent weeks there is the 
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langer of insect infestation and inability to hat 
tag 0d CTOp 
Sut the overall gain in the economy is there 
ind will, dealers believe nake it presence felt 
in the fall—if, as one wholesale puts if, dealer 


i 
use hard sell promotions and then followup 


Television has sagged badly. There is some 


hope, however, that the new lines and return of 


Dig warn to the program list will provide the 
park to a sizeable increase. At the present tim¢ 
portables and low end table models ar prime 


mover 


Utilities this month provide some interesting 
reports: 

From Gulf States Utilities in Beaumont comes 
word that its 3-month spring sales campaign 
Dealers in its territory 
hit 122 percent of their quota in sales of electric 
ranges, water heaters and freezer: 

On the other hand, results of El Paso Electric 


Co.'s range-water chater campaign were disap 


was the biggest in histor 


pointing. On ranges, dealers only hit 79 percent 


of the quota and still less on water heaters 


At the recent ‘Texas Electronics Assn. conven- 
tion in Fort Worth, there was considerable pri- 
vate conversation and bitterness about captive 
service, ‘The independent servicemen confined 
their words to personal observations and nothing 
Va iccomph hed a 1 group 

It was obvious that the many minds couldn't 
gree to act as one and an expected explosion 
during the panel meeting on captive vs. ind 
pendent service never materialized 

If anything looked like servicemen were read\ 
to fight over it, it was on licensing. The recent 
l'exas legislature failed to pass a licensing pro 
posal presented by a rival organization, However 
the men of TEA appear reconciled to some form 
of licensing and are concentrating on securing 
i proposal for presentation to the next legislative 
ession which would encompass ideas of ‘ThA 
not its rival 


Volume up but profits off . . . TV sales 
are good... But air conditioners lag 
... There’s optimism about upcoming 
fall business 


LTHOUGH most Great Lakes dealers con 
A tinue to describe the midsummer appliance 
picture as “mediocre 1 few report an upswing in 
busin 

Many dealers say that June and July were very 
good volumewise but that profits were way off. 
\ Davton dealer sa My sales are the same 


Continued on page | 


1957—ELECTRICAL 


MERCHANDISING 





oR TS Bm, Tala ot: _—— 














Now...completely pre-set washing...the first major advance since General Electric introduced the filter! 


WASH-TO-ORDER FABRIC KEYS IN 1958 
GENERAL ELECTRIC FILTER-FLO WASHER 


| - ne Touch one key—clothes are washed to order. | Just one key pre-sets all these wash 


w sel ts th nt ash - b t ; ene e s 
otis, Mit tantantbes: bub. caine. Br tothe aceite | conditions to fit the type of fabric: 


1. wash speed 2. wash temperature 


SVYMTIBETES 


3. rinse temperature 4. spin speed 


»>teRrey 


* © @eaetres 


Here’s the only washer to give your customers com 
pletely pre-set clothes care plus the proved, won't 
clog filter that takes out lint. 








As easy as pushbutton driving! And as sure to im 
I 

















' | | press women! For these simple new Wash-to-Order 
| WASH SPEED | Ow Fabric Keys give them sure clothes results! No set-in 
| , . 
wen wasn | ” | - oer wrinkles in synthetics. No unnecessary clothes fray 
| No guesswork about any fabric 
| RINSE WATER | memes NARM co co col Don’t miss the sales opportunity of this traffic 
| SPIK SPEED | NORMA NORMA ow ~~ NORMAL building feature... only General Electric has it! 
‘ 
Genera mopar py ce Park, | 
wan, More than ever you'll sell the Number 1 Choice Progress /s Our Most /mportant Product 
z its S Washer! Filter-Flo Washers are available GEN FERAL ( ELECTRIC 
F mn rns ——— \ } 
% : : , ‘ ‘ 
tm in four price lines. Call your distributor. y 
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TOASTMASTER 


New Automatic Heaters! Fastest in the world! 





























ECIAL INTRODUCTORY OFFERS! 
HEATER SPECIAL No. 1 LB7 f HEATER SPECIAL No. 2 










Make $17.95 extra profit! Youget ab You get a $17.95 Model 9B1 Heater 
solutely FREE 1 Model 9B1 Heater for only $5.75—68% OFF—with 
(Retail $17.95) with your order for your order for ANY 6 Toastmaster 
ANY 12 Toastmaster Heaters. You Heaters. You make up to 8% extra 
make up to 13% extra profit on profit on this Special Offer! 

this Special Offer! 


i— 


TWO SIZES 
Model 981 * “~~ w. pm, 


“lle 
$] 7°5 retail * LY 


Model 9A1 * Available 
in either 1650 
or 1320 W. 


$ 2 9°5 retail 


] 
@ 25 


"Litthe-Finger” Proof! 
Grille passes every 
safety standard, Pro 
tects youngsters’ fin 


A 


Ad 


[- S 


MU | 


( 





ee 


_ 


en eeae ee eat 
Foy? ye meres: 
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[SERS Oe 


ne 


Bicitece 





POG ewe we wae Hee 
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“saps 








ir 


_|+Ss2adstS seem 


j Att 
y, | : 





were but doeen't impede ib lap 
air flow! ~~ aes 7) 
My _ i E = 
. 
A 2 Bea” sé 
oa ~ 
Sefety Switch! 


Automatic safety 
switch cute off cur 
rent if heater ia acci 
dentally overturned! 


—4 An “Honest” 
Thermostat! 
ote T 







A:® 


Air Intake where 





~~ 






it should be! 
Thermostat ia locat Blower-Type Fan! Coolest air at floor Automatic 
ed directly in the in Dual-Purpose Handle Uses powerful centrif level is drawn into Noiseless! “On” and "OF"! 
Case Stays Cool! take air stream to Easy to carry any ugal blower-type fan heater through open- Fan can scarcely Thermostat automati- 
Cireulating air keepe measure temperature where! Cord wraps instead of ordinary ing in the bottom— be heard! Won- cally turns current on 
case cool, comfortable of the reom-—not of around handle for blade fan! Delivers gives most efficient derful for nursery and off to maintain de- 
to the toveh! the heater itself! storage more warmth! heating. or bedroom use sired temperature! 
No waiting for a warmup! The new Toastmaster Speedi-Glo on a spring tension reel—that glows instantly the moment the 
Heater gives you what people have been looking for—a heater current is turned on. It’s an exclusive selling feature no other 
that gives full heat the instant you turn it on! And with our heater has—demonstrate it and the heater practically sells it- 
Special Introductory Offers you get big profits on every sale! self. Order your stock soon, while you can take advantage of 
The secret? A unique new feature developed by Toastmaster our Special Introductory Offers. The offers last for a limited 
research, It’s an element of wide ribbon resistance wire — wound time only —call your Toastmaster distributor now! 


Call Your |OASTMASTER Distributor Today! a J replant oo 


*Fair Trade minimum prices in 





TOASTMASTHR a reginte i trademark of MeGraw-Edison Company, Elgin, I, and Oakville, Ont 195 all states having Fair Trade lows 
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n Car ag but my profits are much | 

because of thi harp pricing, more overhead 
expen ind the rising cost of living.” A Detroit 
dealer reports that his sales just started to pick 


ip within the last ten dav but are 20 percent 


De vy the ime period ot a year ago I may 
be recent under last year,” he says, “but I 
n | t tt ff than n t deal in 
the D Although this deal locat 
1 a suburban area, h ustomers are mor¢ 
nclined t patron dealer n the downtown 
1 where more attractive price ire ottered. A 
Youngstown, Ohio, dealer is not omplaining of 
hi umimne ile He | that hi i Vel 
en with June and July of last year, which wer 


ik months. Dealers throughout this region sa‘ 
they see little chance of improvement in the profit 
ture unl the manufacture can establish a 


im assuring them of a profitable business. 


Cutback in employment and dry weather con- 
ditions, prevailing in sections of the Great Lakes 
area, are Other factors worrying some dealers, 


causing them to keep inventories at a low level. 


By pit utl » th Youngstown rea mn 
lea have not et been affected, but the 
1 teel mill hedule ther ire down to 30 
rm if f ip t ompa d to last year 9 
to LOU pe nit Because many Dayton dealers 
lepend upon rural trade, they see an unsure ap 
pliaa irket future months if Mother Natu 
doesn't provide rain to eliminate the current ‘“‘dr 
pel} If crops aren't good, the farmer has no 
m to h 1} timulate our busin In addi 
tion, our city is suffering from employment cut 
bacl remarked a Dayton dealer 


Air conditioner unit sales are at low ebb 


throughout the Great Lakes territor vith no 
inticipation of a pickup im ight All sumone 
i] have been patiently awaiting the arrival 
of those hot da inc nights that might dissol 
th hea ur conditioner inventori Chose hot 
did arrive but not long enough to move an 
non l olun Dealer voicing then 
un } i that mmer now in part of the 
( it Lah é ning t yunfortabl 
ro! ndition r il] it mght when the 
t ny t d \ Dayt deal r¢ 
marked that illy profit on a 4 or one -ton 
h t to $90 but now, because 
r ti ! { | | 1) il 
t t th ttin price wa 
netim ‘ vn t t 


Washer and dryer sales have been up and down 
in parts of the region, dryers more so than wash 
ers. Dealers attribute the decline in drvers to th 

heat in which the housewife prefei 
t I ind uftdoor A few i ile on 


| 1 \ } ( Va hing hae hin ha 


hn that th no | er wish t 
t t Ilectric range ile ontinue t 
ine for most area dealet ind of all 
viiit od th tem the on howing least 
t 1 tow 1 upward t 1d 


One consolation observed in the Great Lakes 
appliance picture is that area dealers have filed 
no complaints against the mid-summer T'V sales. 
Th credit good weather and 


i] for profita yl rLISITNE Now that dealer 


umimect clo e-out 
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TRENDS recion sy 


dealer’s floor 


REGION 


have rid themselves of the season’s TV inven 
ori many are wondering how the customer 
vill take to the new models now displayed on 
at slightly higher prices. “Custom 
rs are mighty strange, when they see something 
has increased in price, they keep away not realiz 
of better quality,” said a Cleveland 
dealer. A Dayton dealer sees an encouraging 
a local 


invaded the premises. This 


market for color ‘I'V in that area since 
olor program has 
lealer says his store is filled with housewives who 
ome to view the local “home-making” show 


ein televised in color ever iftternoon 


Dealers who emphasized promotional cam- 
paigns report sales showed decided improvement 
for the summer months, A tremendous amount 
f advertising and work, they say, was involved 

ittain this goal \ Norton, Va., 
orted his sales were up 60 percent over last year 

iuse he just recently concluded a most su 


called Week 


major franchise, this dealer 


dealer r¢ 


ful promotion “Ph rigidaire 
da ( being hi 
oted a ver 


vhen he displayed all charcoal gray appli 


gratifying acceptance of the ‘‘sheer 


1 his window. A Washington, Pa. dealer 

iow thoroughly convinced that it takes advance 
ing to put on a successful campaign and 

| the results were well worth his time and 
ftort because his appliance busin 


picked up 


derably and range sales 


were ¢ pec ially good 
his dealer ordered a carload of appliances and 
lien planned his advertising around the theme 
irload buying for greater savings’. Full page 
vspaper ads, 10,000 pieces of direct mail, and 


10 spot announcements were all used to pub 


ize the four day activity Another dealer in 
eechburg, Pa, reports that his sales were excep 
tionally good—way above hi expectation when 
he held a “come as you are birthday party”, cel 
ig his 12th anniversary in the appliance busi 
Tis st open for 36 continuous hour 
hundreds of customers and prospects stopped 
1 to sh ike and cofte ind bu Ile now 
i ‘fresh list of otential custome which 
i | pe ple vill f tl 


_..in the 
SOUTH 
EAST 


Almost everybody’s happy with TV’s 
showing . . . Air conditioners lag. . . 
Ranges and hi-fi present a mixed sales 


picture 


table pattern 

Southeast during July 

vith lume reported up and price surprisingh 
| 


nin nearly every quarter queried 
! i 


4 & LEVISION traced the only 


discernible in the 


‘ 


In contrast 





oft pot were apparent 1 ret { tre 


i 


ranges and air conditionimn 


The latter, which looked like a sure thing Jeay 
ing the post in late May and early June, has 
eased off in the midsummer backstretch in several 
key areas. rom a Miami distributor (July 


cooler sales off about mad a jack iM 

dealer (running just a few percentage points ah 

of last year) come carbon-copy complaint 

plenty of blazing days, but far too few hot 

Hlowever, the Jackson dealer's hurt er 

relative. Year to date he has sold about 650 unit 
The most valuable piece in anothe outh 


dealer's air conditioner stock is one beat up win 


dow unit he has been advertising tor the past 
which includes neither 


three vears at $129.95 


Vice he 


delivery nor guarantee installation or s¢ 
retailer has come to look on the battered room 
ooler as an old friend from which he couldn't 
bear to part It's cost the salesman who sells it 

y! Lhe lo 


ts owner credits. the 


would be ‘reat indeed, since 
thermostath old cam 
paigner with paving the way for 1500 unit sale 


between 1955 and 195 


“Real good” is how an Atlanta dealer charac 
terizes his air conditioner season to date, Hk 
vorking chiefly in one-ton specials at $199.9 


md $209.95 with ibout in them. In al 


nost ever ection, there are retailer yithout 
leader losing iles to the $149.95. boy vii 
know their way up. One such leaderless unt 


tunate in ‘Tampa who has been taking short mar} 
up just, as hie puts it, to be in the air conditione: 
business, is happy “any time I can pick up $4! 
plus installation,’ 


In the Memphis area, this season's rainfall ha: ‘ 
set a record for the century, leaving air condi 
tioner sales as soggy as the ground, Says a Mem 
A two or three-day hot spell bring 
iir conditioner shoppers out, the the rain send 
Then it’s 


hopping, and more rain.” A di 


phis retailer 
them splashing home. another two o 
three days of 

tributor in the 


lennessee city reports his 


onditioner season pra ticall { 


rained ll 

A Birmingham dealer is using a one-shot food 
promotion to finesse freezer sales in the $300 
$400 class in the face of price competition which 
he cannot meet, notably Sear With each bi 
he throws in a certificate redeemable for $50 
food at a local market. ‘To help pay the freight 
he up the already discounted selling price of the 


lil 


freezer 0 to $30, which, he sa doesn't en 
tirely pay for the food 
A Greenville, S$. C 
freezer year, basically with an 15.5-cu. ft iest 
listing for $499, but which he'll “turn for 


profit of $5 


retailer is having a 0d 


0 or better.” Freezer prices are di 


ouraging a Hendersonville, N. C 


dealer, wh 
can’t buy ’em for what competition’s seilin 
em for,” while a dealer in Atlanta feels hand 
uffed by his one-model line listing at a star 


Mish $429.95 


Ranges and hi-fi seem to be the in-and-outers 
of the month, A Birmingham dealer had “noth 
ing to talk about is far as range went, but 
ingle high fidelity 


Continued on page lf 


tipped hi corporate cap to his 
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LL'S USE-TESTED 







McCall’s Use-Tested Tag promotion this 
Summer in St. Louis was the biggest seller 
yet—bigger than the outstandingly success- 
ful city-wide drives in Miami, Cleveland, 
Cincinnati, Albany and Pittsburgh. 

Retailers reported plenty of action, with one 
distributor citing sales gains as high as 30%. 
McCall’s representatives installed more than 
70 big window displays on Tagged brands. 


Leading distributors and retail chains sup- 


The magazine of Togetherness, 


reaching 


at a 4 


“"* and Soungstown hilehons 
Y Rca wrmmcroa, = : 


© GREAT NAMES 


’ 
) 

ne 
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ST. LOUIS RETAILERS GET BEHIND TAGGED PRODUCTS WITH NEWSPAPER ADS 


Seventeen ads like these in the St. Louis Post-Dispatch plus a motion were Lammert’s, Lazar & Sons, Mizerany, Fair Mercantile, 
full-page two-color ad by McCall's, listing all advertisers in the famous-Barr, Firestone Stores, Tipton, Modern Living, Spielberg, 
Use-Tested program—told St. Louis that a city-wide Use-Tested Carson-May-Stern, Biederman Furniture. Several stores also 
Tag promotion was on. Among top stores participating in the pro devoted radio and television commercials to the promotion 





“SIMPLIFIES MY SELLING JOB” “INFORMATIVE LABELLING AT BEST” “TAG MAKES UP THEIR MINDS” 





MIZERANY APPLIANCE CO. “McCall's LAZAR & SONS “The McCall's Use- MIZERANY APPLIANCE CO. “Today, 
Use-Tested Tag on an appliance catches Tested Tag is informative labelling at its when so many appliances look alike, the 
the eye, and the information it gives helps best, and sorely needed today when there performance information on McCall's Use- 
the customer decide whether it’s the kind are so many conflicting claims about a prod- Tested Tag is very instrumental in aiding 
she wants, It simplifies my selling job.’ uct’s performance. I'm all for it.” the customer to make up her own mind.” 
JOE MIZERANY (left), Owne? JOHN GIULVEZAN, SR., Partner VICTOR SHALHOOB, Mgr., Afton Store 
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Newspaper, radio and TV promotion helped 
build consumer interest to a high peak and 
brought many shoppers into stores where the 
Use-Tested Tag turned them into customers. 


Ask McCall’s to show you how the Use- 
Tested Tag can go to work for you anywhere 


in the U.S.A. 


VieCalls 


more than 5,000,000 families 


plied their stores with hundreds of Use- 
Tested Tag posters and easel cards. 





“CUSTOMERS PREFER ‘EM WITH TAGS” 
LAZAR & SONS—“I've watched customers 
gravitate to appliances with McCall’s Use- 
Tested Tag, time after time, in preference 
to ones without it. Once they read the tag, 
they’re more than half sold.” 

JOHN GIULVEZAN, JR., Partner 








é 
i 


“ENDS CUSTOMER CONFUSION” 
LAZAR & SONS “T like the idea of an 
outside opinion of the value of an appliance 
attached directly to the appliance. I think 
it has great power, especially where con- 
flicting claims have caused confusion.” 


R. I. SCHAPP, Salesman 








MERCHANDISING 


ELECTRICAL 








SEPTEMBER, 





“GREAT BELIEVER IN TAG” 
FRIDLEY BROS., INC. Norge Distrib 
utor “I’m a great believer in McCall's 
Use-Tested Tag. It’s helped me sell many 
appliances. I make sure it appears on all 
merchandise that has earned it.”’ 


JOHN J. GOLIAN, Sales Manager 


“McCALL’S NAME CARRIES WEIGHT” 


LAMMERT FURNITURE CO “This 


Use-Tested Tag makes a great deal of sense 
[t tells a product’s good points through a dis 
interested outside observer 


H. L. SUDA, Appliance Buyer 


1957 


and the name 
of McCall’s on it carries a lot of weight.” 


“TAG ADDS IMPARTIAL AUTHORITY” 
ARTOPHONE CORP Phileo-Bendix 
Distributor—“McCall’s Use-Tested Tag is 
great. It tells a woman what she wants to 
know about a product, and adds impartial 
authority to a manufacturer's claim.” 

E. W. FEHRMANN, Adv, Manager 





“TAG HELPFUL TO SALESMAN, TOO” 


LAZAR & SONS “The pec ifie informa 
tion on the Use-Tested Tag is very helpful, 
not only to the customer, but to the retail 
alesman. I know I've used it many times, 


and it has helped me make sales 


RALPH BRIEGER, Branch Manage) 











TRENDS 


ne 4§ 4 good and profita t of h perat i 
\ distribut m Charlotte n ( | ng j 
est job in high-end table ode ind middle 
f-the-line consoles from tr ), He finds 
il | 
1 tT vie it CinyY hy cit i} ‘ } thie no-trade 
' ys 

tull-prohit pit h Price itt ire be inning to 
harpen thie 7 i the Cl tte hi-fi ma 

ket | 


Ranges are moving well in some areas, slowly 


i LN 
in others. A ‘Tampa dea 0 1 New Orlean 
tril tor 1 repe ting ! ( n f 
tand del th aist ) a ) j if 
Both ( tain is the } j nd the dealer 
iit j qua t t TL 


In the midst of all this softness and uncer 
tainty, television looms as the southern dealer's 


current anchecor to windward, Happy talk com 


from many direction iz orth Carolina ap 
phance and furniture deal 1'\ the onl 
1 thin nom ipphance Dt i" Price } 
tead ind | md ty ompetition are staying 
e to list Dist if n Miami and Mem 
plis report tel ion Promisin md “our 
tron | produ | espe tive It een ood 
for an Atlanta deales ett fa for one in 
Birmingham pi king up” in ¢ iville, S. 4 
jut even here, there i dissentin te or two 
not good in Jackson, M hich is tem 
porarily bogged down in an all t saturated mar 
ket where repla cement ha t t begun to 
oll and “no action” f i lamy iler, whe 
et to flog ‘TV hard in the f then drop if 
on pletel if it doesn't tw 


in the 
FAR 
WEST 


By Howara’ J: Emerson 


Retailers in the area are generally 
optimistic about fall business . . . Local 
conditions may continue to pose some 


problems, however 


OW well will 1 the Far West, th 
H fall Let's ta f i] nt if 20 of 
the t leale from Canada to tl Mexican 
| t to Tlawa to Alaska 


Generally high optimism for the last four 
months of 1957 is shown in every section of the 


Far West, with a few qualifications due to local 


conditions l expect the appliance busin thi 
fall to be slightly better than last year,” says ‘Tom 
Carmichael, Seatth i] han I'V dealer and active 
NARDA memb \pphan department man 
wer David Pipe t | \ Nelson, Seattl 
eport Our | n ill this year has been ahead 
of 1956 and | expect this trend to continue \ 
fi | ent mer hould be bout right, I'¢ 
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bre i t ndepe ndent, one f the 
aest ¢ t t in the Northwest, Clayton 
Poole, Poole Elec. Co., come “We expect busi 
to be ve d th ill—t] vest | n 

I n hist 


More than a thousand miles south, in San 
Diego, a de partment store app buver state 
Busine will be 
of our mmipetit 1opt » do bi 
ir i” ustomer pett é e than the di 
count houses.” In th iburb of Ocean Beach 
dealer Gordon Dawson believe Appliance busi 
ild he ibout the i | ee nothi 
| greatly boost busine in the fall Ih 
thing that might hurt busin is layoff 
b in overtime, et 1 the aircraft indu 
t Warren Harrington of Har iwton Appli 
iT i multiple tore operation in San Diego and 
init ! yullish Busine hould continue te 


| | 
ly On | ison for hange 


lar away north to the mountains, in Boise 


Idalh Pat Powell of S \pphan c ¢ 

that tl balance f th ir will not be a OOC 
f i light mon ind the fact that 

many people have oxerexpanded in buying until 


the payments are now eating a big chunk of their 


ncom is behind Powell thinking He fe 
that the trend in the ipphance industry t 
hy in build the fastest and thi heapest 
But pr pl irent Db neg junk myimnore he 
tat WW i i kely to ll a UU iten 
than one ‘marked down’ to $199.99 Peop! ire 
ing thin that will last longer, they are not 

hurt to bu nd th can't be rushed 


In the Southwest, from Phoenix, dealers nor- 
mally cautious in their view of the future see 
this fall varying from good to boom. Russ Mor 
rise appliance-I'V manager for Mechagian’s ex 
ects “a tremendous appliance boom this Fall’ 
He has talked with mstruction men ther ind 
feels that the change in FHA regulations will 
tart vast developments in higher-priced custom 
home ind kitchen Ile points to continued 
influx of new families to the area—bringing 1,800 


new resident i month—as a good reason for op 


timism there At a shopping center appliance 
tore, Bostrom n Phoenix, manager Kate Shel 
ton anticipates a é ncrease this fall, but qu 
tions whether profits will match the sal At 
Dorris-Heyman i downtown department st 


ippliance manager Gilbert Modglin expects a two 
r three percent increase in appliance busin 
this fall compal dt 


North again to Portland, Ore., where Claren 
Miller, home furnishings manag it Lipman 


Wolfe & Co. state “I do not expect any declin« 


n ipplian e-T'V_ busine ‘though some stores in 
the area have Business should hold up com 
parable to the last few fall season Of great aid 
I 1 is the manufacturers’ program of tepping 


introducing 1958 line 
early, particularly washer He points out that 
ippliance-T'V_ sales have held up pretty well in 
pite of the general decline in the lumber market 
is a result of a slowing up in building start He 
feels, howe that the change in FHA may start 


ith up Wing it the lumber industn on vhi 


up parts of their line 


ich of Oregor onomy depend 


SEPTEMBER, 


Across the Cascades to Spokane, Wash., for a 
report on the Inland Empire bring optimistic 
views of the appliance-I'V business there this fall. 
I don’t see how the appliance-I'V business can 
help but be good ys Ralph T. Peters, appli 
ince manager for the Bon Marche, the Allied di 
partment store in Spokane. He said his optimism 
nmed from the fact that there were fewer 
deal ind a potential larger demand for major 
ippliances and ‘IV in the fall. He feels that an 
idded emphasis on selling, particularly from th 
quality viewpoint, will keynote the industry’s a 
tivity there. Stanley Densow, operator of fi 
tores in the Spokane area iVs I feel that wv 
will have a ood a fall as we had last year and 
it could be bette Many people have been 
putting off their appliance-I'V_ buying » fa 


i 
thi ear, Denslovw 


Some upward trend in appliance-T'V sales is 
expected in the Los Angeles area by the buyer of 
one of the largest department store chains in the 
country. His stores already have had a 15 percent 
ration, and ‘T'V and hi-fi 


ire up close to 10 percent [his executive bas« 


] 
increase im Sales of refr 


his predictions for the fall on the expectancy of 


big rise in refrigerator sales and in ‘T'V sal 
Much of the rise will result, he says from a drop 
1 price ble point to the trend of department 
t in New York, Chica Detroit and Phila 
elphia te lash price of may to $20 above cost 
ler to meet di int house competition 


I believe that the ractice will reach Li 
\ngel hort! Walt Holme 
United Consumer i suburban Los Ange les di 


t 


manager Or 


ount house, believes that most of the discount 
houses will have an uptrend in appliance-T’V sal 
th fall—he expect his own store to do 15 per 
nt more this fall than for the fall of 56. ‘I’ 
et this increase, United Consumers has been 
iking on additional lines and offering increased 

Ile sa Discount houses have been 
teadily overcoming the reputation of giving in 
ferior service. This factor, coupled with thei 
traditionally lower prices, will take some of thi 


play away from the large department store 


“This should be our biggest year,”’ says Armand 
mond, manager of the appliance department of 
Northern Commercial Co., Fairbanks, Alaska 
The amount of home improvement work und 
iv is the reason. We've had a steady increas¢ 


in prin Anoth etailer here near thi 


4 


Arctic Circle expects fall busin to be od 
ippliance ind ‘TN Bill Furnish, manager of 
ippliance Nerland’s Store sa‘ “The last fev 


il peopl have been doing well here Salari 
ire higher and credit buying has encouraged sal 
We're doing keener merchandising, too.’ 

What is more appropriate than “Aloh t 

e this preview of appliance-TV_ busin 
the Far West this Fall. In Honolulu, Chas. I 
Schmidt, advertising manager of W. A. Ram 
( ) CC 
He thinks a combination of earlier opening dat 
for the 1958 lines will contribute to boostin 
iles ahead of 195¢ Paul Anderson pr sident of 
Honolulu Electrical Products Co., retail sul 
idiary of the utility, sees a fairly firm market thi 
fall based on heavy building activity which 


prospects for the fall a “quite good 


rving on in spite of the tight money market 


Continued on pas 
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New from Westinghouse for 1958... 








It's a look...it’Ss an idea...its a trend... 
its dynamite that explodes into sales! 


Suddenly, everything else seems old fashioned! Here are clean, crisp line 
ippliances that give the built-in look without the built-in cost. They shove right 
into place without a curve or bulge... they square up with counters and cabinet 


Inside too, these Westinghouse appliances are so far ahead of all others, 


you'd think it was a different century! Just look * 











Westinghouse 























D-110 Custom Imperial Dryer Twin 


LH-4 and DH-4 Revolutionary New Space-Mates 


—Washer 


elow, Dryer Above 


New 1958 Westinghouse Laundry 


 —— 


=e 


(in 


SAND TEST WINNER! FAMOUS REVOLVING AGITATOR 


/ 


| for ri a 


WASHES CLEANER, RINSES BETTER, CLEANS ITSELF 


ant 


i 


he ’ en the erpensive neu 
Latest Sand Tests prove the Revolving Agitator 
twashe all the iewest sn le remove 

ice of sand (representing hea, oil) from clothe 
ne. Other make till leave sand in clothe 

too. Proof beyond doubt that Westinghouse st 
leaner rinse hetter, clear tsell 











NEW STYLE-LITE CONTROL CENTER 
Iluminated push-button panel give 
more control of washing ond drying 
results than ever before. Five wash 
two rinse temperatures including cold 
water wash ond rinse. Three hea 
selections, automatic or time dry 








L-110 Custom Imperial Laundromat 





One straight selling story for every Speed Dryer 


PATENTED DIRECT AIR FLOW 
DRIES FASTER, FLUFFIER, THRIFTIER 


Thriftiest because it’s swiftest. And that’s why it’s easies 
to sell. It’s the only system that blows fresh, warmed ai 
directly onto tumbling clothes, not through machinery 
This means a faster, fresher drying job with less current 
Means, too, that it fluffs clothes smoother, cuts ironing 
time up to one-half. No wonder it’s the dryer in toy 
demand—the big seller for '58 














WD-3 Combination Wash 'N Dry 


112 
perial 
undromat 


D-112 Imperial Dryer Twin 
r. 

—, 
7 @ 


D-114 Royal Dryer Twin 





PUSH-BUTTON DRY: 





gives you the 


























WESTINGHOUSE 
COLOR PANELS add 


a little or a lot of 


color to any kitch 


en. Choice of 10 


ylor easily 
changeable 























WESTINGHOUSE 
MAGHETIC DOOR 
insures tight seal, 
easy opening. Mag 
nets backed by a 
lifetime guarantee 

completely 


child-safe 























rives you the newest products...newest exclus 





GELATIN TEST PROVES IT! 









New Cold Injector 
Westinghouse 
chills food faster, 
keeps food better! 







COLD INJECTOR WESTINGHOUSE 
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frigerators with Separate Home Freezer New 195. 





Refrigerator Freezer Available 
Mode! Cw. Fr Cu. Ft In Colors 
WESTINGHOUSE WESTINGHOUSE DCL-16 10.4 4 ) cabinet, 11 panel 
MAGNETIC DOOR CUBE SERVER snaps DCL-14 9.1 1.6 » cabinet, 11 pane 
ut onl tray after tray of TOL-12 9.2 2.9 » cabinet, 11 panel 
en ening. Mag tick ice DL-12 + a 2.1 » cabinet, 11 panel 
ed by a » hand HDL-12 7 2.1 11 panel 
mitainer ao ¢ 
“os ap BEST BAKING 
fe HL-11 8.3 Led Miracle Sealed ( 
DL-9 8.1 1.0 11 anel Cor hea 





1.0 tom, radiate unif 








rclusives...newest ideas to sell! 


Here’s the glamorously styled 1958 Westinghouse range backguard — jewel-like in appearance, 
implicity itself to use. New Convenience Panel features Grill-Appliance Outlet and additional 
retractable cord outlet, both automatically timed 


ARISTOCRAT 40 
AMBASSADOR 40 


a i 


IMPERIAL 10 


ARISTOCRAT 30 


AMBASSADOR 30 





New 1958 Westinghouse Ranges 





Here’s a line of ranges that’s new in appearance, new in perform 
ance and the sales story i a limmed down as the profile SMPEREAL 60—Deouble oven delene 46-4uch rane: 
Three model two sizes, 40” and 30 all with the same 
brand-new Miracle Sealed Oven with “Spread-Even”’ heater AMBASSADOR 40 Fully automati ine 4 ange 
that assure perfect baking. All surface units on all models are ARISTOCRAT 60— low-priced 40-i1 . 
Plug-Out. That’s right—all 195% Westinghouse ranges have these 
ales-clinching features. All have Rotary Controls with 1001 heat IMPERIAL 30 -— leluxe automatic 40 ng 
ettings, all have the new Divided Platform with No-Drip edge ‘ 
, BS» AMBASSADOR 10 — Automatic rang nine 
Gaines “Sealed © _. 4 : monn pg wy AE sali Four of the six have both Super Corox and Automatic Surface 
Corox® heaters p and bot h eurface and ov inits Units. Never before was a range line so easy to display to ARISTOCRAT 16 — Low cost 30-1 ange 


demonstrate to sell 























3 , 


Freezer Living is so easy to sell with 
Westinghouse Selling Book 6HF-0102. 








Veu 


AUTOMATIC PORTABLE DISHWASHER 


a 
j | i 
\ mart ne tyling ind omplets automat = 
t tne Lo N-Add eature ha demor | 
; trate on the ile or or in the home. Power : 
eens Washes! Power Rinse Power Dries! Has large 
' ' ; 
i ‘ om} al | ' ‘reatest selection of dishwasher 
Jelu 


ire leet olf floor pace 
ROLI 
WITH EASI no installation 
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REFRIGERATOR-FREEZER. | 


‘ ‘ Autor SPACE-MATES. | nd 
he ‘ et Ire ) 


ith M f LH-4 


ITS WESTINGHOUSE ...a complete 1 


Upright or ¢ 


to see 


el] 


feat ure 


UPRIGHT FEATL 


Dee I Doc 


reach 


wr Stor: 


Roll-out Ba 


conveniently 


Ket 


fk TeeZe 
eal in fla 


Q lick 


ng to 


Porcelain Liner f 


easy to clean 


3-WAY GUAR 
A. 1-ye 


; j j 
ldifional 4 


r warra) 


WHITE 8 
BIRCH 
Pus! ( 
lec n 
(an) 
YELLOW ‘ 


most 


RANGE “SEP 



























Ilete line with selling features! 


Upright or Chest Westinghouse Freezers make food packages 
5 UPRIGHT MODELS 


easy to see ind @ to remove And thev’re packed with ease to ; 
UK-9 8.9 cu. ft holds 310 Ib 


UK-12 11.8 cu. ft holds 414 Ib 


UPRIGHT FEATURES CHEST FEATURES USK-14 13.6 cu. ft holds 477 Ibs 
Deep Door Storage puts foods at easy Counterbalanced Lid lifts at a finger’s 

reach touch ' . UK-14 13.6 cu. ft holds 477 Ib 
Roll-out Basket stores bul} ten Lift-out Storage Baskets make load UK-20 20.2 cu. ft holds 710 Ibs 
conveniently ing SO @a 

Quick-Freeze Plates gives fast-freez Separate Quick Freeze Compartment 

ng to seal in flavor locks in natural flavor 4 CHEST MODELS 

Porcelain Liner for long life and so Porcelain Liner for long life cleans CSK-10 9.9 cu. ft holds 346 Ib 
easy to clean in a jiffy 


CSK-15 14.95 cu. ft. holds 522 Ibs 
3-WAY GUARANTEE CK-15 14.95 cu. ft holds 522 Ibs 
A. 1-year warranty on entire freezer cabinet CK-20 20.0 cu. ft. holds 700 Ibs 


B. Additional , year protection on sealed-in mechanism 


Sell “DO-IT-YOURSELF and SAVE" 
Feature. Pictorial installation in- | 
structions packed with every unit. = : 





Hs 








WHITE BIRCH KNOTTY CLEAR MAHOGANY OAK WALNUT 
BIRCH PINE PINE FD-2 
Contir I d of ation 
2 W ! M washe \ ir d for all kinds of food wast ay 
f hir ' j t ‘ | er And i nq breve aa tase 
f quali iction 
Ptus! ( plete sels n of cu f he eel pane t eet eve , f 
les ng 
70-1 = 
: SAFE— CLEAN— ECONOMICAL — Ioxclusive Cor 
oO eo ao “a “ It's easy to sell up to this direct-immersion elements give faster heating 
Deluxe model for greater nt Pe ‘ 
profit. Reversing switct too NEW Quick Recovery 40-gallon models de 
clears a jam quick pro liver 150° water 6 times faster than ordinar 
vides double-life—grinds water heaters. Liberal 10-Year Protection Polic 
:* twice as fast assures satisfied customers. Table-top mode 
can be installed under standard 36” counter 
YELLOW GRAY PINK AQUA PRIME COPPER CHROME urface, Complete line for every requirement 


\v 


most versatile built-ins! 








p ’ l akea over after dinner! 
RANGE “SEPARATES” DISHWASHER AND DISPOSsER. Ex 
clusive Water Temperature 
Mi I ir t-ur f ‘ Monitor dishwashers. Food waste Cooks with “Speed-o-light 
OL-24 M sine tes ‘ eel. M | disposers shred all food waste even ELECTRONIC RANGE. (joe uF 
( N Mode | 6 J-6% NJ bones and flush down the drain ere OU ‘ 


POWER-PACKED SUPPORT 


BEHIND THE “SHAPE OF TOMORROW” 


@ /n magazines, newspapers, Sunday supplements and on television! @ Concentrated during the lnggest selling period of the year! 


THE SHAPE 28 OF TOMORROW 





err ere meme 





IN NATIONAL MAGAZINES impressive 4-color spread ntroducing the 


Nhaype of Tomorrow” to readers from coast to coast! 





ON BILLBOARDS — 24-sheet full-color posters in hundreds of strategic locations, intensifying the 
effect of the “Shape of Tomorrow’’ message on your customer: 


: “sali 
This Week TOME 


en 0Wi~ 
he | 


Parade | ~ 





ON WESTINGHOUSE “STUDIO ONE” —reaching 


25 million viewer powerful, hard-selling com 





mercials stressing the beauty and advantage 
IN KEY CITY SUNDAY SUPPLEMENTS colorful pages 


: of the “Shape of Tomorrow.” 
designed to focus attention on the dealers who push the 


“Shape of Tomorrow” in their stores 


™ you can BE SURE...1F ITS \ vestinghouse 


WESTINGHOUSE ELECTRIC CORPORATION, MAJOR APPLIANCI VISION. MANSFI 
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TRENDS REGION BY REGION 
CANADA 


Refrigerators, ranges, washers, and 


By M. L. Schwartz 


radio spark unexpected July-August 
pickup in sales . . . Consumer willing- 


ness to pay cash eases credit squeeze 


S ALES were generally in a bad There is some disappointment 
; lump in June but, suddenly a about the way sales have gone in 
vell as surprisingly, dealers began window fans and room air condi- 
to record an upswing tioners. When a heat wave hit, 
Business in July and early August iles skyrocketed, but when weather 
staged the biggest, most exciting was cool, sales were poor. One !ai 
pickup of recent months and even department store head, with 20-odd 
made many dealers forget about th« years experienc behind him, said 
usual August clearance Sales in bluntly that his company tried 
reased for refrigerato electi harder than usual this year to bo 
range washing machines, hot iles but “we're going to end up in 
plate radios, et though 'T'V sale the red.’ 
were still in a slump One big dealer in Ottawa said 
Jul iles jumped up beyond that during a four-day heat wave h 
our expectation uid the general disposed ot his enti tock of fan 
manager of a large firm in Montreal without pending i cent on promo 
onfiding that indications alread tion Lhe just ime im and 
pointed to a vhooping good bought them, mostly for cash,” he 
month for August remarked, It was noteworthy that 
July and August busine hould dealers in several other citi vio 
hoot ou iles to prett good fig reported unilar experien 
ure Im major ippliance iz id a ill concerned with how they could 
dealer in ‘loronto but we're not ive their ad pending when these 
doing vell with radios and ‘T'\ promotion hit a cool pell 
it least not what we counted on Small dealers finally seem to be 
One independent dealer in a smalle: getting a better competitive break 
enter in Quebec reported, “It’s a with big retailers in the use of 
‘reat break for me because I wa credit as a sales weapon. 
vorried stiff in June and early Jul Dunng 1956, sav dealer thie 
when thin ere glum. But that rovernment’s tight rein on cred 
er and I’m busier than ever, « forced many small retailers into 
pecially with the big stuff and brand bankrupt 125 as compared with 
name > thr previous yeat because the 


Continued on page 





STAY ON TURNPIKE TO EXIT 105 GET ON ROUTE 35 
MAKE LEFT AT PARK CONTINUE ALONG 
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FOR 
TURNOVER 


Tilittee feature 





METAL WARE} 
SS 1 


COFFEE-MAKERS! 


Your Customers Can PAY More — But An 
“EMPIRE-MATIC” Makes The Finest Coffee! 


When you can furnish the means for 
making finer flavored, more delicious 
coffee—at less cost—there’s an unbeata- 
ble combination! This happy result is a 
certainty with the “EMPIRE-MATIC” . . . 
due to exclusive features that assure 
perfect automatic operation. All this 


PLUS true beauty of design! 


There’s An “EMPIRE” Coffee-Maker 
... SIZE And PRICE .. . For Every Need! 
AUTOMATIC or NON-AUTOMATIC 













Your Jobber Can Serve You 


with Signalite 
that glows red 
when coffee is 
ready “Cold 
Water’ Pump for 
faster perking 
while saving 
coffee 


The METAL WARE Corporation 


Two Rivers, Wis. 
Merchandise Mart, Chicago 200 Fifth Ave., New York 
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BUY 93 and 


Twin-Bed Size, 
Single Control, 
$29.95 retail; 


Double-Bed Size, 
Single Control, 
$34.95 retail 


Double-Bed Size, 
Dual Controls 
$44.95 retail 





Electric Food Grinder Mixette Food Mixer New Electric Blanket with exclusive 
$39.95 retail Colors, $19.95 retail White, $44.95 retail. “SLEEPIN’' BEACON" Control 
Chrome, $22.95 retail. Chrome, $54.95 retail. 





r 4 
Automatic Fry Pans Home Drink Mixer New “DEEP CLEAN” Automatic Toaster Liqui-Blender 
12” Family Size, $22.95 retail. White, $22.95 retail. Cleaner, $79.50 retail, $19.95 retail. White, $42.95 retail. 
11” Medium Gift Size, $19.95 retail. Chrome, $27.95 retail. with attachments. Chrome, $47.95 retail. 


Polished Aluminum Covers, $3.50 and $3.00 retail 
Copper-Finish Covers, $4.00 and $3.50 retail 


$5 in bonus profit—with every 5 you buy! you like—with every 5 you'll get a $5 credit! 

Write your own deal! With every five Hamilton And remember, we're putting our advertising 
dollars right on your doorstep . . . with a campaign 
that will reach TWENTY-FIVE MILLION 


people! Your customers will be among them! 


Beach appliances you buy—any assortment and at 
full discount—you get a $5 credit certificate good 
on your next purchase! In effect, a bonus profit of 


(iP $5! And you can write the same deal as often as Now’s the time to order from your wholesaler 


HAMILTON BEACH 


HAMILTON BEACH COMPANY, A Division of SCOVILL Manufacturing Co. 
RACINE, WISCONSIN 
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» \\ 
TKS the FREE sales power of the biggest advertising 
- ar , : 
campaign in Hamilton Beach history! os 
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| by RL Betelomes 
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SHI Ons 





4 ea) WITH 5 101 _ LEVERAGE! 
©. Me nly D: year guarantee i in the business! 
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SAFE-FLEXIBLE- 
EASIER TO INSTALL 


= Sele or, 


: La) 


* 
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Belden 


RANGE CORDS 


Kestyled for easier application and 
economy! Belden Range Cords give 

you the easy, permanent, trouble-free 
installation that satisfies your customers. 
No costly service calls! Typical of the 
quality in the Belden complete line of 
household cords. 


ita titay 
en merry Ty: 


BELDEN MANUFACTURING COMPANY 
4663 West Van Buren Street, Chicago, Illinois 


IF IT’S WORTH A SERVICEMAN’S TIME 
IT'S WORTH A BELDEN CORD 


. Available in 36”, 
: 54”, and 72 lengths 
5 See your Belden 


Distributor WIREMAKER FOR INDUSTRY 
SINCE 1902 
CHICAGO 9-17 












Magnet Wire + Lead Wire * Power Supply Cords, Cord Sets and Portable Cord © Aircraft Wires 
Welding Cable + Electrical Household Cords * Electronic Wires * Automotive Wire and Cable 
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TRENDS continues 





were not able to match the eas 
terms offered by larger and mor 
solidly financed store 

Now, however, say government 
officials, the consumer is paying 
cash for his appliances and ‘TV 
As a result, in the first quarter of 
this year cash transactions in ap 
pliance, radio and furniture stor 
rose to 7% of total sales as com 
pared with 31.2% in all of 195¢ 

‘The downturn in the credit cur 
is expected to continuc—at least 
until big dealers feel the competi 
tive pinch enough to resume the 
battle of casy term 


Dealers are looking forward to 
color I'V, more private stations, and 
relief from the 15° excise tax, a 

ording to President J. D. Camp 
bell of the Radio-llectronics-I'V 
Manufacturers’ Assn. of Canada 

\ continuing delay in the start 
of color and lack of stronger sup 
port for more private stations ha 
not h Ip d our market growth,” he 
iid. “However, at least now we can 
look forward to color and some 
more stations with a greater degre 
of confidence and if the new Parlia 
ment will act on their recommenda 
tion for financing the CBC 
hould soon be relieved of the bur 


densome 15% excise tax 


“The outlook for the balance of 
this year is, I believe, most encour- 
aging,”’ he continued, pointing out 
that Canada’s economy was strong 
ind the industry was in 1 good posi 


tion to ipitalize on it. “T'V and 


radio set manufacturer vith their 
inventor in a much improved 
ondition, will enter the market 


this fall with better stvling. new fea 


] 
ture mol ompact sets due to 


the III picture tubs Price ] 
believe, will be firmer, and in the 
face of continuing increased cost 
this is essential if the industry i 


to prosper I really believe that th 


vin to great mphasis on st 
ing and qualit is the ‘growing uy 
of this part of our busine 

( mpb ll foresaw a volume 

le ( to OU UUU ct will D it 


tained and while this is less than 
the last two years, it is “‘still a ver 
healthy volume to participate in 

He added that “the radio busine 

which for the past few years has 
been relegated to second place, with 
the advent of TV, is showing that 
it is as strong as ever, a trend that 
ywigurs well for I'V as well.” The 
growing importance of hi-fi show 
that Canadians are sufficiently indi 
vidualistic to want to exercise their 
choice in what and when to listen,” 


he declared [end 
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THE ALL NEW SUPER HUSH WASTE KING 


¢ 





















WASTE KING 


- 


GARBAGE DISPOSER 


Two Big New Differences for “Out of This Worlid"’ Sales Power 


a ~t= 


sig Difference #1: Big Difference #2: 
‘*LIQUIFYING ACTION" ‘‘MAGIC SOUND BARRIER" 

Even corn husks, artichokes and bones are Famous Waste King Hush-Cushions plus a 
instantly liquified and swept down the drain Silican Sound Sponge surrounding the liquifying 
30% faster action makes all other methods chamber eliminate 95%, of the irritating noise 

of getting rid of garbage old-fashioned of old-fashioned garbage grinders 


MAGIC SOUND BARRIER AND LIQUIFYING 
ACTION ARE OUT OF THIS WORLD SALES 
FEATURES. BUT YOU ONLY HAVE TO GO AS 

» FAR AS YOUR LOCAL APPLIANCE DISTRIBUTOR 

: OR PLUMBING JOBBER TO GET THEM. 

La DO IT TODAY!!! 


Ask your appliance distributor or plumbing 











jobber about the complete new line of free | | 
standing and under-counter WASTE KING | WASTE KING CORPORATION i 
SUPER DISHWASHER-DRYERS. Seven | 3300 E. 50th Street | 
selling advantages answer every traditional | Los Angeles 58, California | 
objection to ordinary automatic dishwashers ! | Gentlemen | 

; Rush literature about the SUPER HUSH WASTE KING | 

GARBAGE DISPOSER and the name of my local distributor to ; 

= oe | MAME 

™, - vam ei “1 « 
,' a | es | j STORE WAME 
- t = | aboness ) 
DOISPOSERS DISHWASHERS BUILT-IN ELECTRIC AND GAS RANGES INCINERATORS | | 
| | 

ee ee eA Ge J 
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Another idea from our 
Motor Repair Shop Reports 
that will help you... 






















KLIXON Protectors Save 
Many Call-Backs 
For Syracuse Motor Repair Shop 


YRACUSE, N. Y.: Robert Capocefalo, in his job as General 


Manager of the Syracuse Armature Company, is very familiar 


with the advantages of Klixon Motor Protectors. Here’s what 


he thinks about Klixon Protector 


| a ve ult of u ing Kliron Protector , Ue feel that we've aved 


many call-backs with the result a much better under landing 


; - 
mln our customers in ge neral, 


Phe KLIXON Protector is built into 
the motor by the motor manufacturer. 
In such equipment as refrigerators, 
oil burners, washing machines, etc., 
they keep motors working by prevent- 


ing burnouts. If you would like in- 
x 





creased customer-preference, reduced 


1 porg service calls and minimized repairs 
and replacements, it will pay you well 
to ask for equipment with KLIXON 

ena Protectors. 

Reset 





WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
THE STORY OF THE SPENCER DISC.’ 





Look Out for Cars 











METALS & CONTROLS jgj CORPORATION 


‘ ’ ; f ‘ 
Spe ncel ] hermo fal D ion 2509 Forest Street, Attleboro, Mass 


KLixoN 











ECONOMIC CURRENTS 





and Pessimists 


By the McGraw-Hill Dept. of Economics 


- 
"THE « ompetition for the consumer dollar will become increas 


ingly keen during the last half of this year. Appliance 
dealers will have to put up a strong fight for their share. There 
are two reasons for the growing competition: (1) the auto indu 
try is expecting a big push in sales this fall and (2) consumers 
ire not as optimistic about their immediate future as they had 
been earlier in the year. 


MORE PUSH FOR CARS. ‘The auto industry will begin its 
drive early in the fall. Auto producers are spending large sums 
of money for tooling and styling to make the new 1958 models 
more attractive to consumers and advertising budgets will be 
upped accordingly 

But equally significant to auto sales is the fact that consumers 
incomes are rising and will continue to rise throughout the yea 
And a large number of consumers will be completing their in 
tallment payments on cars purchased a couple of years ago 
‘hese people will become good targets for trade-ins and new cat 

In addition to the competition from the auto industry, th 
ippliance dealer will also have to buck the change in consume: 
ittitude Ihis change is reflected in the latest survey made bi 
the Survey Research Center of the University of Michigan 


LESS OPTIMISM. ‘The survey shows a downward trend in 
onsumer optimism. In 1955 when consumer optimism was at 
its height more than half of the consumers (55%) thought it 
vas a good time to buy household goods and clothing. Now 
lightly 1 than half (47%) think so. And the number of 
people who figure it is a bad time to buy has crept up a bit 
from 17% last winter to 20% now 

Ihe report shows that intentions to buy new cars is about 
the same as last year, but the used car market show signs of im 
yxovement. Since last year was the second best year in auto 
history, this would result in a healthy year for the industry. But 
with the concerted effort to attract more sales, the prospects ar 
improved considerably. 


FEWER APPLIANCE BUYERS? Consumer intentions t 
buy major household applhiance ._ however, are less frequent than 
last year. The same is true of plans to buy houses, which a 
related to appliance sale 

If consumers carry out these intentions the expected buyin 
pattern would be very much similar to last year. In 1956 the 
total amount consumers spent for furniture and appliances wa 
omewhat higher than the year before. But the actual numb 
of units bought was lower. In some cases this is a reflection 
higher prices, and in others a continuation of the trend of 
umers to upgrade their pu hases 

Another finding of the survey was that the consumer felt o1 
lightly less optimistic about his own future than he did last yea 
However, he was far less optimistic about the economy as a 
whok Thus, the consumer feels optimistic about his own 
future because his income is rising. 


But why are consumers concerned about the business situation 


PRICES SCARE CONSUMERS. Almost 50% of those in 
luded in the survey admitted that they, or people in thei: 
ommunity, have financial worries. And their worries are most]: 
ibout unemployment. They are also worried about high expenses 

Continued on page 3 
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Now! A new line of automatic room heaters from 


WESTINGHOUSE 

















Model CRH-161—1650 watts 
Model CRH-131—1320 watts 


WESTINGHOUSE SPECIAL 


ROOM HEATER 





WESTINGHOUSE CUSTOM 
ROOM HEATER 


No more “‘spotty”’ heating. Curved, two-directional 
grille channels warm air out and up. Permits ‘‘full- 
room” heating. Combination of radiant heat and fan 
forced air in a room heater that’s big .. . but com- 
pletely portable. It’s automatic, too! Accurate 
thermostat keeps room at desired heat level. Every 
safety device has been included. Double-wall con 
struction keeps unit cool to touch. Safety tip-over 
switch. Chrome safety grille. Indicator light. And 

a 5-year guarantee! 





ine-directional heater allow ingho 
apotty”’ heating curved grill 


ONLY SS 39 » 95 


Fully powered heater that’s compact in size. Heats with 


fan-forced heat. Accurate, automatic thermostat. 
Outer unit wall cool to touch. Beautiful, high-fashion, 
portable with convenient carrying handle. 


l-year guarantee. 


ONLY $4Q25 


you CAN BE SURE...1F ITS 
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£ 


Model SRH-161—1650 watts 
Model SRH 131—1320 watts 








Westinghouse 
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LET 
DEXTER 
HELP 
‘YOU 

SELL 


Ask your Dexter distributor to show you the big, 
powerful 4-color broadside mailing being made for 
Dexter dealers by the factory—direct to consumers 
4 Dealer's cost is peanut cigarette money 
7; -cigarette money. 
oY And Dexter does ALL mailing and addressing 








. 


Bring her into your store ready to 


» buy at a Good Profit to You 
Whether the customer is interested in 
red-hot bargain in maximum performance 


ind long-pull savings in automatics, conventional 
or the unique Quicktwin this mailing 
has what it takes to bring her tn 


XN &W 


ready to buy at a good profit to you G 


Dexter Sales are ZOOM\™ 
Dexter Dealers are Prospering 


The new Dexter Franchise for your area 
may be still available 
Write Today for the addr 


of your Dexter distributor and 






wee what he now has for you! 


FAIRFIELD, IOWA 


EXTER 







ECONOMIC CURRENTS 


continued) 


ind inflation. Nearly a fifth of consumer it is a bad time to 





buy cars and household goods because prices are so high. Thi 
omewhat offset by the fact that at least as many others say that 
trade-in allowances and discounts, or a possible slowdown in pri 
gains, make it a good time to buy. 


[he survey points out that this lag in confidence may b 





to an increasing awaren of consumers about economi ond 
tion Reports of cuts in overtime pay, or layoffs in some indu 
tri may be affecting consumers’ attitude é though th 


may not be affected by these event 


ATTITUDES CAN CHANGE. ‘Thus, although the results 
of the survey do not add up to the glowing optimism expressed in 
carlier reports, it is well to remember that the intentions to buy 
ire not the same as future sales. ‘The survey shows the trend of 
onsumer thinking, and the direction, but it is by no means a 
fixed attitude. Consumers can be induced to buy with the prop 
incentive And the figure how that he is in good financia 
hap with sing mconi | good supply ot iVving ind ple nt yf 
on-the-cuff credit available as well 

In addition, it is well to remember that th til 
its infancy and thus it has not ironed out the ( is that } ) 
it from being an exact indication of trend 

Since the survey is only conducted twice a ir it mot | 


precise indicator. It may not catch just the moment when a 


cat change in attitude has taken place And ther too, th 
weather factor. For exampl nothing he Ip I mdiftioner 
like a heat wave in June 

Another problem is what to imclude when juestioning 
umers on their attitude Just recently, the questions on buying 
ntention vere broadened to includ rie I 

yliances as well as the old standby 


PLENTY OF COMPETITION. But regard f how 
the survey figures may be, it does add up to growing com 


petition for the ipphian e dealer Both the attraction of othe 


rood uch a ito ind the itting-on-th po ketbook attitud 
of the consumer will make it more difficult for th pplian 
dealer to pu h his ware Iend 





| HOPE THAT ONE GOES INTO THE HAT 
WE'VE GOT TO MAKE ONE FOLLOW-UP CALL TODAY!” 
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COLUMBIA?) PHONOGRAPHS PRESENTS 


“* Masterwork’’ Series —Model 866 


LISTENING IN 


Unveiling the most fabulous and comprehensive collection of phonographs in its history, 
Columbia Phonographs here presents a few representative models. Featuring cabinet styling 
by Paul MceCobb and Peter Quay Yang, world-renowned designers, Columbia’s line for 
195% is also the first presentation of a great new advancement in sound... D.E.P. Directed 
Electromotive Power, the secret of Listening in Depth and the secret of overwhelming 
success in 1958 for Columbia Phonographs. 




















TABLE MODELS—CONSOLETTES 


The Pacemaker “360” in a thrilling new edition 

is joined this year with two more outstanding models 
to fill out the Columbia table model—consolette line 
Optional legs with the 360 and 542 allow freedom 

of choice in matching decor while the handsome 524 








table model assures the compact custom touch. 
Power-packed, popular-priced phonographs... 
all three! 


— 
PORTABLES 





Long known in the industry as the manufacturer 
with the “fastest selling’ line of portable . Columbia 





continues its unsurpa ed reputation in 1958, 

Starting with the world-famous $29.95 Model 512, 
Columbia's extensive selection goes through 14 a 
separate mode! Krom manually operated traffic CONSO 


stimulators through superb high-fidelity automatics 
Depth of 


provides 
in 1958. 
Matchle 
models « 
principl 


(plus portable radio-phonograph combinations ) 
Columbia’s matchl designs, thrilling fabrics 


and upel lor eCnyineerinyvy avaln lead the field. 


enginee! 


Illu trated 








THE 

SECRET 

OF 

LISTENING IN * 
































- SA = ~ — 
_— — pee —_— ~ tos ~ — 
~ - — - - 
= = > 2 | = — 
ig | — = CO — 2 _ — com > oa _ 
= _ 5 ws — = — = 
e. . — *~ — _ . ~ 
— on ~ =~ - ~ . ~- — 
- a . = ~ 1 s 
SS = — . - a 
- 7 ~ — — 
=f x ov - << ~ — ~ = = > 
— aa 25 ‘ ha 4 ~ “ ~ 
— = = Sox 2. of a 
—_— — = | - _ — ~ 
= = a | ~ - > ~~ —_ ~~ 
_ — os “—< ~ ~ 
ie » t 7 &es ow san 
a : — i Se hl - - = 
$s Ss > 2@ = 
y 7 .) _ a, a _— . ow - 
Sa yy, | eS & Sa 
=? : _ - ~ s Lid _— 
xs » > ~ — — — o 
‘. at ~ > ie — . . 
, 4 _ : 2) 2 = oom Che 
- = og = ~ ~ So —_ ~ 
> ~ (gua == — - = ~ 



































Vodel 535 




















with specially powered AM-I'M tuners, extra record 
All this plus D.E.P. assure elling in depth in 


with special features in many models. 
storage space, and many otter 


Columbia’s magnificent con 
model a convincing answer 


CONSOLES 





PHONOGRAPHS 


~ 
—- 
sf = 
me 4 — 


Yang styling with most 

thrilling new D.I 
pocketbook and 
COLUMBIA ° 


ith of pricing t 
Priced for every 





wood cabinets in many finishes. 





provides beautiful consoles in every price range 


engineered for outstanding fidelity. 
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principle. Priced for every pocketbook and 
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COLUMBIA ° 


wood cabinets in many finishes. 
thrilling ne¢ 


Quay Yang styling with most 


‘ered for outstanding fidelity. 





les beautiful consoles in every price range 





Depth of design and depth of pricing too as Columbia 
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CONSOLES 


Columbia’s mag? 1] igh 


Ag il 


icent consoles are h lighted 


with special features in man) models. AM-FM radios 
AM 


with specially powered -'M tuners, extra record 


storage space, and many other “extras”? make each 
model a convincing answer to any consumer request. 
All this plus D.E.P. assure selling in depth in ’58. 


/ 
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a 
ONSOLES 


D.b.P. 


make this model an outstanding addition to out 


sound system with design qualitie 


regular console line. Soundwise it is a complete 


high-fidelity system. Designwise, and soundwise it 


is great, but pricewlse it | truly Uperlo) value 


at a middle-range cost. 


™ ’ "G6 fi) . ) hy > WW . 7 . \< 66° 2 t, dea } cy y°¢ ‘ a i a) 
ITONOGRAPHS Not since America first turned-on the world-famous Columbia “360” phonograph has there 
been an advancement in sound reproduction so meaningful to music lovers. The same 

ae laboratorie which brought you the original Lp record are proud to announce D.E.P. 
(Directed Electromotive Power) which seals the sound chamber for tonal balance through 


entire lISte 


the 
D.E.P brings You 
Thi 


sound to 


out 


distortion. 
oft 


pri 


your CU 


NI; ‘ 


iN 


ning range. w available in many of Columbia’s 1958 Phonograph 


a smooth and extended bass response and a drastic reduction in speaker 


ciple, hitherto impo ible in phonograph of thi Ize, Means new realm 


l 


tomers and selling in Depth for you. 



































TABLE MODELS—CONSOLETTES 


The Pacemaker ‘360” in a thrilling new edition 
is joined this year with two more outstanding mo 
to fill out the Columbia table model—consolette li 
Optional legs with the 360 and 542 allow freedom 
of choice in matching decor while the handsome 5 
table model assures the compact custom touch. 
Power-packed, popular-priced phonographs... 
all three! 


Illustrated: Mode 


Vv 


PORTABLES 


Long known in the industry as the manufacturer 
with the “fastest selling’ line of pol tables, Columbia 
continues its unsurpassed reputation in 1958. 
Starting with the world-famous $29.95 Model 512, 
Columbia’s extensive selection goes through 14 
eparate models. From manually operated traffic 
timulators through superb high-fidelity automatics 
(plus portable radio-phonograph combinations ) 
Columbia’s matchless designs, thrilling fabrics 
and superior engineering again lead the field. 
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COLUMBIA °| “MASTERWORK” SERIES 


‘*Masterwork’’ Serie: 


w edition Model 850 
inding mor 

ynsolette li 

v freedom 

andsome 4 

1 touch. 


aphs... 
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**Masterwork” Seri 


Model Qh, 


There are Columbia Phonographs ranging in price from $29.95 to $1,995.00. The maenifi 
cent, Paul MeCobb designed ‘““Masterwork” Series are the superlative climax of Columbia’ 


line for 195, the unchallenged leaders of listening in 





MEANS FOR YOU... 


DEPTH IN ADVERTISING. 195 is Columbia’s big year! To boost your sales, there’s an 
all-out advertising campaign featuring a two-page color spread and full color pages 
in LIFE, NEW YORKER and The NEW YORK TIMES. Pick up Mat-Ads for use in your 
local newspapers and count on the impact of spots on RADIO and TELEVISION. National 
and local advertising, working for your D.E.P.’ 


DEPTH IN IMPACT. Backed by intensive advertising, and being the apex of achievement 
in design and sound engineering, you can count on the impact of this year’s presentation 
to work for you. Full-color Line Booklets, Consumer-line brochures in full color, individual 

brochures, Full Color Wall Charts and window displays as well as LIFE merchan- 
dising aids will assure your feeling that impact in your D.E.P.” 


)EPTH IN SELLING. To make the most of the new line, the intensive advertising, the 
consumer impact... make sure that you stock the Columbia line in depth. It’s your part 


of D.E.P." COLUMBIA *}) PHONOGRAPHS 


CHECK YOUR DISTRIBUTOR 








Mort Farr Says... 









| These are the Marks of 


the Success 


PT AHE necessary ingredients for success in the 
l'V and appliance busin have been histed 
is the right products, a pioneering spirit, a 


elling personality and service after sale. But thi 
isn’t all that is necessary to make a successful ap 
plan retail Several other essential qualifica 
tions a iceded to insure a ntinuously profit 
bl eration 

In all of the foremost ‘T'V and appliance re 
tail I have met there seem to be some common 


of these men 


1) THEY LOVE IT. ‘The majority 


; tl usin Ihey do not mind their 
lon ! theyv enjo vhat they are doing 
ind t a thrill out of Iving their everyday 


yblen It seems that the more enjoyment a 
lealer gets, the mor uccessful he is and the 
money he mak A succes ful promotion 


ig much fun as a hole in one 


Ihe de ile who | ( hi WOTKk make hi 
npl like their job and the work they are 
ing. Ile makes it exciting for them to partici 


pate in getting things done. His optimism and 
enthusiasm pill o cr and even the service men 
| happ in serving his customer Ihese suc 
ful deal ire ‘on stage’ continuously and 
the spark plu if their organizations, 


2) READINESS TO CHANGE. I find these suc 
cessful dealers flexible. We need to be flexible 
in our polici¢ This is true in our merchan 
dising policy, in the goods we sell and in the 

manner in which we sell them. ‘The successful 

dealer has been able to change with the trends 
ind the trends have been changing faster in 
recent years than in the past 

From now on the rate of obsolescence and 
the introduction of new products is going to be 


greatly accelerated. We do 60% of our busi 


ne now in products not on the market 10 
eal igo ind we ink expr t to do 50% of our 
busine years from now in devices not even 


heard about at this time. ‘This is going to make 


it even more important to be flexible—even to 
the extent of changing our brands, if necessary 
What would have happened if I had stayed ex 
lusively in the radio business after the early 
1920’ Where would the exclusive washing 
machine dealer of that era be if he at least 
Those of 


us who had the major part of our interests and 







had not taken on automatic washers? 






investments in refrigerators in the 1930's or 










ELECTRICAL 


ful Dealer 
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I'V in the early ’50 
alert to trends and the necessity to make our 


ecognized the need to be 
customers conscious of the fact that we are al 
ways up on the latest in our field and expect to 
offer it to them 

It was surprising at the recent NARDA 
School of Management to find out how man 
dealers are doing well with color TV. Not all 
it this time, but 
they have identified themselves 


are necessarily making mone 
in the public 
mind as the place to buy it, and all expect a 
rich reward when it reaches the mass appeal 
tage. It seems that various dealers have dif 


ferent items that they are pioneering. Some 


have don exceptionall well on hi-fi, othe 
ire specializing in dishwashers, while a few 
ire introducing custom kitchens. It is evident 
that we should all push some lov 
item, so that when it takes off we 


identified with it 


ituration 
will be well 
Iver apphance we now sell 
ha had d period whe li a fi \ people promoted 
it and no one made money out of it Then 
came the period when most everyone selling it 
made a fast dollar as it achieved a certain a 
ceptance, but still required some selling. Then 
came the period of universal public acceptance 
when competition for the sale already created 
made it difficult for anyone to make much 


money on the item. ‘This cycle is becoming 
shorter and shorter, but it opens up the oppor 


tunity to cash in on timing for extra proht 


3) SALESMAN TRAINING. [| have said that 
a selling personality has been a necessity for 
uccess in the business, but today the really 

uccessful dealers are those who not only sell 

themselves, but also who have recognized th 
need for sales training, and have either hired 
vho themselve 


are devoting their energy to de cloping and 


a sale manager Or trainer, O1 


training a sales force that can cope with the 


ind models and pn 


fast changes in product 


ing in our busin 


4) SERVICE TO THE CUSTOMERS. It 
elementary, but still worthy of mention that 
those dealers who are successful are consciou 
of the need to take care of their customers after 
the sale. It is significant that by far the greatest 
majority of the dealers who are NARDA mem 
bers operate their own service departments and 
accept the responsibility for the 
the IV and appliances they sell 


ervicing of 


1957 


Mort Farr, Upper Darby, Pa., appliance-TV dealer 


5) PARTICIPATION Cine other ittribut 
which these dealers have in common ts theit 
interest in civic activities and community af 
fair Whenever I encounter a well patronized 
dealer | meet a man who is a respected member 
of hi 
tivity 
in their local and national trade associa 
You can bet that all of them read thew trade 
papers and magazines and are alway villing 
to learn It 
dealer 


community and participates im its a 


Many times these deal ire also active 


how 


eems pitiful that some of the 
who might profit the most from meet 
ings are too busy to attend even the distributor 
mectings where they can learn the features of 


their new product 


6) FINANCIAL ACUITTY lhe one thing that 
| have most recently noted in the successful 1 
tailer is his awareness of the tight money situa 

tion, the granting and receiving of credit and 

the need for proper capital to operate his busi 
ie lime after time I have talked to men 
who realize that it takes 


a profit in order to grow 


money to do business, 
ind you must make 
It ha 
dealers who have grown in recent years that 
you should do a little le 
finding it difficult to pay your bills 


become increasingly evident to those 


business if you are 
The su 
cessful retailer of today does volume, but lhe 
also gets turnover and stays within his financial 


limitations 


7) AN OPEN MIND, 


successful retailer 


Finally, the thing that 
seem to have most in com 
They are still able to 
understand and sympathize with the viewpoint 
of others. Most of them live and let live. ‘Th 

do not ittempt to squeeze that last ounce out 
, or the 


golden years in our busine 


mon is an open mind 


of cither their suppliers, their employee 
custome! Ihe 
ire just ahead of us. ‘They may be three or four 
years off, but if we want to be around and 
have the capital that it will require to do all 
tl 


e volume that will be coming our way, we can 
well take to heart some of these le 
men who even today are reaping gratifying re 


sons from 


wards from a lucrative, if difficult, business 


MORT FARR WILL SAY: Here are ways to 
el] hi-fi profitably 
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September 22 through October 13 








ICAG 


1ith Annual 
Home and Home 
Furnishings 

Festival 
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More than a million residents of Chicago- 
land will turn out for the 11th Annual 
Home and Home Furnishings Festival. 
Leading builders put scores of new homes 
on display; leading retailers furnish them; 
and people flock to see them. 

The Festival is the greatest home mer- 
chandising event in America—originated 
and promoted exclusively by the Chicago 





Tribune. It stimulates thousands of po- 
tential customers to buying action, and 
can keep your Chicago dealers busy for 
weeks. 

- Take full advantage of the impact of 
this promotion. Plan to advertise in the 
kick-off supplement on September 22, 
then follow up in the Tribune all during 
the event. 


CHICAGO TRIBUNE 


The World’s Greatest Newspaper 


MEMBER: FIRST 3 MARKETS GROUP, METRO SUNDAY MAGZINE NETWORK AND METRO COMICS MAGAZINE NETWORK 


SEPTEMBER, 
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“Launder 
Better 

Electrically” 

Promotion 


Five weeks starting September 29 


é 
+ 











The Chicago Tribune will stimulate new 
buying interest in electric home laundry 
equipment. Every Sunday and Thursday 
through October 31, there will be special 
editorial support in the Tribune, drama- 
tizing the benefits of modern electric 
washers and dryers. 

The Tribune is setting up $2,600 in 
cash awards during this promotion. And 


New York City Detroit 
E. P. Struhsacker 
220 E. 42nd St. 
MUrray Hill 2-3033 


Chicago 
W. H. Hattendorf 

1333 Tribune Tower 
SUperior 7-0100 
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W. E. Bates 
1263 Penobscot Bldg. 
WOodward 2-8422 


since contestants must have their entries 
signed or stamped by a participating 
dealer, it will create sales-building store 
traffic all over Chicago and suburbs. 

Get your fall sales in Chicagoland off 
to a fast start by participating in this big 
Launder Better Electrically promotion. 
Call your nearest Tribune representative 
for tull details. 


Los Angeles 
Fitzpatrick Associates 
3460 Wilshire Blvd 
DUnkirk 5-3557 


San Francisco 
Fitzpatrick Associates 
155 Montgomery St 
GArfield 1-7946 
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Today the merchandising 
spotlight is on PACKAGING! 
Here are two important 
CORNISH improvements 











CORNISH Portable Service Cords, in popular sizes, now packed 
four 250-ft. spools in individual containers, all in a compact carton 
that makes identification easier. Individual containers suitable 
for reshipping — eliminating expensive, time-consuming repack- 
ing. Speeds shipping, receiving, over-the-counter ACTION! 


AT Ty. 
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No more tightly hanked cord sets. Now wound and labeled 
to minimize tension and effect complete relaxation of the 
insulation. Uncoils without kinking. Free from ozone attack. 


Sold Only Through Accredited Jobbers 
Have You Our Latest Catalog? 








TMADE BY ENGINEERS FOR ENGINEERS” 
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Creators and Manufacturers of 
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_.. A Warm Golden Glow 


l'o the Editor: 

The fifty years of KLectRICcAI 
MERCHANDISING are strikingly pre 
ented in the July Anniversary | 
ue, I read it with pleasure and 
marvelled at the progres 

l'‘hese are wonderful days to be 
ilive and the field ELecrrical 
MERCHANDISING serves is one that 
has had great influence on the 
peopl of America 

You must be proud of these 
ichieversents of the past ind | 
join many others in looking for 
ward to your continued succe in 
the future 

Margaret Davidson, 
Homemaking Editor 
Ladies Home Journal 
New York, New York 


Our congratulations to E.re 
rricAL Mercuanpisinc’s 50th An 
niversary of publishing for a 50th 
Anniversary issue that we will al 
ways prize as one of our most valu 
ible reference library addition 

While the whole issue was out 
tanding, we were ¢ pecially pl ised 
with the history-packed section on 
laundr ipphances It Was a beau 
tiful research job 

We know Merch will one day 
celebrate it 100th 
We look forward to it 

All best wishes for a successful 
future 


Anniversary 


Guenther Baumgart 
executive Director 
American Home Laundry 
Manufacturer Association 
Chicago, Illinoi 


Congratulations on your 50th 
Anniversary edition 
I think this is an outstanding 
documentation of 50 extraordinarily 
eventful years in the appliance in 
du 
Your entire staff should certainly 
be ngratulated for the edition 


that will take its place in the per 
manent files of Americana 
Philip | Crittenden, 
Advertising Manager 
Hotpoint Company 


( hic Ivo, Illinois 


We wish to extend sincer 
congratulations to you on your 
edition of 


Golden Anniversary 


July 1957. Over these golden years 
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your publication has been a “bible” 
to all members of the electrical 
This issue certainly will 
be kept on file for reference and 
review of the rapid progress made 
in our field, in such a relatively 
short time The “Vincents” 


(p 78) are a good example of this 


industry 


development 

It is a coincidence that we, the 
New England Electric System, are 
ilso celebrating our Golden Anni 
versary this year. Since we are a 
merchandising utility, this issue has 
two-fold 


(1) the review of progre in elec 


naturally impressed u 


tric living and (2) the attainment 
of fifty years of successful accom 
pli hment 


9y ExecrricAL Mer 
CHANDISING, which parallels our 
own New England Flectric Sys 
tem’s growth 
Let us hope that your progress 

ind succe will continue in the 
next fifty vears as it has to date 

Claude D. Lawrence 

Vice President 

New England Power Service 

Company 


Boston, Massachusett 


Congratulations! Ihe 50th 
Anniversary issue of ELECTRICAI 
MERCHANDISING was a masterpiece 
Thanks for providing all of the rich 
inheritance for us. Such informa 
tion is very difficult for majority of 
the people to find 

I, too, recently celebrated my 
SOth birthday. Somehow, I feel 
that such an occasion should give 
me the prerogative for reminis 
ence without “living in the past”. 
Con equently, I had toved with the 
idea of trying to write a_ story 
“From a Soddy to Automation” 
Funny thing I don’t feel old but 
o much has happened it makes on 
wonder. I was born in a sod house 
on the western plains of Nebraska 
carried corn cobs to feed the old 
cook stove, cleaned lamps each 
night after school, carried water 
from the wash boiler, pulled the 
handle of the washer, ironed with 
id irons, beat the rugs, and did all 
f the non-electrical tasks of the 
time. Today, by actual count, we 
have 52 motors in our house—to 
iy nothing of the heating appli 
ances. When my young son says, 
“Mother, tell me about the olden 
Continued on page 40) 
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, Want to get more sales off the ground? Then 

f don’t limit yourself to selling gadgets . . . start 
selling advantages. Take the performance of our 

/ Uni-Burner for example. Women hate to clean 

“ burners. Usually it’s a major operation, and a 
mess. But not with this exclusive Magic Chef 
Uni-Burner! 

e Pick it up. Demonstrate how the front and 

y rear burners and drip pan are combined in a 

| single unit! So lightweight, she can lift it out 

. ® Center-Simmer Uni-Burners single handed. And snap it back into position 

: @ Magic-Lite Pilots with a flick of the wrist. Explain, too, that it 

| ® Magitro! Top Burner washes as easily as china because it’s porcelain 

1 ® Griddie with Chrome Cover 

h e CP Oven 

[ (Automatic Lighting) 

e ® Red Wheel 

h Oven Heat Control 

1] ® Oven Window and Light 






e ® Swing-Out Broiler Js) 

e : 

0 

l uy 
n 


MAGIC CHEF, INC., ST. LOUIS 10, MO. 
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enameled inside and out. Magic Chef’s Uni- 
Burner is a far cry from the usual assembly line 
of greasy parts that would stump an engineer, 


While you're talking about cooking on the 
top burner... point out how Magic Chef will 
light fast, heat evenly—make every meal a 
picnic to fix. Call attention to the Magic-Lite 
Automatic Pilot that’s 75% cooler than ordi- 
nary old-fashioned systems, uses 75% less fuel. 


And these are just a few of the many Magic 
Chef features that make selling smooth sailing 
... when they make sense to your customers, 


get GEARED TO GO for a PROFIT with 


icChe 


the GAS RANGE you can coynt on in '57! 
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Why Amana \s The 


- Realistic Thinking In 
Areneunon me; ae Puts The 


to outperform all others, has 
produced wide customer satis- 


faction, top profits for Dealers. /@7 // Ny, 
ff fs @m@ Products Are Well Made... 
Well Accepted . . . Well Recommended. 


Every single Amana product was conceived, designed and 








manufactured with just one objective in view: It must be 
superior in all ways to all products on the market. Amana’s 
rigid adherence to this policy of superiority of product has 
benefited Dealers two ways. One, the amazing pre-selling of 
prospects that results from the universal praise for Amana 
by owners of Amana products. Two, the visible evidence of 
unmistakable quality, beauty of design and outstanding fea- 
Deepfreeze HOME FREEZER. tures sets Amana products apart from all others. 
This world famous chest freezer | 
made only by Amana is priced 


to outsell competition and still 
give you a generous mark-up. 


— HI 
nh "1 + 7 i 
} 
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Amana BUILT-IN FREEZERS 
AND REFRIGERATORS. Easy to 


Amana FREEZER plus REFRIGERATOR. sell, cost little to install and pro- 
Here Amana design and engineering vide a top-profit margin. The 
have obsoleted all competitive products Special Amana Builder Plan can 
as proven by the fact that 1 out of 5 help you make many extra sales. 
trade-ins for this unit is less than 5 yrs. 

old! 
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AMANA REFRIGERATION, INC., f 











}/REASONS 


nel Most Profitable Line You Can Handle! 
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Volume and Realistic Mark-Ups To Off- 
Set The Ever Increasing Cost of Running 
YOU R Business Today. Amana has accurately ap- 
praised America’s demand for its products. Amana Dealers 
enjoy sufficient sales areas to assure volume business. You get 
full-price sales with generous mark-up because Amana does 
not over-produce then force loss-leader sales with lowered 


profits for dealers. Even in special promotions Amana Dealers 


still get their full mark-up. 


The Amana Plan for Better Living 


... the original and only truly enduring and successful Freezer Food 
Plan ...is an outstanding example of the completeness of Amana’s 


approach to selling. It is the type of promotional thinking that keeps 


Amana BUILT-IN CENTRAL AIR CONDITIONING 
SYSTEMS. These 2 and 3'2 ton units feature a simple 
method of installation...require no running water, 
water towers or expensive alterations...just one 
electric connection...reduce costs to a minimum. A 
tremendous profit opportunity for you . 


Fne CFU: hyp 


AMANA, IOWA 


merchandise moving for all Amana Dealers! 


Product Design... In Distribution... And In Advertising 
Amana Line In A Class By Itself. 


EA Amana Merchandising Assures Good “y Amana Advertising Expenditure Is 


One Of The Industry’s Largest. Amana’s over- 
all national advertising program covering the entire line of 
Amana products has built up a brand acceptance without equa! 
in the Industry! Today, the name, ‘Amana’, on a product has 
come to be accepted as a guarantee of quality. In addition, 
Amana’s generous co-op advertising allowance plus well 
planned, well coordinated promotions brings customers into 


your store... moves merchandise off your floor. 


That's why business stays good with Amana! 








PHONE, WIRE OR MAIL COUPON TODAY 


Amana Refrigeration, Inc. 
Amana 16, lowa 


profits with Amana. Send me information on: 
|} Freezer Plus Refrigerator ||) Freezers 


[}] Built-in Freezers and 


Refrigerators Systems 


Nome 
Street 


City 








Gentlemen: I'd like to know more about building 


















[| Central Air Conditioning 










Some things last and last 


Because so much depends upon the electric heating 
element, today there are more NICHROME heating 


elements in more appliances, by more manufacturers 
than ever before! 


...and NICHROME costs no more 


Driver-Harris Company 


HARRISON, NEW JERSEY 


MAKERS OF THE MOST COMPLETE LINE OF ALLOYS FOR THE ELECTRICAL, ELECTRONIC, AND HEAT-TREATING INDUSTRIES 


THE LOUDSPEAKER 


CONTINUED FROM PAGE 36 
days’, my mind flits back to the 
time when I asked my grandfather 
the same questions and got stories 
of his experiences of traveling by 
ox car from Ft. Kearney to Denver. 
He lived to be almost 100 and to 
fly the same route. So, I too am 
looking forward to the 100th Anni 
versary Issue and suspect that in 
2007 everything of 1957 will look 
as funny as that of the 1907 does 
to us today. 

Ihe nice part about being con- 
nected with the equipment world 
is that one is so busy keeping up 
with the present and looking to- 
ward the future that there is really 
little time to think of the past. 

Elaine Knowles Weaver, 

Professor, Household Equipment, 

Ihe Ohio State University 

Columbus, Ohio 


. Like most of your regular read- 
ers, | had looked forward to your 
fiftieth anniversary issue eagerly. 
Now I'd like to add my congratula 
tions to all the others 

But, being a rebel by birth and 
nature both, I must express the one 
reservation or criticism I have on 
the issue! It distresses me greatly 
that in a magazine which so beauti 
fully and provocatively traces the 
course of the appliance industry 
over a pr riod of years, there was not 
one single mention (as far as my 
close reading disclosed) of Home 
Service. Surely you must agree 
with me that Home Service has 
contributed greatly to the develop 
ment of the appliance industry 
Surely, those long hou pent in 
product development, those count 
less demonstrations, the innumer- 
able home calls, the sales-training 
sessions, the back-breaking work 
that Home Service women have car 
ried on, their whole-hearted enthu- 
siasm, their unflagging interest 
surely all these things count for 
something! Yet—you, of all maga- 
zines, completely ignore them 

Probably, the most serious ele- 
ment of my concern is due to the 
fact that I fear that Home Eco- 
nomics and Home Service in the 
appliance industry is at a low ebb. 
You are aware of the relentless cut- 
ting-back in this department which 
is being done by practically all 
manufacturers. At this point, I am 
not arguing its cause, although I 
have firm convictions on the sub- 
ject. But a word of recognition 
from such an authority as E.ecrri 
cAL MEeERCHANDISING would have 
been a shot in the arm 

Willie Mae Rogers, Director 
Good Housekeeping Institute 
New York 19, N. Y. 
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NEW!...AUTO 
=FAB 


eliminates guesswork 
for cleaner...surer... 
simpler washing and drying 


















































TOMATIC 





(ERIC CONTROL 


-—_,- 


It’s the greatest prospect-puller and sales-closer ever invented ... and 
it’s exclusive with 1958 RCA WHIRLPOOL washers and dryers! 


Think of it... for the first time you ean sell washers and dryers that 
wash cleaner and dry better because all guesswork is eliminated ... that 
tell homemakers exactly how to set each control for sure, mistake-proof 
washing and drying of any fabric, every fabric... that have “Color-Key”’ 
controls for the quickest, simplest setting ever! 


See it... use it...and you will agree that this brilliant new auto- 
matic Fabrice Control will create extra sales excitement... will stimulate 
prospects to buy... will be the most important washer and dryer feature 


during 1958! 





































NEW RCA WHIRLPOOL IMPERIAL MARK XII 
EXCLUSIVE AUTOMATIC 


MOST POWERFUL 
AUTOMATIC WASHER 


























































































































IMPERIAL MARK XIli MODEL mele} .¢ INSIDE! 
WASHER AND DRYER 









AND IMPERIAL MODELS WITH NEW, 
FABRIC CONTROL GIVE YOU THE 


SALES STORY IN 
AND DRYER HISTORY 




























































IMPERIAL MODEL 
WASHER AND DRYER 


THERE'S A MODEL FOR EVERY 
MARKET IN THE COMPLETE RCA WHIRLPOOL 
LINE OF APPLIANCES 








SEVENTY MODEL 
WASHER AND DRYER 
























new! 


€s NORMAL 


for “regular” 


and heavy-duty 


fabrics. 

! Pull iutomatic and separate 
washes cottons, linens, and all 

re ur. fabri Washing time 1s se 
tive Ire 1 to 14 minute Wash 
peed elect e, LOO HIGH 

or LOW After washing, the most 
horough rinsing Known a com 
| i nol | er-spray rinses and a 

ishill i T daeep rinse 

hye | oiland sud cum to leave 
thie parkling bright and clean 


PLUS ALL THESE 





LINT-FREE 
WASHING 


with exclusive, full-time 
built-in Lint Filter 


2] GENTLE 


for sheer 
dainty things and 
“delicate” fabrics. 
cle 


the usual 


daint \ 


automatically 


hi 


eliminate 


eparate ©) 
handwashing of 
Washing 
Lo | 
for removing soil from 
Automatically thi 
peed Clothe 
then 
damag 


most thing time 


| elective from. 1] minute 
ufficient 
fabri 


low Wa 


cle licate 


evele ha hing 


ire thoroughly rinsed gent 


damp dried with no e to 


delicate fiber 


MONEY-SAVING 
WASHING 
with exclusive 

built-in Suds-Miser® 
suds return system 














“STAR" FEATURES WOMEN WANT AND Buy! 





2-speed, 3-cycle washing 


WITH BUILT-IN LINT FILTER 


WASH 'N 
WEAR for the 
newest, most modern 
fabrics. 
that give 


the 
need 


Here i brand new cycle 
Wash ‘’n Wear clothe 


washing treatment they 


pecial 
After 
de ired 


the 


washing time elective a 


clothe are cooled to ‘“‘set’”’ 


fibers while they’re still in suspension, 
to avoid wrinkles during water ex 
traction. HIGH or LOW. washing 


peed | elective in thi evel 





COLD WATER 
WASHING 


ends hot water worries 
and saves money 


|e 


rn 


vive 

pre Clal 

After 
lesired 
the 
nsion, 
er ex 

ishing 





=F 


yrries 
ey 
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PANEL LIGHT 


@ REGULAR i 2 DELICATE 


for cottons, for sheers, 


linens, and all delicate synthetics, 


“regular” fabrics. and dainty items. 


Imagine! with one setting clothes are custom-dried exactly 
as required perfectly, safely, gently, rapidly! In both the 
REGULAR and DELICATE cycles the drying temperature and 


drying time are comple tely automatic . there’s absolutely no 
guesswork to it 
Automatically the RCA WHIRLPOOL dryer determines and regu 


ites the required drying time as necessary for the moisture con 


tent of the load automatically it determines and maintain 
the required drying heat. Truly, no other dryer is so automatic 
and no other drver gives you uch a big elling advantage! 


COLD OR WARM 
AUTOMATIC | 


new! 3-cycle drying 


WITH AUTOMATIC MOISTURE CONTROL 





RINSING | 


selective in all | 
3 cycles 














“SUNSHINE” 
GOODNESS FOR 
CLOTHES... 


ultra-violet lamp imparts 
sweet fresh-air fragrance 






: © wasu'n 


WEAR for 
these new modern 


fabrics. 


In this cycle the RCA WHIRLPOO! 
gives these modern clothes the special 
care they need for perfect “wrinkle 
free’ drying. Drying time is selective 
up to 48 minute . safe, gentle 
drying heat is completely automatic 
And, during the last 10 minutes of 
the cycle, heat is off and clothe 
automatically receive an air-cooled, 


“fluffing” that prevents wrinkle 


FASTEST 


a , DRYING KNOWN... 


dries big 2O-lbs. wet 

clothes faster than a 
load is washed... 

super-speed gas dryer 
dries even faster 





































Now...available in gas and electric 


RA) Whinkpook. 


washer-dryer combination 





WITH EXCLUSIVE FILTER-STREAM WASHING AND 
5-TEMP DRYING 


Today’s newest way to wash, rinse, and dry clothes 
in one continuous, automatic operation! Amazing 
Filter-Stream action circulates and filters sudsy 
water constantly, penetrating every fiber to flush 
out stubborn soils. Safe, and tempered drying heat 
has 5 automatic temperature selections with a full 
range of drying heats for all-fabric drying! 


Presenting the first 
fully-gas washer-dryer 
approved by A.G.A.! 


The perfect answer for all washer-dryer prospects 
that prefer gas! This new washer-dryer not only 
dries with gas heat... it heats the wash water 
with gas, too. 


e Built-in water lint filter. 





e 3-Temp wash water selection. 

Built-in bleach and bluing dispenser. 

____ #Fully-automatic ignition on gas model. 
% « Gas model operates on 115 volt circuit. 







Ask your RCA WHIRLPOOL distributor 
for the complete story on this profitable laundry line! 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


JOIN UP!...IT'S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 


‘ie of trademarks fyb ond RCA avthorised by tredemark owner Redio Corporation of America 








Pittsburgh Open-Vision Store Fronts 
pay olf in 
Customer 
mam attraction 


fee 









“Our new front has been a tremendous asset in attracting peopl to our store 
Increased sales will more than offset the cost of the front ivs Herman Van 
Der Weide, owner, Van Der Weide’s Paint Store, Lansing, Ilinois. Pittsburg! 


Products used here include: Prrrco® Store Front Metal, Pittsburgh Polished a MRAGON 


Plate Gla ind four Tupenirs Doors and Fram Architect Janine MeClure 


rs a, 


Durner, Has ond, Indiana 

“We have had a 27% increase in business since the installation of our 
front. Also the traffic from the street can see inside the tore i 

George |. Giovanoni, manager, Paragon Bootery, Bedtord, Ind, Pittsburgh 

Store Front Products used here were: Prrrco Store Front Metal, Cannana 

Structural Gla Pittsburgh Polished Plate Gla und a Tupecire® Door 

nad brame 


‘We are very proud of our new front, and have received 
many complini nts on it. We feel that the money it took 










to improve it was well pent says Clifford Dolton 
owner, Dolton Hardware Company, Holdenville, Okla 
homa. In the modernization, the following Pittsburgh 
Products were used; Prrrco Store Front Metal, Cannana 
Structural Glass, Polished Plate Glass and Heneunrrs 

Plate Glass Door Architect: Kobert D. Stone, ALA 

Oklahoma City, Oklahoma. 





| 
| | 
| | 
| | 
| | 
| | 
| | 
| Pittsburgh Plate Glass Company | 
| Room 7346, 632 Fort Duquesne Blvd. | 
| Pittsburgh 22, Pa | 
| | 
| 
| 
| | 
| | 
| 
| 


Please send me a FREE py of your 


tore front booklet 





For more information on Pittsburgh Store Fronts and Products, just send in the convenient 


coupon. We will be glad to send you our store front booklet. There is 1 obligation Name 


PAINTS GLASS + CHEMICALS 


Pavrvreeweenw PEATE GLASS COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED | eee ee 





BRUSHES + PLASTICS 





FIBER GLASS 






Address 








City State 
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here’s practical help 
you into the 




















it's easier to sell RCA WHIRLPOOL 
complete kitchens 


You'll sell one of America’s great, and most-wanted, full line of appliances and cabinets. 
You'll have refrigerators, freezers, ranges, built-in ovens, dishwashers, disposers, sinks, 
automatic washers and dryers, and a washer-dryer combination. And you'll have the 
brand new RCA WHIRLPOOL Select-a-Door cabinets with the amazing wood fronts that 


snap on and off to change a kitchen design in seconds. 
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that can put 
profitable kitchen business! 


There’s no doubt about it . . . the kitchen business offers the greatest profit opportunities 
for today and tomorrow. But, more and more dealers are learning that, in order to 
profit in the kitchen business, it isn’t enough to sell just appliances, just cabinets, or 
just sinks. You’ve got to sell the full line of components . . . if you want to get the most 
out of the rich and booming kitchen business. 
Realizing that selling kitchens is not just a matter of handling a few more items, 
Whirlpool Corporation has coordinated its product design, its training program, and its 
selling force so that it can give dealers the most comprehensive and practical assistance 
in the industry. This assistance is available to you now 


... take full advantage of it 
and you'll make money in the rich, ever-growing kitchen business. 


we help you learn how to sell complete kitchens. Experts 
in the business cover every phase of kitchen selling . . 


. merchandising, 
planning kitchens, closing sales, installing, everything! 


we help you sell with new, tested, and proved selling aids. 
There’s a dramatic, full color presentation kit, an idea and planning book, 
a color coordinator, a new three-dimensional planner, a simplified perspective 
drawing kit... and more. . . to make selling complete kitchens easy. 


we help you display... with one of the most unique, 
yet low-cost, complete kitchen displays you have ever seen! You can actu- 


ally show 5 or more different kitchens in one . . . so you need only minimum 
inventory to show and sell a full variety of kitchen designs and decors! 


we help you finance for profitable selling. You'll get full 


assistance on credit sales to help you make full profit from each kitchen sale. 


RA) Whirlpool 


KITCHEN SELLING PLAN 
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ONE OF 39 NEW OLYMPIC HI-FI MODELS...THE INDUSTRY'S MOST COMPLETE LINE! 
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RETAIL PRICE FOR 
MODEL 588 
ULUSTRATED 


only 


(Slightly higher 
Seuth and West) 





4-SPEED AUTOMATIC PHONOGRAPH + AM RADIO 


@ 3-speaker hi-fi sound system © Separate tone , volume controls Olympic gives you MORE to sell! Not short-margin “leaders” 
: but honest full-markup profit makers! Genuine values that move 
@ Full console all wood cabinet @ Standard and LP compensator faster and stay sold, without costly servicing! Yours to sell with 


®@ Dual sapphire styli @ De luxe jewel light the industry’s most successful pricing-merchandising formula 
. meeting all competition and winning profits you keep! 


TRONICS CORPORATION 


@ SATURDAY EVENING POST 
* .OOK @ HOUSE BEAUTIFUL 


® 80NY © NY TIMES MAGATINGE 








DECORATOR-STYLED 
FOR ALL 
LOCAL TASTES! 


Modern, Traditional, Provincial 
in Genuine Walnut, Oak, Mahogany 
Maple, Cherry, Ebony 





PORTABLE Hi-Fi CONSOLE PHONOGRAPH OLYMPIC OPTA 3-WAY COMBINATION 




















Priced for Profits from $69.95 RADIO-PHONOGRAPH & AM/FM RADIO IMPORTED Hi-Fi HI-FI TV * AM/FM RADIO « PHONO 
Model No. 412 Model No. 594 THE VERONA Model No. KDII8 
SOSA AE PN. YS eS 





Werld's Leader in Combinations ¢ TV © Radio « Hi-Fi © Air Conditioners © Olympic Radio & Television, 34-49 38th Avenue © Long Island City 1, N.Y. 
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Hartford dealer beats sales slump 
with Tide as a premium- 


sells 30 washers in 4 days! 


Norman Spector, owner of Norman's, 445 Hartford Road, Manchester, Conn 


When your competition cuts prices, how do 
you maintain the sales volume that you need for 
i big operation? 


‘The easiest answer is to cut your prices accord- 
ingly,” says Norman Spector, ‘‘but frankly, al 
though we can meet anybody’s price, I've never 


been in business to break even 


“We were looking for a gimmick —a new twist 
a new angle—anything we could use to bring in 
the customers, when the Tide Appliance Trade 


salesman suggested Tide’s Premium Plan. What 


appealed to me right away was giving a box of lide 


free to every customer who just came in the place 


‘Now, these Connecticut Yankees around here 


anything that says ‘free’ they'll read twice,” says 


Mr. Spector, “so we advertised a famous washer 


at our regular price. But we really screamed ‘free’ 

free Tide to everyone who visited our washer 
display.. 
our usual free delivery, installation and guarantee 


. free Tide with every machine sold...and 


“Well, we really had traffic,” reports Mr. Spector. 
“They came in from their shopping and right 
downstairs into our white goods department, The 
first thing many of them asked for was the free 
box of Tide they saw advertised 


“You know, this idea of giving a box of Tide is 
terrific—it gives you a chance to say ‘hello’ and 
once you've handed her a box of Tide she just 
can’t walk away—-they all stand there and let 
themselves wide open to be pitched at. Yet it all 
seems like a friendly chat instead of a sales talk 


**I guess that’s why we sold 30 washers in 4 days 


Promote with Tide—packed in 25 automatics, 


used by 25 million women every year! 


says Mr Spector, “because my salesmen had a 
chance to really talk to so many customers. And 
do you know, when we were writing up the tickets, 
a lot of them would say, ‘Don't forget the big box 

f Tide.” Yes, that free Tide offer really brings 
‘em in-—in fact, we're going to repeat the promo- 
tion next month,” 


— . a 


oe 


The Tide Premium Plan works quite 
simply: you offer a box of Tide to create 
traffic, a big supply of Tide to close sales 
For details write Tide Home Laundering 


Bureau, Box 32, Cincinnati 2, Ohio 


A Product of 


Procter & Gamble 


— a | 






























U.S. Steel’s “Operation Snowflake” 
major appliance sales 






* 






MAKE IT A 


WHITE 


CHRISTMAS “ZZ 









GIVE HER A 


MAJOR 
APPLIANCE 













& UNITED STATES STEEL __ Pittsburgh 30, Pa. 
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is your best bet to boost 
at Christmas time 





AST YEAR, 40°, of all the appliance dealers in the 
¥ country participated in the 1956 Operation Snowflake 
Promotion. An independent survey revealed that retailers 
who tied-in with “Snowflake” increased their chances of 
having much greater sales by 75°, over non-participating 
retailers. ‘The more they participated, the more their sales 
increased. 


Here’s what happened last year: 


@ Retailers ordered 35,000 ‘‘Snowflake’’ promotion kits from U. S. 
Steel. That’s 25% more than the previous year. 


@ 6.8 million lines of newspaper tie-in advertising were devoted to 
‘“Snowflake.”’ In addition, 1.6 million lines of editorial material told 
readers why major appliances make excellent Christmas gifts. 
Total newspaper linage was about 9 million lines—up 25% from 
the previous year! 


@ 1800 radio stations carried ‘‘Snowflake”’ tie-in advertising. A sur- 
vey showed that 230 of these stations ran over 19,000 one-minute 
radio spots devoted to ‘‘Snowflake.”’ 


Here’s what you get in your free promotion kit: 


1. Ten appliance stickers (5” x 10” in full color) 
with space for showing prices. 





22” x 44” in full color. 


| 


“ 2. Giant poster 


3. Snowflake stencils, so you can 
cover your store with Snowflakes. 





4. Plan book. A complete guide to successful 
‘‘Snowflake’’ tie-in promotion. 





5. Media list 
radio and TV stations carrying 
U. S. Steel's ‘“Snowflake”’ advertising. 


showing all newspapers, 








6. Reproduction art work—so you can put 
Snowflakes in your own advertising. 
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@ 175 banks tied-in—up 27% from 1955. 
@ 310 utilities tied-in—up 20% from 1955. 


@ An estimated 28,000 appliance dealers participated in 
“Snowflake.” 


Because we all pulled together, we all benefited. 


Now read about the plans for 1957. 


Here's how U. S. Steel will spearhead Operation Snowflake—1957 


@ Six TV commercials on the U. S. Steel Hour during November and 
December, each viewed by more than 25 million people. 


@ Giant ads in 657 newspapers in 507 markets. Total circulation over 
32 million. 


@ ‘Snowflake’ commercials on these seven top network radio shows: 
Gunsmoke, Don McNeill's Breakfast Club, Galen Drake, My True 
Story, Amos 'n Andy, Robert Q. Lewis and Our Miss Brooks. 


@ 25 “Snowflake” advertisements in 11 trade magazines. 


Free promotion kits to all interested dealers. Send coupon for your 
kit now, 


ale t 





Robert C. Myers, Director 

Market Development Division 
United States Steel 
Pittsburgh 30, Pa. 


Please reserve my free ‘Operation Snowflake’’ Promotion Kit to help 


boost my appliance sales 

Name 

Firm 

Address 

City State 


| handle the following brands of appliances 







































MORE SALES...MORE PROFITS 
MORE SATISFIED CUSTOMERS 


UNIVERSAL 


BrandNow Glectresteem 


PORtASS= AUTOMATIC STEAM RADIATOR 
~ wWITH MANY 
NEW FEATURES! 








it’s new, it’s better, it’s even faster 
selling! The new Universal-Electresteem 














plugs in like a lamp—and is just as safe! 





Thrifty, too, costing only pennies a day. 





This portable electric steam radiator belongs 
wherever extra comfort is needed in the form of 
clean, dependable, uniform heat. Has dozens 
of applications. Ideal for homes (from attic 


to cellar), motels, summer camps, farm 











\s 


< ED auees gage anew buildings, offices, garages, industrial plants. 
1\ y from any 
a0 % Ek wall plug with new portable Universal > . ae . " 
Electresteem For profits, too, Universal-Electresteem is 
8-section model (left) $44.95 retail : , : . ‘ . 
) 10-section model (front) $49.95 retail designed right, built right, and priced right! 
Ps 
gst wae Both models in three smart colors 


gresm, wolaut, aves Heat up the next cold season with sales. 


Order enough today. 


egy ae 
Mes at + s 





al 
BUILT-IN THERMOSTAT NEW DESIGN AIR VALVE NEW EASY FILL DEVICE WATER LEVEL INDICATOR 
Rugged and accurate. Makes the Really new and conveniently Redesigned to provide closer, Finger operated (no wrench re- 
new Universal-Electresteem Ra placed where it belongs close more effective control. Result is quired). Provides user with posi- 
diator complete in itself to the top of the radiator. efficient, balanced heat. tive water level indication. 
e New — ir type heating unit. Stainless steel. & New steel shell is made of the highest grade 
Heats faster — lasts longer. cold-rolled steel. Treated against rust and 


charged with rust inhibitor. Transfers heat 


New handsome oven-baked enamel comes in three four times faster than old-fashioned cast iron. 


smart color green, Walnut and gray. 
No attention required after initial filling 
& No fumes, no open elements, no piping, no noise. except water level check every 200 heating hours. 


ELECTRIC STEAM RADIATOR CORP. 


Paris, Kentucky « Subsidiary of Landers, Frary & Clark 
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Who SAYS I’m not. 
in business life 





“Of course | am!” 


“| know my family’s future depends 
on the future of my husband's busi- 
ness — whether he lives or dies.” 
Every wife is interested in the future 
of her husband’s business — whether 
he is owner, partner, stockholder or 
key executive. And the future of that 
business may well depend on adequate 
business life insurance. 


Death can bring financial chaos to 
any business — and extreme hardship 
to the families involved. 

BUT ...an A®tna Business Life In- 
surance Plan can prevent this — can 
provide in advance for a smooth and 
orderly transfer of the business. 


Add Life to your Business with 
Atna Business Life Insurance 


ETNA LIFE 


INSURANCE COMPANY 


Affiliates: 
AETNA CASUALTY AND SURETY COMPANY 
STANDARD FIRE INSURANCE COMPANY 
Hartford, Conn. 
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interested 
insurance? 


AETNA BUSINESS LIFE 
INSURANCE PLANS ARE 
SPECIALLY DESIGNED... 





@ To protect PARTNERSHIPS against 


liquidation or reorganization. 

@ To protect SOLE PROPRIETORSHIPS 
for heirs or selected employees 

@ To protect CLOSE CORPORATIONS 


from forced reorganization 


@ To cover the loss of a KEY MAN in 


any organization. 





Aina Life Insurance Company 
Hartford 15, Connecticut 


Gentlemen: 
Please send me a copy of your new booklet “Will This Man Take 
Your Business With Him When He Dies?” 


Name 


Address 
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THE GENERAL ELECTRIC 
ALL-AMERICAN AWARDS 
FOR TV SERVICE TECHNICIANS 
WHO HAVE DISTINGUISHED 

THEMSELVES IN PUBLIC SERVICE 





General Electric proudly establishes the All-American Awards to 
honor the TV Service Technicians of America for their good 


c itizenship in many helds of public service 


Individually and as members of some three hundred _ wowps 
r'V Service Technicians make many unheralded contribution 
to the welfare and happiness of their communities 
You will find them repairing TV sets without +» og 
children's hospitals teac hing disabled ore ca ‘ 
'V sets—instructing Boy Scouts and other _— a r 
in elementary electronics—applying their specializ 


t < edge to yrt ris 0 blic service 
I nic al kn yw ig t many im pe rtant fh | 1 f puonu 
ech 


(, I All Ameri an Award trophies will he presented to the eleven 
I \ ateh emen who in the opinion of the judges have ac hieved 
¢ mos d stingt shed ree ords of yarticipation in community 
ingul } pa mi 
th tdi 


40, 1957 
»-year period ending September 
service during the tw 


« , , é € ) 0 Ca winner 
dition Gener al I le tric w esent § WOt ach winne 
! r ill pr n I 

In ad um ‘ 


t activities 
for use in community improvement ¢ jation 
or t F er 

lual, club « 
. any indivic ' 
he made by a allied 
tions may service | 
Nomina letter describing the community 
te a tetter ¢ 
Simply wri 


ess e ¢ nominating 
{ | the serviceman you af 

» of 

nd adar t 


give the nem © to the {ll {meriwan {wards 


ope 1oth 
and mail it before October 


», Ky 
Owensboro, 
General Electric Company 
Commutee, & 
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hed citizens renew sor, Small Busines sleet of Can 
yuo B, Kamina ett oie es junvor Chee 

WERDELL BARRE 4 AGT. Pres. Nate scan 

Foeo. \" 
wtnotlt 


Cow 
Authority ant 
‘ ‘ 
pet 


sand TV Personeity 


of the jude 








will \e final 
LD SULLIVAB, Cohuron’ 
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ALL-AMERICAN 


Full-page General Electric 
national advertising Spot- 
lights community service 
of independent TV-radio 
technicians such 


Your customers and pros- 
Pects are being asked to 
help select an All-American 
award-winning team of 1] 


as yourself. 


outstanding service 


A complete package 
motion aids 


dealers. 


of pro- 
and display tie- 
ins is waiting for you. Your 
G-E tube distributor has this 
timely, colorful material, 
Ask him to help make your 
y shop All-American se 


headquarters! 


These advertising 


rvice 





tie-ins 
Can Open your door wide to 
new fall business— 
Easel-back display, “Foot- 
ball Time Is TV Tune-up 
Time”... Large football- 
theme window banner... 
Eye-catching window 
streamers... Special di- 
rect-mail folder and 
postcard... Newspaper 
mats... “Set-owners’ 
TV Service Guide’”’, 










a business-build- 
ing booklet to 
Sive to service 
Prospects, 













MBER 
OURCED IN DECE 
" 















































FOOTBALL IS HERE. The star-studded enter- 
tainment programs are back. Millions of TV 
owners need to have their sets checked for 
top performance. Timed for this fall market, 
General Electric has kicked off its All-Amer- 
ican Campaign in support of the TV-service 
profession—the biggest ever—to 25,000,000 
readers of LIFE. Full-page ads feature the 
all-around job service dealers like yourself 
are doing in and for the community... point 
to shops like yours as neighborhood TV- 
radio service headquarters. 


To assist you further as an independent 
TV technician...to help identify your shop 
as first choice for tune-up work... General 
Electric has ready for you, through your G-E 





GENERAL & ELECTR 





INCREASED SERVICE VOLUME- 
CAMPAIGN OFFERS YOU BOTH! 


tube distributor, a new, timely kit of dis- 
plays and advertising aids that will catch the 
eye of football fans and other set-owners 
who want tune-ups and repairs. 


You also can make good use of the special 
football schedule shown below, carrying 
your name and address. It’s a reminder item 
that prospects for TV-service work will 
value and keep with them for many months. 

Phone your G-E tube distributor! Ask 
him how you can tie in mow with this big 
General Electric fall campaign to strengthen 
your community standing, and underscore 
your reputation for service! Distributor 
Sales, Electronic Components Division, 
General Electric Company, Owensboro, Ky. 


AVAILABLE IN QUANTITIES: 1957 college and professional foot- 
ball schedule, with space for your name and address. Everybody 
wants one. You can use this handy pocket guide to make friends 
for your shop and as All-American reminder advertising. Ask 


your G-E tube distributor how to obtain the copies you need! 


- 


161-1A21 














THE MOST COMPLETE 
MERCHANDISING PLAN 


FOR HIGH FIDELITY! 


STEELMAN 


High Ff 












= 


jrapt Model 4AR! 





Model 4A37 


BUYERS CALL ‘REVOLUTION IN HIGH FIDELITY’ THE MOST PRO- portable phonograp! the ad ll bring a flood of customers to every 
GRESSIVE STEP YET IN HI-FI SELLING! From deal 


erful National 


er to hear the “Revolution in High Fidelity”! 


Advertising through to Point-of-Purchase teelman Offers Dealer 
hele Oar Cone Motion Makitiy Preeti! Ate the Neen, RED HOT SELLING PROMOTIONS! Every Steelman dealer will receiv 
“ " omplete one aking oyri long e bigge a ; 2. oy ; 
blast in it ‘) year | tol lor the Revolution in High | lé fy tecimal pron 6 5 ie ina sor a iene. - — o Rationa: aever 
ny abot re revolution in igh Fidelity 
offer its dealet from coast-to-coa tacomplets package ot the most imag odie . . ; eI 
native, traffic-boosting promotions the ndust! has ever seen! EXTRA HELPS! Then, of course, to build extra traffic re are hare 
hitting mat ads, full color post card exciting nee treame! line 
STEELMAN ADVERTISING! Full-color and black-and-white ads will folders . . . everything dealers need to do an optimum turnover at full profit! 
oe 2 ee START YOUR REVOLUTION NOW! Get your Steclman representativ 
na i“ vi‘ or ] ‘ Puna AVAZ ‘ 
- won pees to show you the complete plan for the most fully-integrated se ling progran 
heaturing Steelman Consol bi-Fidelit Music ter table mod il ever ce gned f High Fidelit “The Revolut H gh Fidelity!” 














ae ae 

yah TIC 

we > ( 7 

Ny \ GUARANTEE 
[ a UJ 
~ oo - a ’ " 
ae a National network of conveniently located factory authorized service agencies 
All St q t backed 
P - srantee! STEELMAN PHONOGRAPH & RADIO CO., INC. World leader in quality high fidelity music systems + 2-30 ANDERSON AVE.. MOUNT VERNON WY 
' | | _ | a 
' I y | ‘ a 
' i I i 
' ' ! 1 
' H ' ’ 
! i ! ! 
' i 1 i 
: ' | | 
: ; ; 
' i ' ' 
' ! ' ! 
' i i i 
' ' ! ! 
! ! ! ! 
' Fid Tw i 
Deluxe High Fidelity Automat ' e High Fidelity f | ' 4 A , P 1 eH Fide ; High F ker A 
Portable-—— Mode! 4A ' Rod P t je! 4A8 ' 2 ' r k P t M 4 ‘ ‘ e 4A 
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“UNDER THE GOLDEN FRANCHISE 





EVERY IRONRITE SALE I MAKE IS AT 
FULL RETAIL PRICE AND PROFIT” 


HERE'S HOW YOU CAN EARN MORE 


THAN 100% ON YOUR CAPITAL 


INVESTMENT EVERY YEAR UNDER THE 


IRONRITE 


—ONE OF 


THE MOST AMAZING DEALERSHIP 


PLANS IN AMERICA. 


The 10 big advantages behind the famous Ironrite Golden 
Franc hise 


= 


=e vf © 


You can earn more than 100° on your capital invest- 
ment every year 


Every sale is at full retail price and profit. A very high 
percentage of rentals are converted to outright sales. 


Selective, individual, district-dealer franchising. 


Complete line of ironers. An Lronrite model for every 
type home. 


No trade-ins. 
‘Tremendous potential market. 
Highest quality product. 


Actually no competition. Lronrite is the only true 
ironing machine made. It is not a mangle. 


High customer satisfaction. Many sales are the result of 
Ironrite owners talking about it to friends and neighbors. 


No indiscriminate franchising. Only outstanding retail- 
ers, with a record of sound business practices, qualify 
for the Ironrite Rental Plan. 


Put a good, protected profit back into your business. Just 
mail us the coupon (at right), and we will see that you get a 
booklet explaining, in detail, the great Ironrite Golden 


Franchise. Do it today. 
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Ironrite Automatic lroners require specialty selling. For effective 
sales volume, they must be demonstrated, and the prospect her 
self must be persuaded to sit at the ironer and actually use it. 

The tested and proved lronrite Rental Plan was put into opera 
tion to combat the virtual disappearance, after World War II, 
of specialty selling. Under the plan, the prospect, for a small 
weekly payment, can try out the Ironrite in her own home on her 
own laundry. The dealer can afford to pay fine commissions to 
good salespeople and still keep an outstanding profit for himself. 

The plan was so successful, it became known as The Golden 
Franchise, which could well be your answer to more profitable 
operation. Some of its unmatched advantages are shown in the 
box at the left. 


Actual statement from an Ironrite dealer. 


AUTOMATIC IRONER 


IRONRITE INC., MT. CLEMENS 


R. M. Gottlieb, Vice President in Charge of Sales 
lronrite Inc. 
Mt. Clemens, Michigan 


Please see that | receive a copy of your booklet 
called The Golden Franchise. 





NAME 


NUMBER AND STREET 


—---—-—-—-—-------- 74 


CITY ZONE STATE 
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Appliance distributors vote Ladies’ Home Journal... 









h; 

















| fe adieu. + cto 


No. mnady Zi 
















































The world’s 
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for advertising 
to women! 


More than 500 leading appliance distributors 
all over the country were asked by an independent 
research bureau, “What are the 3 best consumer magazines 
in which to advertise white goods to women?” 


Ladies’ Home Journal received 71” more 
first-place mentions than any other 
magazine...and 130% more first-place 
mentions than the third magazine! 


® For complete details, write for free copy of 
“Distributor Survey.” Address Mr. Georges J. Birgy, 
Appliance Merchandising Manager, Ladies’ Home Journal, 
Independence Square, Philadelphia 5, Pa. 








is VUBLICATION 


No. @ in circulation * No. @ in newsstand sales * No.@ in advertising revenue 
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",..even more important, 


they know our business” 


says PHILIP J. BOOKER, president of 


Reliance (Amana) Distributors, Baltimore 


‘In these days of personnel problems, it’s a real pleasure 


to work with CommMerctaL Crepir field men. They know 
their business and even more Important they know ou 
busine We selected CommerctaL Crepir originally 
because of the success our factory connection had 
vith it in other parts of the country. We know now 
that the national popularity of Commercial Crepri 
PLAN is based on the completeness of their plans for all 
egments of the appliance business— for distributors 
for deales ind for retail customers. COMMERCIAI 
Crepir has a reputation for fast credit action and for 


handling collections without losing « ustomer good will 


Commercial Credit dealers 
are successful dealers 





Write or call our nearest office for complete 
information on the benefits of COMMERCIAL 
Crepit PLAN. Why not do it today? 


A service offered through subsidiaries of the 
Commercial Credit Company, Baltimore . . . Capital 
and Surplus over $200,000,000 . . . offices in principal 


cities of the United States and Canada 
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THE GOLDEN 
SOUND 


OF HI-FI 


Even though radio-TV sales will be good this fall, hi-fi 
will make retailing’s sweetest music 


OR every four ‘I'V sets the average dealer sells 
this fall he will sell one hi-fi set. 

That’s the really big news as the consumer ele 
tronics industry stands poised on the brink of what 
has traditionally been its biggest selling season of 
the year. 

The burgeoning hi-fi market is not, of course, 
the only good news the industry expects to make 
this fall. For one thing, manufacturers expect an 
upturn in TV volume. ‘They also see no reason to 
feel that radio sales will not continue their healthy 
pace in the months ahead. But the biggest news is 
ilmost certain to be the growing boom in hi-fi. 

Last year about a million packaged hi-fi sets were 
old. ‘That was about one set for every seven TV 

In 1955 the ratio was about one to 13. Before 
that, hi-fi was too small to even be measured against 
the gigantic ‘I'V market 

This year, however, there’s no doubt that hi-fi is 
Somewhere between 1.5 and 1.7 mil 
lion sets will be sold before the year is out. With 
the hi-fi pace picking up in the fall months and with 


Dig busin¢ 


I'V expected to have trouble climbing much above 
the seven million mark, it’s obvious that dealers 
hould be selling one hi-fi set for every four ‘TV sale 
(Industry statistics haven’t kept pace with hi-fi’s 
growth. Figures are available only on “‘phonographs” 
and are not broken down as far as hi-fi is concerned 
Figures used in this article are based on a rather arbi 
trary classification of merchandise over $100 as high 
fidelity. Statistics on hi-fi components are also diff 
cult to obtain. Estimates of volume here differ so 
much as to be almost irreconcilable. One thing only 
is clear: here, too, business is up and still increasing 


Figures, however, tell only part of the story. ‘To 
the retailer, hi-fi looks attractive for a variety of other 
reasons, including: 

(1) Relative price stability 

(2) Margins far more attractive than in ‘T'V 

(3) Growing public interest 

All this, however, does not keep the industry from 
worrying just a little bit about hi-fi. For one thing 
there is a good possibility prices will go up soon. 
lor another, a real boom in sales might produce 
hortages—as it did last fall for some firms, But the 
biggest worry of all is a nagging suspicion that as 
hi-fi grows it will be footballed the way television wa 
when it was young and it looked so promising. 

For the appliance-radio-I'V dealer the promise 
ind the problems—of hi-fi have a special meaning 
Available statistics indicate that packaged hi-fi has 
been moving pretty much through channels estab 
lished by the ‘I'V industry. That would mean bette: 
than 60 percent of the business will be done b 
this type of dealer. ‘That's a sizable piece of volume 
ince trade sources estimate this year’s packaged hi-fi 
volume at $300 million. And the trend ji 
Sales next year are expected to climb to somewhe 


till up 


between two and two-and-a-half million unit 


On the following pages of this, its 
annual radio-TV-high fidelity issue, 
ELECTRICAL MERCHANDISING of- 
fers dealers a wide variety of advice 
on how they can get their share of 
this growing market. 








On the basis of his own experience in building pack- 





aged hi-fi volume to $150,000 a year, dealer Ed Bower 


of San Pedro, Calif., can say with authority... 


Here’s How 
to Sell Hi-Fi 


astold to HOWARD J. EMERSON 
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ELECTRICAL 


Hi-fi is music... 
Music is entertainment... 
Entertainment is pleasure... 


Sell the pleasur f having good music in the home and 

u'll sell plenty of hi-fi sets and you'll sell them profitably 
(‘hat has been our experience with packaged hi-fi and | 
think it has some merit. 


But selling pleasure can be approached in more than one 


vay. We sold pleasure when we sold a group of component: 
1 ‘hi-fi bug’—but it was the pleasure of sound or the 
leasure of an entertaining hobby For seven years Bower 
ld components, achieved a $50,000 volume in these alone.) 


Ihis has changed for us and for any dealer who wants to 

i volume business in packaged hi-fi. Instead of appealing 

i few sound enthusiasts, we desire to appeal to a mas: 
narket made up of men and women who are looking to this 
ew hi-fi thing as a means of getting more pleasure from 
nusic in their homes. 
Many thousands of dealers are going into serious selling 
packaged hi-fi this year without any past experience in 
elling hi-fi components—and that can be good for them. 
[hese dealers and their salesmen have an opportunity to 
learn how to sell hi-fi to a mass market without getting 
onfused from their past experiences in selling components to 
the limited group of “sound listeners”. But I said “they can 
learn how to sell’’—I didn’t say that they can or should just 
take on a line and sell it as if it was another group of phono 
raph Krom our experience, as we made the transition 
om concentrating on components to the selling of both 
mponents and packaged hi-fi, we found there is a great 


{ 


leal that can be learned about selling packaged sets 
We've said here that we are selling pleasure. ‘lo get this 


+} 


isure the customer must have a phonograph thrat repro 


uces everything on the record without imposing any of it 


n characteristi \nd a great symphony conductor has said 

the mere reproduction of the entire frequency range is 

t as important as the qualit evenness and tonal balance 
i uction : 


We know what the intangible is that we 
must sell the customer; it is pleasure. 
And we know within a relative size and 
price range the tangible that will provide 
this pleasure, a phonograph that faith- 
fully reproduces what is on the record. 


l'o translate the two bit f knowledge into action, we 
et what is more or |e i utine for handling a hi-fi 
pect at our store 
First, we try t ju ify without mn Lhe | pect 
ally a husband ind wife—wh ome in and i “we re 
hi-fi ire alwa ked if the have anythin 


1 


Phi ne p is right away t determine if the yup 

tisil I I navbe the visited vith 

n I itly and were impressed by i hi-fi set. Of course 

ell peopl what they say they want, but 
’ ir onl purpose 

| n that question we ma find out that they “don’t 


if 


ething too expensive one that will go on this 


‘p 
table we have maybe “one that has this FM with no 
dvertising Even if the prospects don’t tell us what they 
vant they often tell us enough about what they don’t want 
to help u At least, that opening question which is standard 


in all selling, works with packaged hi-fi enough to get the 
prospects talking 

While they are talking and we boost the idea of having 
a hi-fi, we lead them to the middle of our display—this has 
the consoles in the $350-$400 bracket. (Over half the floor 


pace in Bower’s store is devoted to hi-fi.—Editor) We don’t 
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take them to the bottom and start selling up—I never beheve: 
n that policy with radio or TV and I don’t with hifi. From 
the middle we can go down if necessary, up if we can—and if 
ve stay there we get a sale of merchandise that will please a 
ustomer and return us a satisfactory proht for our effort 


We don’t introduce our prospects to 
our hi-fi sets by immediately showing the 
amplifier or letting them count the num- 
ber of speakers — we don’t even put ona 
record right away. 


We talk in general terms about their needs and the 
pace they have for the set while they look at one cabinet 
or peek into another. And of course, we try to make an im 
pression right then about the quality and reputation of the 
brands we carry as well as making it evident that a concern 
like ours, with 27 vears in the community in sales and service 
makes this the place to buy hi-fi safely 

Sometime during this conversation we will warm up a set 
that we think is close to what they'll want. Maybe we'll give 
ome attention to the cabinets, knowing that the woman 
prospect 1 pending at least half her time there thinkin 
bout cabinets, where they'll put the hi-fi: set, how it will 
ok, what particularly critical fnends will think of th 
hoice of wood or design At the appropriate time we'll 
turn up the volume—it was pre-tuned to an | MI station—and 
vatch the prospects’ reactions as the music starts to swell 
into the room. We'll watch for their preference in volume 
» the rest of the demonstration can be at the level they like 
\pproached this way you can see the pleasure come into the 
faces of the prospects—this is music as they have never heard 
it in their home—this is what they've been talking about 


mavbe dreaming about—maybe saving some money for 


Our job from here on is to show the 
full degree of pleasure the hi-fi set can 
give and to define it in terms of price 
range and cabinet style. 


And to show the degree, we must go to the phonogs i 
llowever, demonstrating a hi-fi set as a phonograph can re 
quire some experience I think hundreds of sales are lost 
every day because of the way the demonstration is handled 
In the first place I don’t consider the average ‘““demonstra 
tion record” good for much more than showin ffa $19 
portable Of course, | am a dealer with a complete record 
department so | am prejudiced in a way~—but I have sound 
reasons based on experience. ‘The demonstration records are 
made with recording curves that either t a particular 
brand’s deficiencies, or they are made to over-emphasize the 


treble with the idea that it makes a more dramatic demor 


tration We don’t believe the average buyer want 

empha i Most women are sensitive to high frequen 

ire annoyed by them Another pot thie elections on a 
nonstration record try to please ervone nd that n't 


The only perfect demonstration rec- 
ords are those which the prospects own 
or desire. 


Next best to having the prospects bring in their records is 
having a selection of records that enables you to give the 
prospect a demonstration of the music most pleasant to 
them. ‘The obvious question, “what type of records do you 
have at home?” will get from many that they have mood 
music, or that a particular composer 18 their favorite. Or ask 

have you bought any records lately?” 


MORE> 
















































HERE’S HOW TO SELL HI-FI 


Then you reach onto the rack and pick the record that 1 of signs that tell his story, ‘$100 off’, ‘half price’, ‘giant trade’, 
going to give them the most listening pleasure during th etc., while he waits for the other dealers in town to pre-sell 
demonstration his prospect 

While the couple is enjoying their favorite music, the Sut for the dealer like us—and I think it goes for the ma 
dealer can explain the reasons why their favorite music sound ority of the dealers in the country for the next couple of year 
better than ever—without going into any more of the technica] inyway—who want to sell quality hi-fi at a fair profit and are 
details than are nec iry to justi the cost If they seem willing to do the s¢ lling iob, hi-fi windows have to have two 


ualit ei wstihned nu oving them up t more expel 
qualified h just mt mn ! icin U] 2 pen other purpos« One of the jobs our windows do is to identify 


ve mod ourselve vith the brand name we irr’ ind in that way 
capitalize on the national advertising job that the manufac- 

turers are domg bringing the national reputations of 

However, one point is very important Fisher, Magnavox and others right into our store. ‘The second 
during this last phase of the selling. The job is to expose a regular flow of people to the eye-appeal 


. of good radio-phonograph 
salesman must always be in command. P * Se 

It is important, I have found, to remember that the pro 
Hic must be ahead of the ustome! but not so far ahead pect can't hear the hi-fi in a window—but they can be im 


that he loses them. He must have the technical knowledge pressed with a view of the beauty and fine cabinetry which 


they can have in their hom hat idea is particularly im 
to answer any que tion on hi-fi—but he must not throw that 


portant right now when so many people have heard about hi-fi 


knowledge at the prospects, he must serve it. He must not but may still think of it as a bunch of components. The 


confuse them. If he bombards the music loving hi-fi prospect resistance of most women toward the idea of components maj 


with a lot of hi-fi technicalities the prospect may readily be broken down by a window that proves that hi-fi can also 
decide that the whole business is still too compli ited mean fine furniture 

There's really no reason for scaring away hi-fi prospect But those windows have to be kept moving, advises Ed 
with a lot of electronic mumbo-jumbo—most of the many Bower. ““They must impress the viewer as a regular moving 
millions of them only want to get more pleasure from listen picture of the beauty and variety in hi-fi sets. We change our 
ing to good musi¢ That's our approach, and it is selling windows once a week—and we clean the windows and the 
packaged hi-fi profitably ets between the changes too. It isn’t just that a prospect is 


more favorably impressed by clean merchandise in a clean 
etting, but it makes her feel that it is brand new, something 
that just came in and may be sold today. If we didn’t change 


if you’re in hi-fi to sell quality mer- our windows as regularly, you can be sure that some peopl 
chandise at a profit, then you must make vould say ‘gosh, hasn’t Bower sold that blonde hi-fi set yet 
your displays help you, and to do that you the one with the black cat planter on it?’ The set might 


. have been in the window for only two weeks, but it would 
have to gear them to your type of selling. hurt us. We must have prospects feeling that hi-fi sets move 


Chat has been our experience from seven years in the hi-f through our store, but fast, because we have good lines, intel 
busin \“ use four types of di pla ind each is related ligent and tramed peopl to sell them, and a lot of people 
both to the quality of the mer handise we sell—that thi buying from u 
wands—and to our own technique of selling, which to sel We devote one window to hi-fi only mainly because thi 
1 quality instrument that will give the customer teni business justifies it, and will even more in the future. It 
pleasure, and not to price appeal which pleases the custome logical that we give that much space when you consider the 
pocketbook mad hurts tus ear mphasi that we put on hi-fi in our advertising and the 

At Bower Mu & TN the four li- displa large amount of floor space we give to it And we mix some 
vindow for hi-fi onl 1 window with ne hi-fi mixed in hi-fi sets with our TV in anoth vindow because there ar 
ith the ‘T\ t i main display on the general sales floor oO man peopl who are undecided between getting another 
facing the front do ind a special hi-fi demonstration room I'V set and getting a hi-fi set. We'd prefer that they buy a 
upstan hi-fi set from us right now. It will mean a larger sale in 

Window pla ¢ vel important { me hi dollar i better percentage of proht ke ind pI 

il but th ( 1 different pur] t he type f no trade 


(ou 

















BOWER starts | { { ts at set n the $350 EXPENSIVE SETS—3400 and above 
100 bracket and doesn't even turn the set on of hi-fi growth. About 25 of Bower's prospects—-those who want the Cadillac treatment 
until he has a good idea of their requirements or those who really want the finest—get invited to this salon 
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need a special room, at least during the present stage 
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A hi-fi show 
put him 
in business... 


\ t 1OW in put a dealer into the hi-f busine proh 
ably in ten da it did it for us savs William L. Robin 


son, owner of Television City, Oakland, Calif 


hit 


“Nearly 1,000 people came into our store during the | 
days in early June when we held our “Packaged Hi-Fi Show 
the largest display of hi-fi audio in furniture ever seen in 
Oakland.’ 

“It brought results, too—not just people. During the 
10 days we had excellent sales of packaged hi-fi. And from 
then on, right up to now (August 1) we have been averagin 
two sales of hi-fi a day—mostly in the $300-$500 bracket 
and sold with a full profit,” states Robinson, whose adjacent 
tores, ‘Television City and Uptown ‘T'V are among th 
largest volume area dealerse in ‘T'V and appliances 

“This ‘hi-fi show’ is a natural right now for the dealer who 
vants to get himself established as ‘hi-fi headquarte: 

“We took one half our store and set up displays of hi-fi 
cts in 6 groupings by brands—Grundig-Majestic, Hoffman, 
Philco, Packard-Bell, RCA-Victor and Radio Craftsman Wi 
ven had the floor carpeted for the full length of the displa 

lo promote the show, we spent about $2,000 in adver 
tising vith considerable help from co-op, of cours W 
lecided the way to get attention for a 10-day event was to 
make a big splash. So we used four 80-in. advertisement 
in the Tribune—Sunday, Monday, Wednesday and Frida 
of the first of the two weeks the show was run. Then we spent 
ibout $500 on radio advertising, with time on KLX during 
the special one hour each evening that this station puts on 
i symphonic program over AM and FM,” reports Robinson 

“Of course, the whole deal would have been worthwhil 
if nearly a thousand people came in our store, looked around 
ind walked out—the law of averages would bring back a 
profitable percentage of them 

“But we wanted to make the most of the trafh 
idded a ‘give-away’ We offered $100 worth of records of 


the recipient's choosing in a drawing that would be held after 


the hi-fi show was over To be eligible, visitors had t 
regist it the show and indicate which model of the hi-f 
ets they liked best—also whether they would like to hav 
literature mailed or have a salesman call to talk on them 


ind getting bigger). It serves to expose our traffic to a 
display of hi-fi. No one who has been in retail selling 
length of time ever underestimates the power of ex 


xposure can be just as important for a product that 


is not yet in a boom or that hasn't yet received full public 


i eptan ( 


ELECTRICAL 


is for a trafic item. In many ways, a dealer like 


to give his biggest exposure to a product that, like 


iscendancy. So many people come into a stor 
for records, for needles, for batteries, for radio 
k about a ‘T'V repair, to see about a new ‘TV set 


peopi vho are excellent prospects for i hi-fi set 


may turn their interest into buying.’ 


The main display of hi-fi is a mass dis- 
play because it is designed for mass ex- 
posure and mass selling. 
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WEF) AUDIO 

FURNITURE 

eVER SEEN in 
DAK LAND 


10-DAY WONDER for TV-appliance dealer Wm. Robinson 
of Oakland, Calif., was ‘packaged hi-fi show” which 
brought nearly 1,000 prospects, put TV City in hi-fi 
business. These window signs faced city’s heaviest traffic.. 


Our salesmen have been following up on that list during 
the six weeks since the show ended and we're very pleased 
with the results. About 25 percent of the people we have 
been in touch with so far have been willing to have a sales 
man come and talk to them,’ 

\ bonus for Robinson and ‘Television City came im an 
other result of the audio show it served to indoctrinate the 
tore’s staff of experienced ‘I'V salesmen in the methods of 
elling hi-fi successfully and profitably, Until the show, thes 
ilesmen had shied away from hi-f, avoiding or passing on a 
prospect if they could, When the hi-fi show was in the offing, 
pecial training was given all the salesmen by one of the 
packaged hi-fi distributor Then, when the show came on 
ind nearly 1,000 people wanted to know “what gives’” with 


iny one of 40 hi-fi sets, the salesmen were forced to learn 


each of the lines as well as the general prim iples involved in 


elling hi-fi 


“As a result of the show, we have a well tramed and 


experienced crew of hi-fi salesmen,’ Robinson report I hi 
look at it now as something they should push, something 
they can sell and make money on. For example, during the 
first week after the show, our salesmen began taking almost 
very ‘T'V customer, and even the white goods customers over 
to the hi-ff sets before they would let them leave the store 
During that first week our salesmen sold six big ticket hi-fi set 
is ‘add-ons’ to sales of ‘T'V or appliance 


Bower has found this to be true because the ize. of 
the display and the variety of sets shown, make it say to the 
hi-fi prospect, “among ill of us there must be one that vou 
an afford, one of us that will sound just right to your car 
ind will look nice in your living room.”” Of course, by its size 
it gives the ilesman great flexibility—a chance to move easil 
mong models, working toward the size, cabinet price and 


tone haracterist that will best suit hi prospect 


In our main floor display of hi-fi, emphasis is on sets in the 
riddle price range the $250 to $350 bracket, with a cparate 
pace for table models and port ible lL here no sound reason 


for anyone in the business feeling that they have to ipologiz 

for the price of a good hi-fi set. ‘There’s no reason for a deal 

or hi ilesman to feature or pu h che ip hi-fi—certainly not 

this early in the development of the busine We sa thi 

hi-fi set costs $350 and it is worth it,” and we show them it 
vorth it through a demonstration and a sales talk 


MORE> 








HERE’S HOW TO SELL HI-FI ......... 


Don’t sell the high profit out of high Gaming with BIS sets priced just over $400, 
fidelit w ’ | t demonstrate in a ) econd 
y- eve never te prospects feel Above +( » you cant ll hi-fi without a special room 
that they could expect the pleasure that Look at it this way. Prospects for sets from $400 to $1 
a good hi-fi set can give them from any ae Oe Cee Peaye—cae PEP ay BN Knew Beach eben 
set priced like the table models in the mnie: h rt thi te it . as in Loegng: tome " me 
ne be iVdaliabDie and he wan tO DUY It InN a idiiac-Show 
drug store. 











OTN itmo phe to KI A that hie getting hi ome 
vorth, or the full treatment then ther th nor mm 
Ih il ra t hia cen in the 93UU bracket I 1 buyer of ¢ K PCNSIVE hi-fi, th person vith a 
] pen e hii ha not neviected at our store Be to obtain the finest instrument that he in gett 





rapns 


| 
iudio systems, t] 







| 
rid 8) 
| ion 










FREE RECORDS can be just enough incentive to make wee WAS Particula 2 OU Case DCCa we iat 





people buy a big ticket hi-fi set they've been wanting o OWE partment an paying only ft vhole 
ffer $40-$50 worth of records——margins in hi-fi make il ost of th record 

t possible right now. This is the suggestion of Ed Lane, “I think that dea hie not onfuse tl of 

hi-fi, TV and appliance leasee at The Paris Co. depart rds wit i hif t her t pes of give-awa If 

nent store, Salt Lake City i toast t i KIM md most ton 


Trade-ins and ) appa poe hg 
give-aways vars ead OF come seus vhe hs cis tae 
build hi-fi sales... 


en e with his new hi-fi set and tries out all hi 


i] j | f | , it r f hy uch i him he rom to hear that 
















yuld get from 
Naturally 





» a brand 
When 





} 
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where he l] 


ti 


1OmMe could hear his own record collection—but « 
ttent | t to mak ection in vurse that isn’t practic il except in special case the next 
in have the undivided attention of some best is the private demonstration room 
ie f | to answ a question. And this prospect Not everyone who comes through the front door is invited 
to ch between instruments by hearin to the hi-fi demonstration room. Mavybs percent of the 
i room with excellent acousti He want prospects are taken there. As business expands and this boom 
h h dgment in a room that n is they are calling it, in hi-fi continues to increase busine 
t tl here vill have in his hom pr bablv even maller percentage will need te have tho 
the hi-fi set. Actua for a cu pecial demonstrations, It all amounts to careful screenin 
vith that kind of ti end, the ideal would be bv the one of us who is handling the prospects. We have 
lealer to | } h sets to tl prospect ble to tell from our contact with the prospects whethe: 





Concert establishes 
dealer in hi-fi... 


\ ek il theat p t(, la 
1"\ t packaged ' 
t Ba t Seattl Wash in tf in out 
+ t ft ical \l in 
i nt (Tk t | mad me 
' t 4 ' ' , , 2 
It t ( that a ) rt ca he 
1 that a il dealer is a e of hifi « il m 
iunportant than downtown store By holding the concert in a 
thea ocal auditorium, the dealer gets away from the 
that we | ittached more to a demonstra 
' , + 
\I t | yple from the Ballard district Seatt 
the ldest nights of th vin t t th 
1 theatre which Gerke had taken over for thi 
i peration with RCA-Victor and V-M.. ‘Ticket 
t t had en printed, priced at 75¢ Ihe ticket 
t e no mention of Gerke’s RCA or V-M—it 
t nly that the event was to be the First Hi-l 
( i t i that it uuld be at the Ballard Theat erin 
ig at k 
) te the event, Gerke’s used newspay ertisi 
iouncin e st is host and offering free tickets to a 
) cam to the store. In addition, Gerke nt a mailing 
t t t t ) theatre pat known to 
. ' ‘ 
t ( h lepart I if anager! Leo 
] \\ iran | nen t ym the tage ind d iphi 
t iestra pit The first rows of the 
t it t KCCp the audien ich thes 
! ep t the m 
ta t th theatre nanagement p t n t 
I t \ lhe movi | t 
illowi t i NH n i i i i ) t 
et k pot ht as trained on I t at 
the t t i i] played the “Lost Chord t t 
d of the the organist left his seat and the m 
t to fi t ) h the theatre Then th M¢ 
t th background in radio and theat 
k k in «pla ned to the audience that the i 
i t il] that it had ccn ¢ } i 
t their sight 
Next t ncert, following a printed p 1 ha 
t t att As announced in Gerk idvert 
im ( led both popular ind classica 
t f ram featured popular musi p 
trat 1 as “Adventures in Hi-Fi.” Dur 
in t h p led entertainment | j 


f 
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MORE> 


NEIGHBORHOOD CONCERT at local theatre brought 
Gerke’s, Seattle, 400 hi-fi prospects, established store as 
hi-fi headquarters. Fifteen hi-fi sets were displayed on 


stage, another 15 in pit used for demonstrations 


nusic and op ( iter tion j iand 

, ‘ 
in ( tions trom Carmen, S rp i Virt 
one of the pop n fan ked t at ! 
t tayed th hon ia ) wit 

! 

beach hon i pla ed on a ferent tit t t 
t nm the iestra pit in | t lemonstrat 
\ft t Mit from th t it 
ta thie cl that i i ind d t ( 
fain if ie Wawh 1 4 | i ) 

I 
| 

to p! ie tte i ist the pen 1 ft i the ct 
At trate point 1 the other f et ‘ 
piaye in th ! 

ed for t) nonstration 

I he ( ; it tt, ; 
invited t t i t] t 

lot ‘ ; r i ' 
pape i i i i | i piit t i 

4 

( Ke NCA in Ml 

4 iti itive t 1 the a i t 
i mean Ww fol i » on the t t 

! 
} i 
ect i hieh door prize was offered On each of the pr 
| j rn 
i ianded to i is the i ed ¥ i 























HERE’S HOW TO SELL HI-FI 


their desire for hi-fi is 
for a super-set, and we have to be 
not they 


o wmtense that they are good prospec 


afford ich a hi-fi 
that tell the 


can be sold. ‘The guy 


would be able to 


no outward signs on prospect alesman wh 
bracket of hi-fi they 


i wife in lack 


price in jean’ 
Way have 
ay be 


hi-fi 


iutomobile 


and they 
a month for a fine 


crowds their small apartment 
mxious to pend $50 
putting thie ine 
vith the Line 
may feel that he i 


i $199 low-end console 


mount into a nev 
oln Continental and 
tretching his ‘taste for hi-fi 
with a re 
i few hours of mood musi We've 
qualify the prospect only by 
ibout their tastes in music, their interest, if any, in 
make of kM or 


and what they 


Krom that we can tell how far to go in showi 


him 
talking to them intelligent 
intend to 


how much use they make or 


record player, what records they have 
to buy, ete 
higher priced model: 


All our displays are tied directly to our methods of 


willing and 
et instead of 

Che fellow 
i beautiful Italian silk sui 
when he take: 
ord changer that will giv 


ellin 


t 


ible to judge whether o1 
lor there are 
at 
with 


i collection of Mozart records that 


‘ 


VC 


found that we can 


“sound” 


intend 





Advertising hi-fi is really successful 
only if the dealer does it on a regular 
schedule, and it will produce its maxi- 
mum response if the copy is kept simple 
but written with a purpose. 

A steady 


ind for any dealer, I think, who wants to grow steadily with 
the rising volume that is coming in packaged hi-fi, the steady 


schedule always was important, but today, for us 


chedule is even more important and so is a very careful! 
attention to the type of copy that the dealer us 
I have 


institutional’ advertising in 


For example, 
te idy flow of 
product cops that I run on co-op with distributor 


found it very valuable to keep up a 
1 to the 
In fact 


and 3 percent on this kind of advertising, 


addition 


I spend between 2 
mostly building the slogan “the store with the SOUND repu 
tation”. Here are 
advertising for hi-fh deale: 
growth of the busine 

At the same time that the public i 
terested in hi-fi it is becoming greatly confused 
thinking, ““There should be 
et us straight on hi-fi, tell us just what it is, if we 


can afford it 


institutional 
xd of the 


some reasons I recommend 


parti ularly at this per! 


becoming greatly in 
People are 
omeplace we can go that would 
need it and 


oe pla e with 1 reputation 


I think most dealers will find that potting a few hi-fi's in a \ dealer's institutional copy can help et him pa that 
corner doesn’t put them in the hi-fi busine it least not for place to go. Product advertising isn’t enough—the public ha 
profit. We learned we had to display the sets so the vould learned from buving ‘IV that many dealers have reputable 
hie Ip ell themselves and he Ip us sell them products, but don’t necessarily have the knowledge or the 
training to help the public buy these products. As far back 
is 1953, we used ‘For SOUND Advice, Consult Our Sound 
f trafic in their new hi-fi department now and 


ad 
ere 


“a 


nee 


( 


xposing hundreds of peopl 


to hi-fi sets which they wil 


near future 


sregg’s had been displaying Philco and Zenith hi-fi consoles 


for , using the same room which is secluded on a 
mezzanine for color-I'V showings. But the hi-fi was inactive 
intil and Mr Vandervoort attended a distributor's 


howing in San Francisco and were fascinated by the stereo 


phon 


1 lot of other people might be just as 


sound demonstrations 


They came home feeling that 
interested in this 


unusual presentation of sound. 


A large window banner asking passersby to 


come in and 








SIMPLE SET-UP of packaged hi-fi units with stereo tape 
playback has helped Ella Stark Vandervoort (at Philco 
1766M) and H. E. Vandervoort (at TR200 tape recorder) 
sell eight stereo sets and 40 other hi-fi’s this year 


Stereo sells 
hi-fi now... 


' ’ t t id 
f t t t t i 1 ip | 
! i i bast Palo Alt ! 
W hil t t kon ' h 
1 as th i via hw tak and off 
reat opp tunit t ift th p! it wa of hi-fi 





hear a demonstration of stereophonic sound was all that was 


needed at Gregg’s to start a steady stream of visitors to the 
And with the visitors came sales. 
1957, the Vandervoorts sold 
Eight customers bought stereo at about 


hi-fi demonstration room 
During the first six months of 
nearly 40 hi-fi set 
$600 a package 

“These demonstrations of stereophonic sound have three 
Ella Stark Vandervoort 
} 


bring in hundreds of people and expos: 


values for us,” says “Because they 


ire a novelty they 
them to our hi-fi department—people we might have had 
difficulty in getting in here because people in this area have 


dealers and the radio 


ociating hi-fi with the 
Then, of 


season, it is bringing in enough people to keep hi-fi sales at 


been as musk 


parts distributor course, even at this end of th 


1 profitable level—and yet I believe most of our results wil 
be delayed action with people who have been in thi 
oming back this fall to | 


ing to do a lot of extra busine 


pring 
And in the third place—we’re 
Many of the people who 
wanted to have tere a 
ticket was too h 1 for them nght nov > the took t 
\M-F'M-phonograph at $300-$3 ind a yon as they ca 
ifford the extra $ I » they are 


rack tape recorder to ombine with thei msole for 


planning to get the la 


ne 


1 
! 








Exne 


Hi-I 


lhe Store With a SOUND Reputation.’ 


| 
( 


I build 


You will notice that we’ve used 
‘sound advice” more often than any 


gan. It is a pun with a purpose for u 


i Headquarters’ 


| 


honest advice about hi-fi.” 


Hi-fi show triples 
Nicholson’s sales... 


About 10,000 people came to our hi-fi shows in May— 
ind we sold one in 10 of them at an average of $375, 
ve've sold a lot more of them since and we expect to keep 
n selling them. The shows tripled our hi-fi volume,” 
tates George Nicholson, owner of Nicholson's, appliance- 
I'V and hi-fi store in Hollywood, Calif., and the South 
Calif. Music Co., downtown Los Angeles music-TV and 
hi-fi store. Here are the tips on producing such a success 
ful hi-fi show offered by Nicholson and Harvey Ryan, 
manager of So. Cal. Musi 

1. PLAN BIG. Don’t stint on floor space for a hi-fi 
how, advises Ryan, have room to display the complete 
line of every brand you carry. So. Cal. Music turned over 
one entire floor of its store to provide individual display 
ireas for the nine brands that participated. One observer 
judged the space at 10,000 sq. ft. Attractive 3-ft high 
dividers gave the display areas privacy, yet didn’t break 
the room up into small units. High-fi models priced from 
$99.50 to $1,600 were shown in these displays and each 


wand was allocated its own sound-proof demonstration 
room where customers, after seeing the selection of cabi- 
net styles, could hear the quality of the product without 
distraction from other demonstrations 

2. GF’ HELP—and get it early, says Ryan. Get 
ting active cooperation from the hi-fi distributors is a 
must in producing a successful show, he points out. So 
Cal. Music and Nicholson's 


In addition, distributors were made responsible for the 


received co-op advertising 


layout of merchandise in their display areas and in the 
demonstration booths. If the store didn’t have certain 
models in a particular line, Ryan had the distributor pro 
vide it for the period of the show. During the four weeks 
of the show, distributor's salesmen were enlisted to help 
man the booths. 

“But, get all this planned early,” advises Ryan. “Have 
all agreements with distributors finalized at least 30 days 
before the show is scheduled to open.” 


We’e used copy that has referred to us as 
as ““The Harbor Area Music Center’ 
54 we started emphasizing Bower’s Music & TV as 
These approaches 


n small institutional advertisements all have the purpose 


ing in people’s minds the idea that “here is the place 
It has helped us a lot in 
our volume. 

ound reputation” and 
other institutional slo- 
It defines our approach 


to hi-fi, as we have discussed in talking about how we sell on 


the 


1 


finor It idvi 
looking for in hi-fi 


the prospect what to concentrate on 
ound.” If the dealer gets across that 


point—that hi-fi is good sound entertainment that anyone can 


} 
Have 


in the home, and that this dealer is the reputable local 


ource of such hi-fi, he will get business—and it can be profit 


ible business. With this institutional advertising along with 


il 
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product copy he'll reach the hundreds of new families 


iy who hear about hi-fi and he'll get action from inter- 


1957 


ested families who've alway 


cared away by technical term 


elling of hi-fi. There’s a reason for it 


mailings 


papers, there is not one single paper that saturates 
ket. So, we make frequent mailings 


owners, and 
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PLENTY OF SPACE was given to “packaged hi-fi show’ 
at So. Cal. Music, Los Angeles. Manager Ryan advises 
using open area, separation by 3-ft. dividers, and listen 
ing booths for audio demonstration to cut down confus 
tion 


Plan your decorating scheme early, and be sure that 
your distributors know about it well in advance so they 
can make their display material harmonize with yours, 
suggests Ryan 

3. ADVERTISE HEAVILY, but carefully, advises Har 
very Ryan. Both stores used metropolitan newspaper 
advertising plus some distributor-sponsored radio time 
Emphasis in all copy was on “packaged hi-fi’ and “audio 
in furniture”, 

“You must not overlook the importance of visual appeal 
of packaged hi-fi in planning a show and advertising it”, 
according to Ryan, ‘““Women are very cabinet conscious.” 

Ryan aimed at the mass market, and the influence that 
women have on this market, with such copy as 

“The splendorous display of hi-fi furniture in period 
contemporary and exotic styling with its rare woods and 
unusual finishes will thrill the decorator 

4. SELL IF YOU CAN, suggests Ryan, but remember 
that the dealer's primary objective shouldn't be quick 
sales. So. Cal. Music's aim, says Ryan, was to establish the 
store as the Los Angeles center for packaged hi-fh ind to 
do it while the market for packaged hi-fi was just getting 


underway 


ind pictures 


cattered around the living room 
The way hi-fi sales have held up well into the summer this 
year shows that there isn’t vet any marked pattern of seasonal 


More peopl if¢ 


coming interested in hi-fi every day. They're hearing about it 
from friends, at work, everywhere. Some will go out and do 
something about it right away. Some will wait a week, some 
a month, maybe longer. ‘The dealer doesn’t know, but he 
to be ready 

Direct mail can be important in building a hi-i busine 
About fifty percent of our advertising budget goes into 


area is made up of a group of small cities on the coast west 
of Long Beach, and while ther 


every home in a particular community; select prospects—cat 


ustomer 





wanted hi-fi but have been 


of ( Oompone nts 


However, one reason is strictly local; our market 


are many good local news 
this mar 


liming at three groups 


built up during years of retail.” 


end 
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DEMONSTRATION technique of playing fairly inexpensive recorder through a 12-inch speaker impresses prospects with fidelity of sound, doesn’t frighten them on 


price, helps sell speakers Partner Joseph Samiljan demonstrates 


SALES KEEP GROWING 
FOR A CAMERA STORE 


Mass display, moderate prices, good promotions and free credit have all 


helped the Massachusetts Motion Picture Service sell 150 units a year 


By BILL McGUIRE 


VAMERA stor entered tape record ina pl nty of then Nlassachusetts \lotion Olid and stead HNproving order op 
( 4 retaihin through several handy door Picture Service, In of Lyon, Ma which tion They've done it | laintaining ma 
hr i thing, the fact that mera does more than 0,000 in annual di play ind heavy stoch taying in th 
manufacture inted tor i lares per volume ell ibout L50 tape ecorders a moderate price range using leade: 
tage of rr der production made the year tor some 526,000 itelligently; bi promoting de ttly and demon 
mera store a logical link in the product Strcth peaki Massachusett Vlotion trating with a degree of ntrol; by operat 
hain of distribution. kor another, camera Picture Service is a retail store in the audio ing a complete service department; and | 
tores got in on the ground tloor by doing visual field In addition to record th offering credit without fnance charges 
the bulk of t rder proneernng in th firm deals in photo raph projection, stag Ihe latter is the greatest single fact 
industry s early vea lor a third, many con and dictation equipment, and has a Hou Massachusetts Motion Pict SECTVICE ta] 
sumers natural link record vith picture ing film service, t Nluch of it han recorder sale id its | capon against 
ind equipment is done with scho ind industt tent local d unt mpetition 
But rardle ft how the situation cam Brothe bdw | ar Joseph San Now Joe Samuiljan | know h 
do sell tape re vi perate t | t | t 
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EDITOR’S NOTE: This is the last in a series 








four articles. Others appeared in the May, June and July issues of Electrical Merchandising 





TWENTY-FIVE PERCENT of recorder volume comes from sales to insti- 


tutions 


felt here's a discount appliance store 
right across the street; another a tew doors 
down; and a third just beyond that. All of 
them can undersell us on recorders, and all 
of them have credit set ups—but at a price. 
Ours is clean and free, and a real good sales 
tool. It gives us the most natural pitch in 
the world: ‘Why buy at a discount just so 
you can support a finance company with the 
money you're supposed to be saving? 

Ihe firm takes 10 percent down on a tape 
recorder, gives the customer one year to 
pay the balance. ‘The Samiljans are able to 
et fast credit bureau clearances, often send- 
ing customers they've never seen before on 


their way in 20 minute 


Free Credit Fights Discounters 


Says Eddie Samiljan, “Free credit lets u 
ell at a good markup and keeps us in 
ympetition with the discount boys at the 
ime time In this sense, it our lite 


ood. We can’t cut prices—our overhead’s 


+ 


10 large. We've got a huge stock to main 
tain We've got three ilesmen calling on 
hool and industrial account We've got 
in A-to-Z service department to support 
\ wide profit margin on unit sales is the 


n tone that'll kill all these birds for u 
ree credit gives us that margin 


Credit play s the lead, inside and out, in 
Massachusett Motion Picture Service 

tising | ram, on which the _ store 

four percent of Iree credit i 
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Three salesmen visit schools, churches, professional men 
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about the interior of the store. ‘This is the 
Samiljans’ trump card, and they play it tor 
all it’s worth. 

Ihe firm carries five tape recorder lines, 
keeps 10 or 12 on display in a_ special 
section, and backs them with a stock of 20 
to 30. ‘The machines have a retail price 
spread of $100 to $300. Most sales hit in 
the $175-$200 area, because these are the 
recorders that Massachusetts Motion Picture 
Service chooses to promote. ‘lhey represent 
what Id and Joe Samiljan consider a happy 
medium of good quality selling at a good 
price and bringing a good profit 

[he store’s $100 stock is never comprised 
of units built to retail at that price. Instead, 
these are somewhat higher priced machines 
bought as specials and merchandised only as 
When their 


exhausted and distributors 


leaders from which to sell up 
leader stock is 
have no specials to offer, the Samiljans will 
reate a leader by paring $25 or so from some 
$125 stock 
You've got to have price to bring the 
people in,” says Joe. “Right now, the magi 
figure is just under $100. Not long ago it 
vas $149. But if you sell too much of that 
tuff, breakdowns will break you. We believe 
that unle there 1 reasonable degree ot 
tality in a recorder, it can’t be sold profitably 
gardle ; of price “ 
Ihe store runs the omplete tape r 


rder service operation in Lynn, but it’s no 
maker. Joe characterizes tape recorder 
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BIGGEST HEADACHE is recorder service, particularly on inexpensive machines. Conse 
quently, store concentrates on recorders of reasonable quality 


had.” More than once, service incidence ha 
soared so high that the brothers have seriously 
considered dropping recorders altogether 
heir object is to break even on service, 

I'rom time to time, Massachusetts Motion 
Picture Service promotes recorders, One effec 
tive approach consists of wiring a message 
repeater to the front door mat, so that toot 
pressure on the mat activates the repeater 
which announces the day’s specials. Now 
and then, the store stages a recorder giveaway 
promotion, timed to reach its climax the da 


before a halt-holiday 


Demonstrations Sell Speakers 


When the Samiljans demonstrate a tape 
recorder, it’s never a matter of merely throw 
ing on a reel and flipping a switch, Instead 
pre-recorded tapes are played through a 1. 
inch coaxial pe ikcer wm oan attractive ma 
hogany enclosure tunding in tront of the 
recorder display I'his, in the words of Joe 
Samiljan, “makes a $100 special sound like 
51,000, and a $200 job sound lke $2,000." 

When the store first adopted this demo 
technique, it worked so well that a demand 


for peakers was created, s0 a speaker lin 


vas taken on to be sold in conjunction with 
order It’s a imple matter tor a salesma 
to demonstrate that a combination of S16t 


order and $50 speaker has better tone than 


i single $300 recorder, Kesult: 1 recordet 
iles; plenty of speaker sales; twe fit 
tead of one in many instance 
About 25 percent of Ma husetts Mot 
Tinest 


PAGE 












. 








PAGE 


od Li 
Tr fi 





THPTVS PT ees 





: 


at 
LE PATCHOGUE 
ELECT, APPLAACE OF 


tues bererer ot Ae Mae Bee o> 





a26U@ 
= 7” Wa 





ee 


mame Bree | 


sored " 


: 
ATOM at 


















This is Andy Rudtke of Patchogue, L.I., New York. 


In a tough market he sells 120 washers a month 


at a minimum profit of $25 each. That makes him... 


A WHIRLWIND WITH WASHERS 


NEVEN years ago the Patchogue Electric 
N Company did not exist and owner Andy 

Rudtke sold haberdashery at the Be 
line department tore in Patchogue, 
Island. ‘Voday Rudtke’s firm does a whop 
ping $1,500,000 in apphances and ‘TV. Som 
1,500 major 


ipphance sales in that total 
represent washer transactions. Figured on the 
carloads, that 


whirlwind with 


basis of 80 washers to most 
ake Rudtke a 
iveraging a car-and-a-half of sal 

lo explain it Rudtke 
flexible 


washers 
a month 
imply says, “We're 
You've got to stay that way. Other 
ise youre a dead pigeon I might iy | 
definitely will not do something today, but 
I'd better reserve the nght to change m 
mind tomorrow 

Such over Rudtke ob 


mmnplif ition by 


ures the fundamental pattern of his sell 
ny Ihis has been dominated by at least 
three constants ever since he took the plung: 


into the 
1950 


| or on 


ipphance-T'V business back in June 
thing, he ha ilway ubscribed 
to selling branded products at rock-bottom 
prices, liberally prinkled with what he call 
old-fashioned selling 

“I set out early to give customers the best 
merchandise at the best price and with the 
ays Rudtke 


Besides, I never for 


fastest service in this business,” 
And I'm still doing it 


get you can’t put down a washer, or any other 


76 


ippliance, as if it were a can of peas and 
expect to sell it. It take 
Mian hip 

lor another thing, Rudtke always buys at 
irload, better if he And finally 


iS a firm exponent of the low-overhead opera 


hard work and sale 


can swing it 
tion, he can push volume selling of washer 


it low margins and make it work 


Rudtke Salesmanship 


Rudtke throw 


to his own operation into the 
old-fashioned 


multiple features peculiar 


pot he calls 


ilesmanship 


l'o start with, he accepts the realities of 
price elling ] Very washer sale l based on 
dollars-above-cost, a theory Rudtk idopted 
the moment he went into busine N 
washer sale drops below a $25. take lo 


Rudtke com 
pensates his salesmen with a salary and 10 


tiffen the average take per sal 


percent commission on every transaction of 


$25 or over, plus any PM’s or spiffs. On top 


of that, he allows an additional $1 for every 


ibove the $25 minimum take 

(‘his means that automatic washers selling 
for $178 to $269 return at least $25 gros 
per piece, with the possibility of the negotia 
tion running to $40, or even $60 on specials 
ind exclusives. The best price range for 
washers runs between $188 and $200. Rudtke 
estimates 75 percent of his sales fall in the 
$200 bracket. For this his customers are 


SEPTEMBER, 


getting an automatic with a water-saver fea- 
ture, full year service on labor and parts, and 
1 5-year warranty on the sealed unit. His 
washer-dryer packages, which run to one out 
of six washer sales, are offered at about $350 
In color these packages run from $45@ and 
up 
ven though Rudtke has some 30 washers 
displayed on his floor none of them are con 
nected and he feels no compulsion to hook 
them up 
Automatic washers ar i 
public he say “It 


them up and demonstrate 


epted by th 
not necessary to hook 
them. Beside 
when you're selling price, you've got to con 
trol the expense you put into each sale.’ 

Rudtke will, however, extend himself t 
the hilt on delivery service. He has three 
pickup trucks on the road from 8 am to 
6 pm. They concentrate on a 25-mile radiu 
from Patchogue. ‘They have been known to 
go into upstate New York and Connecticut 
Ihe three 
trucks make hauls for the main warehous« 
tore at 174 Medford Avenue, Patchogue, 
ind for a branch at Smithtown, cight mile 
to the north. Rudtke prides himself on his 
ime-day service, and can make washer de 
within a matter of hours after the 
close of a sale. 


two-man crews manning thes¢ 


live rit 


Still another peculiarity of his operation 


accounts for this speed some 60 percent of 
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THREE PATCHOGUE SALESMEN busy themselves with automatic washer customers. Some 30 washers are on display, buttressed by more on sidewalks outside. Bulk 
of sales are around $200, based on rock-bottom prices for branded goods 





CARLOAD BUYING with built-in advantages feeds Patchogue Electric’s price SPEED and flexibility characterize Rudtke’s operation. Salesman Ronnie 
offerings. Rudtke knows he must move goods in volume. His buying instincts Anderson dictates copy for an ad page dominated by a $219 washer 
are razor-sharp, his appetite for closeouts, specials, and exclusives voracious special. Jack Bennett, Newsday ad counsellor, will see it runs next day 





EXPANSIONS come often at Patchogue Electric. At latest addition macadam is BACKYARD CHICKEN COOP for warehousing pared Rudtke’s breakeven down to 
stil wet, scaffolding still up, but Andy makes room for trailer of 45 auto eight percent of sales in early years, holds it at 12 today. Rudtke buys as he 
matics to sell from cartons in addition. Washers were gone in two weeks builds. He also owns his inventory. It all contributes to low overhead 
MORE> 
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WHIRLWIND WITH WASHERS (CONTINUED) 


Rudtke gives washer customers what they 


il isher ie j ( t ( lhe bulk of 

thie ire routes th h Gen electric 

Credit Corp 1 Lindenhurst. Because of 
bout O00 Patche e lect i junts on 

GECC. bool t check in be rushed 

i ty am ie than hall an wh r on old 

inf 10 1 ! n th Hou 1 new 

accoutit | j Kudtl ha 

i keen | lit i tri 

overl| i cust Ile ha t up 
fem j nt " ; 

it thu { ! iif I 

Ij let ti transfer pa t ps I 
flice staff I} stay till midnight if me 

{ t da heck ivments to GCECC int 
lia | { if hi ’ ! 

that tow rah t | : 3 t I 
! expr 1) them 1 furthes thy 
edit obl ition hrnk to ife } 

Qn another ore Rudtke ( Wt at 
fangent trom many traditional dealer he 
has no department a h, and won't 
touch entanglin Cl ( hore vith a ten 
foot pol Ile pref to buy distribut 

th h 1} ind other ipplian ( 
I] then funn | il \¢ 1) throug] 
I t ! ! n Patchogue II 
( nota .% ! ung of washe 
to a hin it j i i ivi pout 
! I ! i | lin these 
wash { round 

Ih central j 1 | id fast 

mn tive hicif ition of credit channel 
rT bypa i ft ible re e fun 
rT na Kuct ebritive 
li so that i ot h npetit 
' la r t Sr Vim a 
r 1, , 
that hy if , r 
Bast ' 
it's All in Buying 
| a a i 
» 
| the first I wht at | \ 

ln fact a carload of G-l pplian 

ind another from Kelvinat ent me on m 

| figured then that if | t mto thi 
usin I'd have t ump im vith both feet 
months | ined that distributo ire 
iost ept deale1 vhi ie ( mic 
hancise And irload buyin vhat st 

ints in this busine t 

Back in 19 0. when h if out of 
14 by 3/7-foot downtown Patch ic location 
those first two cars cost Rudtl 6. 000, and 
th were heavily weighted with washers even 
then ) pay tor them he mortgaged hi 
home and assembled sundry savings, accrued 


over 20 years of retail selling, to account fo: 
617,000 of it, then promptly borrowed an 
other $15,000 on the merchandise. That 
save him $6,000 of working capital 

In six months the loan wa repaid, and h 
losed his first year with $300,000 in tota 
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want fast 


. Salesman Ed Kellers closes a sale to Mrs. Lanham, of Shirley, L. |., a standing 
account. She decided to take 18 months to pay for 656 G-E automatic. 
. 
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Delivery promised for 4 pm, Mrs. Rudtke rushes credit check through to GECC 
at 2:40 pm. Delivery approved 


* 
in Lindenhurst. Credit check 
. 
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s Despite first-stop delay, truck travels 14 miles to Shirley 
within 10 minutes of promised delivery time. Crew 
. nc : nif 


speedily rate 
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Pe 


4:20 PM 


New automatic washer is connected to existing hookup, 
old one is hauled outside. Crew reloads refrigerator to 
make a second try at first stop 






















BY THE 


QUARTER century of radio selling 
A has imbedded Radio Clinic, a two 
store operation on Manhattan's upper 
Broadway, in a profitable portable radio busi 


nes At the 


firm with selling technique 


ime time it has provided th 
with which it i 
now squeezing modest prohts out of volume 
iles of portable TV 

(iwners of Radio Clinic are Leon 
ind Harry both ; 
Their locations are at 
near 83rd Street, and at the 
of 98th and Broadway 
Between them thes tor move OOU 
i year. Some 1,500 of these 


t of them sold at 


Rubin 
year industry vet 


2290 Broadwar 


Baum 
eran 


outhwest corner 


rachio ire port 


ables, mo margins of 


from 15 to percent. ‘This averages out t 
» percent omputed on tot il sales for each 
arin categor In dollars it represents a 


icld of anywhere from $1 to $12 per unit 


Portable T'V, on the ther hand, has al 


ready attained a high volume level. ‘The: 

lose to . i month. Bete end th 

pace hould enable the firm ft ( k th 
000-a-vear mark, Partn Rub ind Baum 
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PORTABLE SALES 


THOUSANDS 


Radio Clinic’s two stores in New York sell about 3,000 television sets and 


1,500 radios a year — all portables. 


They do it by advance calculation of a profit on every set that averages 
out to 25 percent on radios and 19 percent on TV, by offering leaders at 


low prices, charging for all service and emphasizing add-ons 


By JOHN A. RICHARDS 


Hate margins on these portable in dol 
taking from $12 to $22 on a unit. They 
timate this averages out to a portable TV 


ot approximately 19 percent 


Assigned Roles 
\t R ido 


Clinic a highly-systematized set 


up divides business between radio, TV, traffic 
ppliance and photographic equipment. 
I.xcept for air conditioners, no major appli 
mces are sold. In the total scheme of thing 
trafhe appliances have been assigned a traffic 


building rol 


Both radio and ‘1'V must pull 
ther own weight 
In actualit 


, Tadio represents 25 percent of 


Radio Clinic's busine television 30 percent, 
ind the balance distributed among traff 
photographi ind air conditioning. Of thi 
ho busine p rtabl ount for 30 per 
nt of the total, In ‘TN portabl account 
f 0 percent. With the firm’s breakeve 
ad at | ( t t total ile ind an 
a l I | table radio at 
| if and | table ‘IT'V at a 19 per 
nt irc thus making posit contribu 
SEPTEMBE 


~ 


40088 iiiouse 
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tions to the firm’s overall ture 
In its total orientation to the metropolitan 
market, Radio Clinic battles for sales in th 
neighborhood store pattern. Its market 
limited—the upper West Side, bounded by 
70th and 110th Streets, Riversid 
Central Park West. Here an estimated 200 
000 prospects reside, 20 percent of them with 
of $25,000, another 20 percent with 


the balance, $5-$6,000 


pront 


Drive and 


mcomes 
$10,000 


Advertising Pays 


l'o reach these customers Rabin and Baum 
in local metro 


West Side. 


stick to consistent advertising 
politan papers serving the upper: 


Four times a year they mail a 16-page fold 
to a 50,000 mail order list. Aside from that 
Radio Clinic’s partners concentrate on hard 
bargaining with suppliers and on th rob 
lems of pu hing a ba thre pronges 
handising program 

Ihis latter focu elling on ] fita 

n 2) realistic charging for serve, an 


concentration on fringe dollars. It involve 


the use of pr lead and minin 
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THROUGH THIS Radio Clinic outlet at 2290 Broadway and a sister store at 98th and Broadway are sold 1,500 portable radios and 3.000 portable TV 


sets annually, the former at 25 percent gross margins, the latter at 19 percent 
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Narpins On non-le ider ma eparate ervice 
cale of charges for portable ‘I'V as against 
portable radio; and on stepup selling, add-ons 
to the sale, and guarding against pilferage 


losses on portable merchandise 
Changing Times 


Over and above that, Radio Clini opera 
tion reflects an acute awareness of the pre 
ures of the market, and a flexibility to meet 
hanging times 

Between 1933 and 194 
firm did 75 percent of its business in service, 


for example, the 


the balance in radio and record sales. ‘Today 
only 10 percent of its total business is in 
ervice 

The close of World War II ushered in a 
reater emphasis on selling, when the firm 
idded electric housewares and photographic 


equipment At the same time it doubled an 


riginal 10-foot by 80-foot location at 22 Ae 
Broadway and switched to a larger 20-foot b 
120-foot location at Broadwa and 98th 


Street, all to broaden its selling 


In a major uphe ival last year, it finally 
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threw out a $100,000-a-year record busines 
because “it was too unwieldy from a space 
tandpoint and too expensive in its demand 
for special buying and stocking skills.” As 
i result, due to more economical use of space 
vith radio, ‘T'V and other displays 
is running ahead this year by an estimated 


busines 


23 percent 
This reflects an awareness that, as a “di 
Radio Clinic’: 


owners temper growth with cost safeguard 


ount house offering service,’ 


The point is emphasized in plans for further 
expansion later in the year, when Kubin and 
Baum will double the 83rd Street location 

“But,” says co-owner Rubin, “we won't 
put one-tenth the fixtures into the store that 
we put in during expansions back in 1945 
We must try to decrease our percentage of 
operating cost in relation to sales. In other 
vords, if it costs $200 for us to do $1,000 


worth of business, we must try to do $1,200 


worth of busine for th ume $200 in the 
future.’ 

In their constant search for more busi 
ness in portable radio and portable ‘TV, 


MORE> 
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WINDOW FULL of bargains and a price bulletin 
board to feature a leader plug Radio Clinic in 
the eyes of upper West Side Manhattan customers 
as a portable radio and TV bargain center 






































PORTABLES BY THOUSANDS (CONT) 


icany it n and Baum stick to these 


ite tat is OF their +] em t mer 
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CO-OWNER LEON RUBIN personally supervises all EVERY PORTABLE BEARS A TAG, reflecting a selling FAST PRICE CHANGES in portable TV make it 
cost books. He computes margins on every port price based on realistic margins. Other informa necessary to figure margins in dollars, says Rubin 
able, enters prices in a Master Price Notebook tion necessary to a profitable sale is coded on the Dollar take ranges from $12 to $22. Every tag 





Salesmen use master list as a final price reference ards shows cost of $5.50 for 3-month service contract. 
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DISPLAY OF RADIOS along a 20-foot wal! area, with each set tagged for in 
nediate price impact, is direct aid to sales. Co-owner Harry Baum at 98th 
t.-Broadway store has wide selection of portables, lower right and upper left 


to demonstrate to this customer 


$1] ma unt for r thire percent of 
unit sa have an average | percent argin, 
ield t »+ px init Lhough iles are 
ood through the $39.98 category, about 62 
ent of sal ire in the $21.98 to $27.98 
inge, have margin inging trom U to 
percent, and yield $3 to $58 per unit In 


ddition, Radio Clini about 500 tran 
istor sets a year, fo 
of total Price ran 


9.90, margins are 15 to 40 percent, and 


hn estimated percent 


f these is $31.98 te 


the return $5 to $20 per unit 
This is the way th 


tuld break down 


ile of 1.000 porta 
i 


Total 
Type of of Units Margin Margin 
Portabl« Sales (of 1,00 in in $'s 
Leaders 
($10.98 
$15.98) 


] } 15 $2-$4 


Average 

($21.98 

$27 98) 
Transistors 
(31.98 35 35 15 4 $5-$20 
$59.90 


Thus on 1,000 portabl radio Sal tran 
istors might yield at least $4,200 in gro 


dollar 


In addition, three ources of significant 

proht do not show up in this tabl Conc 
in batteries, never quoted in any of these 

An additional profit of $1] 

) comes from cach sale involving bat 

ri Another is in transistor ( ri 


elling price 
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i hi iverage ransisto! ile iccording to 
$49.9 koarph t 06.9) an 


Rubin, i 


ither carryin if in d oan 


tional $2 to $3 profit. Forty percent of 
le at Radio Clini mci these 
ld as add-on A final f hidden « 
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Portable TV Young 

Rubin 
ortable ‘T'V are identical with portable 

ept that he calculat nN ms in port 
|V in dollars rather than percentage 


11 
model-| node oOMmputa ‘ 


| iking som quick estimat | ni 
1 a few numbers, Rubin bel; gp 7 
ins on his 17-ineh sets range from 16 to 24 


percent I'here is very little gross on 84 and 
inch set i ceiling of 10 percent ind short 








margins on 14-inch sets. It V margins 


on small sets which pull down R Clin 
iverage on portable IV t th ited | 
percent, according to Rubin 

Me mwhile, dollar margin t ted ito 


the six brands carned by Radio Cli ha 
17-inch sets selling from $112 t 154, 14 
inch units from $83 to $119, with the bulk 
of sales in the $117 to $140 range. All Magna 
vox sets sell for list, the 17-inch { 5159.90, 
the I4-inch for $149.90 


Unwanted Units 


l’or five months before Christmas last ul 
the 84 and 9-inch sets were selling as price 
leaders in New York for $79 and $589. Bi 
early °57 this had dropped to $69 for latest 
models, representing $2 to $3 above the best 
price for volume buyers, By mid-April this 
price slid to $64.95. Now it’s $59.95 
The public has shown it doesn't want 
these sets,” says Rubin 


e coming in from out of town through 


“Consequently they 


transshipping channels at from $10 to 
below cost. ‘They are used as leaders, with 
ery few dealers intending to sell them 
Dealers 
to get a crack at selling up. We're realistic 
enough to use these price attractions, too.” 
Significantly, however, Radio Clinic does a 
paltry one percent of total portable ‘T'V unit 
Ninety percent 
of sales are in 17-inch models, nine percent 
in 14-inch. With its dollar take ranging {rom 


$12 to $22 (plu 


, 


imply use them to bring in trafhie, 


iles in 84 and 9-inch set 


higher list price iles of 
Magnavox), better priced merchandise is 
what pushe average margins to an estimated 


19 percent 


On 1,000 sets sold thi thre iV pI 
tions by type of set might a t 
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it onl 10) set multiplied by 


Take MORED 


TRANSISTOR SETS Baum is showing a customer, decorate a counter showcase 
n both stores of the chain. Wide selection of transistor portables are kept 
inder glass at high-traffic spots in each in order to cut opportunity of pilferage 
t also gives the sets prominence 
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SEALED CARTON selli: sometimes costly to « ( 0 ( breaks open every portable, radio or TV be fair to customers They shouldn't be 


charged for et that a perative next day 


PORTABLE SALES BY THE THOUSANDS (CON! 


LOW PORTABLE TV marg fe 1 Radio Cli j or serv H in Ike Kammne phasizes the 


ervice contract, ¢ normal factory warranty ive ess labor, a 64.95 yy each repair up to three months 
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“FOR TWO WEEKS,” says Baum, “every portable TV purchaser gets two-day SMALL SERVICE card records register radio data at each store, but to keep 
priority service. After that two to five-day service becomes standard.” This is tabs on portable TV contracts a central file is maintained in the separate 
primarily to keep the 10-man, four-truck service department in the black service department, ‘‘We want to give the customer everything he's entitled 
Realistic service charges are geared to costs to,’ says Harry Baum, “without becoming a doormat.” 


How Radio Clinic Scales Service to Portable Margins 


| Vi th loorwa it Radio Clinic’ picture tubs 1) da on other tubs mid ypeed of rvice at Radio Clinic as care 
1) Broadway location hangs this bold parts, and that labor is not included. So that fully regulated so that the cost to run a staftt 
43 Every Servi Call—Call MO there can be no misunderstanding, Radio of four benchmen, a service manager, four 
A simular n hangs in front of the Clinic stamps every sal lip with this outside men, a clerk, and four trucks cannot 
St t store. Both drive home to the legend get out of hand 
h Clini ipports it ile FACTORY WARRANTY , 
Service Priority 
t] Picture ‘Tube 1] Yea 
tut Rubin and Baum scale their service Other Tubes and Parts 90 Da Within the first two weeks, therefor 
to the realities of present day margins. ‘Th LABOR NOT INCLUDED portable ‘I'V purchaser, contract holder 
fi distinct packages on each not, gets a priority of two-day service. After 
luct ne for portable radio. another f For anyone who wants it, Radio Clini two wecks, two to five-day service 1s standai 
table ‘IT'\ offers a store contract for three months at Simple three-by-five-inch cards are kept at 
All portable radios, for instance, are uncon $5.50 extra. Every portable ‘I'V set price tag the sales counter of each store for all portable 
ditionall guaranteed for three months. After bears the additional information to simplify radios. On portable ‘I'V more elaborate 1 
three months normal repair char, ppl elling this extra. ‘The $5.50 contract is sold ords, showing every purchase and every serv 
[hat means radio service must come out of with approximately 75 percent of the 14 and ice call, are kept in a master file at the service 
the 25 percent gross margin. On the other 17-inch portable department 
ad th ) percent margin in portable ‘T'\ Non-contract portable buyers, on the other At present portable ‘T’'V service is runnin 
free and clear of service. Rubin and Baum hand, pay a flat $4.95 for each repair up to 10 percent of all service, which includes ‘T'V 
have seen to that by selling portable T'V co: three months. ‘Thereafter, every custome: radio, and electric housewares, Rubin expect 
tract pays the shop rate of $5 an hour. House calls this may jump to 50 percent within a year 
cost $3 the first half hour, $2.75 the second “That's why it must be watched closely 
All Spelled Out $5 an hour thereafter. Contract holders and he says, “With margins dcwn at 19 percent 
To start with, at the time of sale ever non-contract holders must bring sets to the (compared to radio’s 25 percent) servicing on 
customer is made aware that he is entitled tore for repair. Service delivery and pickup I'V portables must stand free and clear of 
to a factory warranty of one vear on the cost $5 additional sales.”” 
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INCENTIVE compensation means that every Radio Clinic salesman shoots for more remunerative high-end sales 


portable leader but will move into higher bracket 


PORTABLES BY THE THOUSANDS (CONT) 


Salesman Al Lisagar is showing this customer a 


How Radio Clinic's Selling Concentrates on Extra Dollars 


“"A7s sell clean,” is the way Rubin and goes with the sale and what does not. 
All the calculations of Leon Rubin would 
0 for naught if his price information were 


Baum characterize thei elling at 

Radio Clini 
What they mean is that every customer 
clearly knows what he is entitled to for th ilesmen 


not put into convenient reference form for 
At Radio Clinic every portable 18 
tagged, but in depth. In other words, price 


pending. No salesman is per 
tags not only bear the selling price, but also 


money lie | 
mitted to depart from what is considered the 


policy of the hous coded information necessary to a_ profitable 

Simply stated, this is to (1) offer attractive ile In the case of portable TV, of course 
leaders but bear down on higher-priced cat ich set is marked ‘“Three-month store serv 
gores, and to draw a fine line on what ice contract—$5.50 extra.’ 


ANTENNAS at $4.95 and TV tables at from $5.95 to $15 are not the only 
source of extra dollars. Radio Clinic charges for delivery. If this customer 
chose to have his merchandise delivered it would cost $3 extra 
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“If a customer comes in for a specific type 
Leon Rubin, “that’s 
what he’s going to buy, and at a bargain, But 
it's part of salesmanship for a salesman to 
et a customer to buy what he is capable of 


of portable radio, a\ 


buving 
lying 


By using a sliding 


le form of « mpen 
ition, based on salary, commission, and 
PM’s, Radio Clinic encourages salesmen to 
sell what they make the most money on by 


letting them participate in the profits. Rubin 


MAGNAVOX merchandise is sold at list price. In the case of transistor radios, 
not only Magnavox but other sets yield $2 to $3 in extra profits through ear 
pieces and leather carrying cases sold with 40 percent of sets. 
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SALESMEN are kept informed as to every incentive change on every portable radio or TV model. Here co-owner Baum seizes an opportunity to pass on vital selling 


information. Daily and weekly briefings are standard 


Baun t that through show m of the hous There are no exceptions with cost But more physical evidence of 
tagging, dail word-of-mouth instructions, On the other hand, accessor ales offer the partners sensitivity to extra d lars are 
tular meetings between managers and sales ilesmen a crack at add-on sales, particularly two turnstiles, one in each store. Each is 
men, and bi-monthly meetings between own in the case of portable ‘T'V. About 65 to put strategically near the entrance, opposite 
( ind managers, the latest pertinent mer intennas move a month at Radio Clini the cashier. When either store gets crowded 
chandising information gets to all salesmen ill tied to portable TV sales. These are ind the pilfering hazard heightens, incoming 
Radio Clinic’s owners have drawn a fine priced at $4.9 I'V tables priced from $5.95 ustomers must pass through one turnstile, 
line on service. In selling, the seven sal to $15, also representing substantial margins, forcing outgoing customers t pass the 
men in each store, working a 5-day, 44-hour ell in about percent of the portable tran cashier Ihe turnstiles shut off any dollar 
week either 9 am to 6 pm or 12 noon to 9 iction dram in stolen merchandise, a not uncom 
pm daily, have only to put the policy imto While providing the stimulus for salesmen mon loss hazard 
effect. In no case do they sell a set in a sealed to bring in extra dollars, Rubin and Baum In such small ways, and in larger basic pric 
irton, ‘They open both portable radios and show a keen awareness for extra dollars, in ing and selling concepts, Radio Clinic is mak 
irtab I'V and test each before any set watching that they are not frittered away ing every sales dollar count in its sale of more 
1 the store It’s reflected in their announced intention than 4,500 portable units a year 00 port 
On deliver i flat $ har another to maintain adequate but not gaudy fixtures, ible television sets and some 1,500 portable 
tra h salesmen sell as a_ basi policy in not expanding the sales force out of line radios end 
EVERY BATTERY SALE like this being made by salesman Carl Fisherman yields HANDLING A HIGH PERCENTAGE of traffic items, Radio Clinic is particularly 
Radio Clinic from $1.50 to $2.50 in extra profit dollars. All portable radio vulnerable to pilferage. To prevent crippling losses through theft during 
margins and selling prices are less batteries. crowded store hours, the firm uses turnstiles to control store traffic 
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Mechanically, most units have pretty much the same operating principles. 


EDITOR’S NOTE: Preceding articles in this series were How to Get 
Started (Oct. ‘56), Repairing Conventional Washers (Nov.), Repair- 
ing Automatic Washers (Feb. ‘57), Repairing Rotary lroners (March), 
Repairing Electric Clothes Dryers (May), Repairing Electric Ranges 
(June), and Repairing Vacuum Cleaners (August). Tear sheet copies 
are available while they last. Write Editor, Electrical Merchandis- 
ing, 330 West 42nd Street, N. Y. 26, N. Y. 





By P. T. BROCKWELL, JR. 


8. Repairing 


That's 


fortunate because the woman accustomed to the convenience of a dishwasher isn’t dis- 


posed to wait several days for service during which she must revert to hand washing. 


Y no stretch of the imagination can 
you place dishwasher service calls in 
the same priority group as those for 


Yet, on 
enjoyed the advantages of 


refrigerators, freezers, and range: 
i woman has 
machine dishwashing she abhors the thought 
of reverting to the old method, even for a 
day or two, where she must either fiddle with 
rubber gloves o1 chap her hands in the hot 
vater. So to stay out of hot water yourself 
it is a good idea to respond to dishwasher 
calls the same day they are received—except, 
of course, those which come in unreasonabh 


late in the afternoon 


And since you can neither predict how 
many emergency calls of all kinds you wall 
receive nor estimate accurately how much 
time each job in a dar issigmment will take 
our daily work hedule should be somewhat 
flexible That i ou should have a few call 
on the bottom of the le ip vhich could b 
deferred if mecessar Fhey would imelud 
minor troubl which do not disable th 

| 


ppliance and faults of an kind in apphance 
used but once a weel 
So much for the when of dishwasher 
ing. Here the how 


Components and How They Operate 


‘Though a few manufacturers employ some 
vhat different mechanical methods to achieve 
the washing action, the fundamental operat 
ing principle of all domestic electric dish 
washers is virtually the same. Hence, we can 
ivoid confusion in this discussion by sticking 
to the on design whi h is common to many 
machines, both old and new. (Sce Fig. 1 

Basic Operating Parts. These include th 
motor, a powerful impeller, centered in the 


88 


tub bottom, which usually is driven at th 
same speed as that of the motor; a wate 
tight tub cover; the draining and filling 
ipparatus (some models are gravity drained, 
others have a pump); the dish racks; and a 
basket for silverware. Controls will be dis 
cussed under a separate head 


The Dishwasher in Operation 


Hot water, to which detergent has been 
added, is hurled upward by the impeller 
Thus, if the dishes are racked properly 
their soiled sides angled downward—th« 
primary impact of this torrent is concentrated 
where it is most needed. A secondary wash 
ing action, an intense flushing, follows as the 
vater rebounds after striking the cover 

In addition to the several rins vhich 
follow the washing cycle, most machines are 
o designed that one precedes it. Thi pre 
rinse serve i double purpose in that it not 
only flushe away small food scraps which 
were not scraped off the dish but also 
draws from the lines enough water to raise 
its temperature to the maximum afforded by 
the house water heater 

Quite obviously, an ample supply of hot 
water is essential for good results and for that 
reason water for a dishwasher is taken from 
the hot water line only. Some machines have 
been produced with a built-in booster (heat 
ing) tank which will assure the desired maxi 
mum water temperature in the dishwasher 
even when it is connected to an inadequate 
water-heating system 

When water for the last rinse has drained, 
the dishes will dry in their own heat if the 
machine's cover is opened or if it is otherwis« 
vented. In many models, however, you will 


find a heater which speeds this drying action 
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Controls in General 


On a nonautomatic, these may compris 
nothing more than a drain valve and an on 
off switch. This machine will do all the 
heavy work, but the user must manipulate 
the controls herself. A water-level gauge 
enables her to measure the water accurately 

At the other extreme of convenience is th 
fully automatic dishwasher which requires 
no attention from the user after she ha 
started it and added detergent. Semiauto 
matics are quite popular, too. 

Automatic control has it nerve center in the 
cycle timer Here, various switches are 
opened and closed by the timer cam_ to 
energize or shut off the individual control 
circuits for filling, draining, heating, and th 
like. Many of these timers are similar to 


those used in automatic clothes washei 

another type is built onto one end of th 
dishwasher motor and is driven by it. ‘The 
latter is capable of actuating certain control 
mechanisms directly; as, for example, th 


detergent cup, the drain valve, and the cover 
latch. 

It is extremely important that no mot 
than the right quantity of water be admitted 
to a dishwasher, for an excess would overload 
the motor. Hence, an accurate metering 
device is essential in automatics. In one stvl 
i low-resistance solenoid is interposed into 
one pole of the motor circuit and is used to 
ictuate a water-level control switch. This 
is how that mechanism operates: First, let u 
assume that this model uses nine pints of 
water. Now, since the degree of magnetism 
produced by this solenoid will vary pro- 
portionately with the load imposed upon the 
motor, the solenoid’s armature may be pre 
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Tub bottom. 


Pump 


Dishwas 


cisely adjusted so that it will open the wate: 
level contro] switch when the current drawn 
by the motor reaches the value that a nine 
pint water load would impose. (See Fig. 2.) 

Another method of water-measuring is by 
time In this, the 


be used on water-supply systems of unusually 


intake valve, which may 
high or low pressure, will deliver a specifi 
Thus, the 
duration of the “fill”’ periods called for by 


quantity ot water per minute 
the cycle control determines how much water 


will enter the machine 


Other Features 


If you were to open a dishwasher whil 


it is washing or rinsing, it would eject ever 


drop of its water through that opening befor 


you could A\ whoop ! 


lo prevent such a 


messy mishap, virtually every machine 1 


equipped with an interlocking device between 


the operating control and the opening 


mechanism which makes manual opening 


impossible while water is in the dishwasher 
thout first shutting it off. The same device 
ilso makes it impossible to start the machin 


Most auto 


have a spring-loaded opening mecha 


while it is open. (See Fig 
matics 
nism whose latch is tripped by the cycle con 
trol at the beginning of the drying stags 
And, so that the user may prepare th 
dishwasher for a full period of operation in 
one step, the detergent cup of an automatic 


will be emptied at the proper time, also b 
the cycle control 

Many machine have ome kind of 
bleeder’ to prevent exce water from 


umulating in the tub and ubsequent 


damage in the event of intake valve failure 


ha eeping while the machine is idle or 
inging open at any tim In one typ 
leeder’, the drain ilve—which is a plug 

1 the drain hole, actuated by lev from 
below through the waste pipe fitted with 
himne which reach t the water 

vel, and through which ex vate! in 
freely through a closed drain valve and 

to the waste pip Other arrangements of 


= 


Wash impeller 
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FIG. 1. This sketch illustrates the sim 
plicity of one type of dishwasher’s 
basic machinery. Such a compact ar 
rangement, with some modification, is 
used by a number of manufacturers. As 
explained in the text, many models are 
gravity drained and hence do not even 
require a pump 


hers 


this feature are similarly simple in principk 
though they may differ in design. 

A heater is used in some models only to 
speed the drying action; in others it remains 
on during the entire period to maintain a 
suitably high temperature of the tub and its 
contents 
familiar with the 


If you are servicing 


methods for the appliances hitherto discussed 
in this series, the mechanical work on dish 
But you 


control-circuit faults 


washers should give you no troubk 
will save time in tracing 
if you study first the wiring diagrams in the 
crvice manuals for whatever models you 
intend to repair 

Ihe generalized servicing suggestions which 
follow will enable vou to get the “‘feel” of 
dishwasher servicing and pave the way for 
ubsequent study of one or more specifi 


make 
Servicing the Dishwasher 
lirst things first 
Before you attempt to repair a dishwasher 
learn how to remov 


deftly. For if 


you appear to struggle with thi 


in a customer's house 
ind replace the dish rack 
clementar 
understand the 
mechanism from A to Z—the customer ma‘ 
snatch the rack from your hands and sa’ 
“Here—let me show 


business—even though you 


you!’ Spare yourself 
uch embarrassment by practicing “off stage” 
on the models you will handl 

Will Not Start. In dealing with “‘silent 
nonstarters’, keep in mind that most dish 
washers cannot be started until they ar 
closed. After such an obvious detail is taken 
care of, the next tep is to locate the open 
circuit with a minimum of disassembling 
l'o that end, begin by checking the fuse (and 
to make sure that 


reaching the machine = i 


the cord set in portabl 
power is 
ou'll have to expose the control connection 
ind possibly some of the interior wiring in 
order to test from one point to another, For 
machines which are wired-in and/or grounded 
through the plumbing or otherwise), use a 
pigtail test 


lamp and begin at the most 


Continued on page 116 
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““Regulating screw 


FIG. 2. One type of water-measuring device. Since 
the degree of magnetism in the solenoid core 
varies proportionately with the load imposed upon 
the motor, the spring may be precisely adjusted, 
through the regulating screw, so that it will permit 
the armature to rise and thereby open the water 
level control switch as soon as a specific quantity 
of water has entered the tub 


Latching member on \id 


Operating control cam 


Off- on 
positioning 
spring 





Return spring 


FIG. 3. This sketch illustrates the principle of one 
kind of interlocking device between the operating 
control and the opening mechanism. Note that the 
operating control cam must be turned to OFF 
before it can be turned to OPEN. Also, when the 
machine is opened, the nub at the center of the 
paw! will slip into the deep notch in vhe cam 
thereby making it impossible to turn the dish 
washer on. The flat spring at the lower left 
assures positive positions of the dial for OFF and 
ON; the one at the lower right (return spring) 
renders the OPEN position a momentary movement 
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Woter - level control switch 


(Connected in series 
with’ motor) 


Lote hing 
pow! 


Pow! 
spring 
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From 

Record Shop 
to 

Hi-Fi Store 


When the A. Harris Co. added hi-fi to its 


Dallas record shop, it applied education and 


BEFORE CONVERSION store looked |e this. Phenographs and hi-fi units got 
little space, haphazard display, but ccmpany started its hi-fi promotion before 


any physical remodelling of dspla wos undertaker 





promotion until personnel knew the busi- 





ness and people knew the store. Result: 


AFTER REMODELLING hi-fi units got a much larger share of space formerly 
occupied for records, also got a special listening room where prospects could 
hear high-priced merchandise, select components 


sales up 40 percent 


Frosaiil: \. tlarns Co. of Dalla Lexa i lo take advantage of the first two and t if the hi-fi show if lis d partment didn't look 
| la department stor rot ito the ompensat in part, for the third, lan like hi-fi he idquarter So he tore out six 
haiti busine the slow wat tocked a range of units at all price leve listening booths and _ installed groupings of 
lhe idea is to convert part of its record ind started an educational promotion con both hi-fi package ind omponent part 
hop into a hi-fi: store and get more heh isting of a three-day hi-fi demonstration in then, because space was still too limited t 
byunsamne Ilowever, few salespeople knev the auditornum of Harn uburban stor permit large crowds, he invited manufacturet 
much about hifi and even less about what We thought ys Land, “that immediat representatives who were in town to att 
ustom inted iles would be our best talking point W the hi-fi show to visit the store the night 
Sor hop manager Vin e Land started orked hard to sell during this demonstt before the show opened As a result, sa 
mall, Over a period of a year he visited tion program and we ended up with a bett Land, “when hi-fi show visitors asked wher 
uceesstul high fidelity merchandisers ove: than $3,000 volume Both Capitol Recor they could buy hi-fi, A. Harris was recom 
vicle 1 of the nation, found out how ind the local V-M distributor provided some mended by representatives of those lines w 
th did it Then he started imparting f the necessan help to make this prom Carr which include V-M, Ampex, Beriant 
this knowledge to his own sale peopl tion a succe full-line folders, di pla mat (oncertone lisher Irazer-May, Garrare 
By September, 1956, Land was ready for rial and sales aid Dallas radio station KINI (G-F., Lansing, McIntosh, and Pilot 
his first effort—a “Back to School’ prom furnished a binaural demonstration tape and lo further extend this interest to th 
tion that tied in with other department both it and TV station WEAA-TV plug msuming public, Land took substantia 
of the stor his, partly because Land wa the promotion Prize drawings for a ta pace in a sp ial December hi-fi section in 
till unsure of customer preference fea ecorder and a record collection drew the Dallas Morning News 
tured low-end models of V-M hifi: phono |,Q00 visitor All of Land’s promotional efforts hay 
iphis As a result of thi unipagn Land Land's next step was to tic-im y th th paid off. In the final quarter of 1955, befor 
discovered three thing 1) p ople were im Dallas Hi-Fi Show durin the Christm he started his program hi department sold 
terested in hi-fi thie \ willing t eason. And it was at this point that the tbout $22,000 worth of phonogt iph During 
buv high-end models, and thought most ord department was remodelled into the same period of 1956 sales went ihead 
hich iced lif to Land couldn't. tal | 1 thumping 40 percent End 
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Quaker in ’57 and see how fast 
at a big profit to you! 


Nothing like this “Space Saver” 
on the market today! Obsoletes 
all existing home heaters! Auto- 
matic operating “Warm Floor” 
blower—air flow adjustable to ev- 
ery comfort need. ‘“Safe-T-Cool” 
cabinet design saves 50% on floor 
space. Advanced louver arrange- 
ment increases heat circulation. 


CW Vavented Wall Gas Heater at 


This new 28” “Cool Cab- 
inet’? Wall Gas Heater 
makes all free-standing 
heaters old-fashioned. 
Now in two sizes: the new 
28” and the original 48”. 
Years ahead design and 
selling features at re- 
markably low price. Sells 
on sight! Your customers 
save money — you make 
money! 








Model SWC-250. Maximum capacity 
25,000 BTU per hour. Height: 28’ Width: 20’ 


For VOLUME SALES 


Quaker offers a tremendous selection 
of models to meet the demand of every cus- 
tomer — at the right price! Line up with 
it sells... 


Flush-to-Wall 
“SPACE SAVER’ OIL HEATER 


DELIVERS RIGHT DOWN-TO-FLOOR LEVEL HEAT 


& BIGGER PROFITS 


in 1957 


TH 
E NEWesr HOTresy 





1 











Do your cus- 
tomers’ heaters 
look like this? 





Depth: 7” 


Quaker WAS MORE TO OFFER DEALERS! 


Most complete oil and gas heater line in America. 
2. A competitive, yet profitable price structure. 
3. Hard-hitting local promotions keyed to your store. 


QUAKER MANUFACTURING CO. 


Heating Division of Florence Stove Co. 
1147 Merchandise Mart, Chicago 54, Ill. 


a) 
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ONLY Muaker HAS 1 


THESE EXCLUSIVE FEATURES 





e Hangs on wall like a picture 
Quaker Wall Heate 





e Extra Cool Super-Safe cabinet 


e 20-Year Guaranteed super- hangs on the wall 
efficient ‘‘Deep Port’’ Burne: C a 
{ 
e 20-Year Guaranteed porcelain | L 
heating chamber “4 |i] 
Wy 
rt 
| 











e Super Circulation 4 i 
Ordinary heater 
wastes floor space 





Quaker Manufacturing Company 
Heating Division of Florence Stove Company 





; 1147A Merchandise Mart, Chicago 54, Illinois 

Send me the BIG PROFIT story on Quaker oil and gas heaters. 
; COMPANY 

YOUR NAME 

| ADDRESS 

CITY - — ZONE STATE 


j 
' 
i 
' 
' 
' 
! 
' 
' 
' 
' 
! 
' 
' 
| 
' 
' 
I 
i 


“—s . . 2h he hE ee ee DD eee 











a 





REVOLVING SHELVES. A simple touch puts all 
foods at your fingertips. Another touch adjusts 
shelves up or down to accommodate a bulky 
turkey or a flat pie 


BIG, ROLL-OUT FREEZER. Up to 175 pounds of 


frozen food glide out toward you at a gentle touch, 


just like a filing cabinet 





Four nylon rollers let the 
freezer roll out silently and smoothly 


é as cabinets - 





New hinges! | Mo colls in back! 
Doors open fiat | Fits flush againt wall 
with wall pt Balt et RF 
(i — = I 
NY et ee 
(| <= 


Lan 





\ tl ae { 
if E 
ae L Vite ) Se 
\4 : i —<—. } 
4 ¢ , 
i FAN ( 
| v4 


a e, 


Po — ite 
Same depth 


Fits flat at sides and front 


eliminates coils on back of cabinet. 


Sell the best selling-features in the business... 


Only General Electric gives you all three! 





MODEL BH-15. General Electric Refrigerator-Freezer 
BH-13, also BH-12 with freezer at top. Available in Mix-or-Match Colors and white. 
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Other “‘Straight-Line” 














models: 


SEPTEMBER, 


NEW “‘STRAIGHT-LINE"’ DESIGN. Refrigerator fits 
flush with walls and cabinets. New filtered, forced- 
draft condenser system is at bottom of refrigerator, 





Here they are, the three most demonstrable fea- 
tures in any refrigerator line . . . every one a Gen- 
eral Electric ‘‘first’’? and a major sales advantage 
for the retailer. 

Out on selling floors all over the country, these 
features are stopping the shoppers. 

In fact, today’s biggest, single selling-feature in 
refrigerators is General Electric’s exclusive revolv- 
ing shelves. And General Electric dealers have 
already sold more than a million General Electric 
Refrigerators with revolving shelves. 

Extensive national advertising is dramatically 
spotlighting the new General Electric Refrigera- 
tors, pointing up the ease, convenience and beauty 
value of these important features. 


-»» PLUS THESE GENERAL 
ELECTRIC CONVENIENCES! 


Magnetic Safety Door 

Revolving Vegetable Bins 

Adjustable Door Shelves 

Mini-Cube Ice Trays 

Automatic Butter Conditioner 
and 

General Electric Dependability! 


Progress /s Our Most Important Product 


GENERAL @ ELECTRIC 
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BIG ADVANTAGE of the tube business, says dealer John Maulding of Eagle Radio, CHECKING tubes with a tester is a relatively simple operation, says Harry 
Chicago, is that they occupy little space and are consistent sellers Allen of Allen TV, Glenview, Ill. Testing requires three minutes 
The average dealer sells enough tubes each In figuring out what he should Maulding of HKagle Radio, Chicago, 
ry im inventory the dealer can get tells of a customer who came in to 
year to completely retube from six to 10 per- i lot of help from his tube dis have his tubes checked with a mail 
> . tributor, who usually has a small, order catalog peeking out of his 
cent of all the TV, radio and hi-fi sets he’s sold cecidiens eguaiin. ‘the te cones tal eee cen She 
in previous years tributor knows the proportion of a tube for chee king if the customer 
radios in the community, and if any does not intend to buy replace 
of the models take spec ial tubes he ments from them. However, the 
vill be glad to inform the dealer business of charging for checking 
In fact, many city dealers have no tubes seems to be passing. It is 
HEN — busing is bad, [he balance are what he calls “odd trouble with their inventory at all believed by the experts that only 
WU Harry C. Allen never feat balls,” and are usually only ordered is the distributor's man calls once 10 to 15 percent of the customer 
that Allen TV, Glenview, when needed 1 week, goes over the tube stock, bring in their tubes for checking 
Il]., will ha iny falling off in its About 80 percent of these tubes ind tells the dealer what he needs inyway ind the balance = ar 
be busine He carries a $2,000 ire for television. Very few deale1 - checked in the home by the man 
tory of tubes and turns it five ire selling transistors as yet How to Figure Tube Business roing over the set 
times during the year. While May All this is on the credit sid According to Frank Mansfield, 
is a poor month and there is a On the liability side is the fact that research director of Sylvania Ele The Tube Tester 
the summer, the business from 5 to 8 percent of new tubes tric Products, Inc., you can estimate here are about 50 brands of 
tand p surprisin ‘ly well during ire inherently defective or go bad the amount of tube business there tube tester on the market, of 
within 30 day While virtually is for you by assuming that 6 per vhich there are ten that are widel 
thing that most deal ill manufacturers make the same nt of the radios and television used. ‘Tube testers check the fila 
vav from radio and I'V tubes, kind of tubes, the average dealer yu have put out during previous ment and give the mutual madu 
hi i the tear of an inventory usually carries two brands becaus¢ i] vill come up for a complet tance It is the gue of ¢ pert 
of a Jot of odd numbers that never one manufacturer may be out of et of new tubes every year. With that about 40 percent of the r 
tock just when he has to have a the coming of hi-fi, you can increase jected tubes sent back are still 
tube fast this number to 10 percent. workable 
110 Types of Tubes By and large thie ime tubes are Be ause people a great habit [here seems to be no dithcult 
th ictuall used all over the country, although f coming back for tubes to the in teaching help to operate a tub 
Th erage dealer, accord- one parti ular tube uch as the tore where they bought then tester. You will find around eight 
ki. Bru Mcl of Syl 6AF4, is kept busy in very high radio, television or hi-fi, tubes pro ettings on the machine Thi 
| tric Products Inc., carric frequency areas, and has no em- ide steady business if there is clerk using it reads the number 
from $ vorth to $1,500 worth ployment in other ny conscientious attention paid on the tube and sets the tube 
f tul here are 110 type “of In color television, there ar to them tester to correspond It takes 
f which 5 teady ibout five pe ialized tubes. but In fact, shopping for tubes is ibout three minutes to check one 
ind 35 vy mover far few retail tock them in exception. One dealer, John M tube. The efficient way of’ testing 


Continued on page 1 2¢ 
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THE BIG NEWS COMES FROM YOUNGSTOWN KITCHENS 


A new way to sell kitchens and 


YOUNGSTOWN KITCHENS 


“‘by-the-yard” sales plan 
helps you sell more units! 


Customers buy complete kitchens... 


JN SP ee) 
a. sere’! 
' ‘ j 5 1 » S p | 4 : A 2 
and units to fit their wall-measure! 3 Tr T Liye) + 
“ae 


NATIONAL WUvEweseewe SETS THE 
THEME... Full color ads in lea ding magazine 
ell the new “By The-Yard” kitchen ty 
omy of new “Add-a-Unit” plan... make every home 


maker a prospective customer for you! 


TIE-IN WITH PROMOTION, DISPLAYS 
really sell kitchens! Stock, Feature, Display the 
Youngstown Kitchens beautiful decorator-planned 
color Ask customers to measure kitchen walls... 
uggest the ideal size sink and cabinets to fit their 
footage and budget. Sell one unit today...matching 


units tomorrow. It’s the ideal way to “trade-up” 


FREE store display material available 
to Youngstown Kitchens Dealers. 


Ask your Youngstown Kitchens distributor 
about it today. 


NOW YOUNGSTOWN KITCHENS DEALERS 
CAN OFFER CUSTOMERS 
NEW EASY CREDIT PLAN: 


tributor for full information on new a.b plan that en 
ngestown Kitchens unit for No Money Down 


A YOUNGSTOWN KITCHEN THE HAPPIEST ROOM IN THE HOl E! 


Quality Protects Your Investment 
Amenican-Standard Quality Is Available At No Extra Cost 
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.. SELL THE BASIC 
YOUNGSTOWN KITCHENS UNIT 








Bfgioun hilehens 


DIVISION OF AMERICAN-Standard 


WARREN. OHIO 
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profits ‘by-the-yard' ! 
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... SELL THE DISHWASHER 
AND CABINETS TO MATCH 


| YOUNGSTOWN KITCHENS, Dealer Dept EM-9,Warren, | 





Please send me complete details on how I can become a 


| Franchised Youngstown Kitchens Dealer 


For complete details see your Youngstown Kitchens Distributor or mail this coupon today: NAMI 
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TYPICAL of some 5,000 dealers who sell humidifiers is Skokie Electric of Glencoe, IIl., which displays about five models and does little 


advertising, but sells approximately 40 units a year 


Why Moisture Makers Sell at List 


Dealers who sell humidifiers say they have a good thing. Because customers are people 





with health or furniture problems, the demand is sure. And every $60-100 sale returns 


its full 33-38% gross profit 


kettle ov th Hl I polunrnne ol 
team m to. the ur for the benefit 
of a bab ith roup pl ibably th 


mad by t remecnibe ed for ot thre 
of humidity in the hom 


Some kind of r piratory trouble is what 
ral hake i famual 1 prospect fo i 
humidifier, accounting for 0 sale out f 
) bh cmiainin } pul lease ire du 

t t! nful ettect ft hot, di ur o1 
furniture and musical instrument 


No Discounting Here 


Alth h tl ewht ma f humid: 
hers listed in Eceerrican MErRCHANDISING 
Classified 1) t incl the pphance ha 
| i ipphan ror it 
east { it t f the markel 

ual j 1) t | 
ittracted t ' +} { ' hat " 
vhich Ma ( iped ittent } I 
ai rurite Ih re hant 1} | 
i discount ! t p toa 
does not e anyvth iwa track i 
Virtually ill f the nia (i ! i down 


it best, a YO-day ba 


The reason le is we have iid, in the 
fact that the doctor has told the family that 
noisture in the air is needed in the home 
l‘irst recourse is to the drugstore for an inex 
pensive, vaporizer-type device which usually 
doe not do the job Whereupon, the 
family goes shopping for a real humidifier 


ind is prepared to pay th price for a unit 


hich will be used both curatively and pr 
ntivel There are thre icral t pe 
|. urna perated humidih vhi 
onto hot ir furnace ind employ 
the blower of the furna f catter the 
brits bout th house Phi type I 
unts for about percent of total sales 
Small humidit usual] onsole 
hich are piaced at strateg locations in the 
nd nn Dy ither hooked int th 
old water supply with copper pipe or filled 
manually Plumbing units with floats add 
ibout $10 to tl retail price hese ty] 
run about 2 o1 percent of the total 


3. Portable t vhich have to be filled 


manually, can be moved if desired and which 
take care of th rooms or more Since 


humiucdit preads th iwh the air, the effect 


SEPTEMBER 


By TOM F. BLACKBURN 


of a humidifier can only be onfined to 
one room by closing it off hese con 


titute 72 to 75 percent of the total 


Dealer Experience 


I'he Skokie Electric Co., Glencoe, IIl., has 
had about 20 years experience selling humidi 
fiers because Alex J. Smith, who founded the 
business in 1919, took on humidifiers to get 
out of the rat race in popular major appli 
in He was one of the first Bendix auto 
ountry, but 
when this was written, h tore, Skokie 
I:lectric, carried only samples of RCA col 


' 





matic washer dealers in th 


television, refrigerator ind jaundry equip 


ment Ihe store get percent of it 
volume from electrical repairs, 20 percen 
from wiring, and the bala f its busine 
is done in fringe items like lighting fixture 
which cover the ceiling) light bulbs, rad 


Glencoe 1 wealth 


town, has more than it que ta of citizens wh 


ind small applhian 


have their firm's purchasing agents buy fi 
them wholesale SKOKI bk lectri 
this situation 


While it is possible for Mr. Smith to take 


ide-ste] 


Continued on page 130 
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\L7 
nace Every Du Mont tunes 


ae a ° 
une erm “1 ‘ automatically! You'll say 
© it's DEFT—Du Mont 











NEWPORT 24 * 





| Af-Yon dcelaliom alarm le laliay 4 














PALM BEACH 21 * RIVIERA 21 * 


SK Feature for feature- 


dollar for dollar—You 
can’t beat Du Mont's 
powerful, service-free performance! 





CHATHAM 21 * 


o 


SK They’re all WOOD! All WONDERFUL! 
P\Uhaal-tal dome -1ee]¢- 10] meel-1-1) 400-10 me 
hard woods! Genuine walnut! 

Genuine limed oak! Genuine mahogany! 
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7a ADVERTISED IN 


The new Johnson’s Wax Convertible will be advertised in LIFE and demonstrated on the “Steve Allen Show” (NBC-TV) 













AS STEVE ALLEN SAYS: 


How can you miss 


with a product like this? 


History-making machine does all floor-care jobs — automatically! Yes, the brand-new 


v & 
Johnson’s Wax Convertible is the one machine that does it all from wall to wall-cleans and 
waxes floors in one operation... polishes... scrubs...and even dry-cleans rugs! Designed 
Z by one of America’s foremost designers, Walter Dorwin Teague, this amazing machine 
@ Cleans as it waxes. Using Johnson's Beautiflor Liquid Cleaning Wax and one of 
the exclusive disposable pads, the Convertible picks up dirt as it spreads the wax 
all in one simple, automatic operation! 
& Polishes and buffs floors in mere minutes, achieving a lustrous polish you couldn't 
hope to get with hours of hard handwork. 
* Scrubs floors with soap and water whenever needed—automaticall y! 
& And even dry-cleans rugs. Using Johnson’s Rug Cleaner and the rug-cleaning 
attachment, the new Convertible will clean rugs and carpets — automatically! 
Johnson’s Rug Cleaner is a brand-new product of Johnson's Wax Research a 
great new formula in a new easy-to-use, easy-to-carry package designed to elim 
inate waste and it’s completely without offensive odor! 
a * * * * 
How can you miss with profits like this? 
The initial sale of the machine 1s only the start of your profit—-there are two optional equip 
ment kits to sell, plus the new Johnson’s Rug Cleaner and Disposable Pads. Yes, a little 
"2 


extra effort can mean a much bigger initial sale—repeat sales—a bigger profit for you! 


How can you miss with advertising like this? 


Combine the power of full-color, two-page spread advertising in LIFE (weekly audience 


4 26,450,000 readers) with live-action TV demonstration commercials on the “Steve Allen 
ot, 3 
f Show” (weekly audience: over 37,000,000 viewers) and that’s saturation advertising for 


the new Johnson’s Wax Convertible. All inquiries will be forwarded to Johnson dealers 


For more information, contact your Johnson ; Wax Convertible 
NE distributor or write to S. C. Johnson & Son, Inc., Racine, Wisconsin 














Johnson’s Wax Convertible 


Standard Equipment includes the machine 


plus polishing brush and 
$ buffing pads 495 


i at a 


t 
Klee? - ben | eauttior 
foot any 





Waxing & Scrubbing Kit 


(Optior Equipmer 
includes scrub brush, 1 pt. Kleen Floor 
1 pt. Beautiflor, plus 10 disposable pads 


495 
| 


i gee a 


Rug-Cleaning Kit 





includes rug-cleaning attachment, four 12 


iz. cans of Johnson's Rug Cleaner 


1395 


Johnson’‘s Rug Cleaner 
pack of four 12-02. can 295 


Disposable Pads 


package of ten pads 


yoo 


pac* >) “ay 


THE NEWES 
PRODUCT Of 
JOHNSON'S WAZ 


SEARCH 


> 


Ay chon 


EMT 
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Johnson’s Wax vt e 


DOES IT ALL FROM WALL TO WALL! 








AG 
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Theres nothing 


ithe 










Some mavuisiie 
& Carden pec ilize in ideas. ldea 
dreama of richer 


other major media creates quite the 


mood, Because nothing can equal practical ideas to keep home 
lovers busy planning and doing and buying things 


The hu band ind wive 


just talk about the things they 


‘They do something about the ideas they see on every page 


The happy truth for advertisers is that there’ 


s nothing quite so 
powerful as an 


dea if you want to make a sale. And Better 
Homes & Garden is full of ideas as a supermarket is full of 
food! ‘That's why it keeps on growing bigger and stronger 
and livelier every year. Meredith of Des Moines 

America’s biggest publisher of ideas for today’s living 
and tomorrow's plans 


that wake people up 80 their 


happier family life can come true. None of the 


ind their children) who read BH&G don’t 


ee in their favorite idea magazine 


pecialize in news or fiction or fashions. Better Home 


ame kind of do-something-now 


a (mm 


so powertul as an idea | 





SEPM ps: 





ot America reads BHal the family idea magazine 


t 100 
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SELLING TAPE RECORDERS 


STORY STARTS ON PAGE 75 


Picture Service’s recorder operation 
commercial. ‘Thi built around 
three outside ilesmen who visit 
hools, industrial plants, churche 
ind profe nal men in portions of 
Massachusetts, Rhode Island and 
Con ticu Schools provide the 
ti ymmercial market 
the tay ( reat flexi 

it ma ve most fully « plot 

' 4] work 


Institutional Pitch 


Ba to the hool pit h of the 
firms outside men is the theme 
that a recorder’s educational appli 

itions are limited only by the 
teacher's imagination. The diag 

ind correction of speech de 
fects, the testing and improvement 
if reading ability, the recording of 
kits and omplete cla essions to 
be played back at P.T.A. meeting 
the evaluation of teaching ability, 
ind the recording of conference 
vith “problem” children, to be 
pa ed on to the chool p vcholo 


nst, are but a few of the potential 
ises of recorders in elementar 
hool " uggested by Massa 
husett Motion Picture Service 
ilesmen 

At high hool prep and jumior 
ollege level recorde! provi 
equally useful, easier to sell m 
multiple Significant here, kd 
Samiljan points out, is the modern 
trend toward the laboratory method 
of teaching language in’ which 
vhole classes make use of a series of 
recorders wired to a master unit 
which serve is the source of 
instruction l'yping horthand, 
music and drama instructors can 
ilso use corders to good advan 
ta nt t idding that 

! make better ile 
ts than privat hools, whose 
fun lly n imited 
t kid ha ined tha 
i ll ! ! irket for 
1ese peo] ] 
. nin he i) 
J | ip’¢ | } 

EGGS IN AN 
ORANGE CRATE? 

You wouldn’t deliver eggs that way 


any more than you’d attempt to carry 


refrigerators in a panel truck. That's 
only one example of why it’s important 
to get the right truck for the right job 
Just how to do if is 
article, Do 
Truck?, in the 


MERCHANDISING 


explained in the 
You Know How to Buy a 
OCTOBER ELECTRICAL 


E t E 


TRICAL 





104,904,021 
CONSUMER AD 
IMPRESSIONS 


TO BACK THE ae 
MOST SPECTACULAR 


HI-FI LINE 


imported from West Germany 








Brother .. 


GRUNDI 


IN HISTORY! 


. that’s coverage! Yes, to back your own 


\ 


\ 


WE 
Ye 
as 


high fidelity sales efforts, GRUNDIG MAJESTIC ts 
putting on the heat during the peak of your selling 


season! From October | through November 20, over 


100,000,000 readers of America’s most popular 


magazines will be bombarded with the GRUNDIG 


imported high fidelity line. 


MAJESTIC story in full page four color and black and 


white ads... the biggest ad push in history for an) 


The time to buy is NOW! 37 magnificent combination 


consoles and table models, (some with TV and tape 


recorders) at the biggest profit margins in retailing 


@ 


history. CONTACT 
DISTRIBL 
DIRECT 


Wasestio INTERNATIONAL SALES 


LaSalle Street, Chicago 10, Ill 


YOt 
rTOR—OR WRITI 
PODAY! 


R GRI 


743 N 
79 Washington Street, Brooklyn | 
25 W. 57th Street, New York 19 
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N.Y. 
N.Y 


NDIG MAJESTIC 
CALL, WIRE 


| 
| 


PS TWeENATIONAL 


GEOGRAPHI 


+ \ 
' * 
’ me 4 


iN 


Console Combos, 
from $269.95 


Console Combos 
with TV, from $699.95 


AM, FM, SW 
Table Models, 
from $109.95 








AN N//- Frigidaire Presents The Three Hottest 


mm macnauatmuaammmmaaainataaasacctaiaa stints 


“WRINKLES- AWAY 





Turn the Dial and Erase the Wrinkles 








Featured in All Vented 








Mode! D!-58 


42 FRIGIDAIRE “G4’_/ac%/ ELECTRIC DRYERS 


No high-cost, top-of-the-line feature, this — 
the lowest-priced Frigidaire Dryer boasts 
the fabulous new “Wrinkles-Away" at no 
extra cost—and at the lowest price on the 
market, by far! 


Here's a feature dealers can see and show and dem 


onstrate to clinch the sale! Now, with a single set- 


ting of the dial (thanks to Frigidaire) women can 
practically do away with the ironing of man-made 
fabrics—smooth out wrinkles in clothes mussed or 
creased from wearing—eliminate the time-lag and 
the line-sag from “wash-and-drip-dry” laundering. 
Talk about the answer to a housewife’s prayer—and 


great sales opportunity! This is IT! 


wore Proot nat COAG DAMIRE Ab OW 

















Features Since Washers and Dryers Were invented 
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‘AUTOMATIC DYEING 


Gorgeous New Color with One Setting of Dials! 








hie 


RATED 
No. 


for 
CLEANEST 
CLOTHES 







ie 
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* Mad, “ 


Model W!i-58 






Possible only with exclusive FRIGIDAIRE 
Bleach and Tint Cup and 3-RING AGITATION 







Here’s another sure-fire reason why the 58 Frigidaire takes a mere 30 seconds of the home 

Laundry Line is really going to town! It’s the easiest maker's time—the Frigidaire Washer 

safest, best dyeing way yet—and it’s exclusive with does the rest automatically! What's more—tests prove 
Frigidaire. Simply pour all-purpose dye into the Bleach even lowest-priced 1958 Frigidaire Washer out-cleans 
and Tint Cup, set the dials—and that’s all. Automati outperforms competitive automatics costing up to $175 
cally, dve is thoroughly dissolved and evenly distributed more. No wonder all dealers are hailing the dynamic 
in water to prevent streaking. There's no muss or fuss leader in the laundry field—FRIGIDAIRE 






And a Built-in SUDSWATER-SAVER 
in Every Washer Model at No Extra Cost! 


the, tanthe wy a 






Frigidaire — Built and Backed by General Motors CANEBAL 
MOTTO 
sree eee 
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REMINGTON SHAVERS 
‘SHARE OF AMERICA’ 


FOR CONSUMERS 
“SALESMANS STOCK SPECTACULAR’ 


FOR REMINGTON SHAVER SALESPEOPLE 


ONE FOR YOUR CUSTOMERS 





*156,000.00 


SHARE OF AMERICA CONTEST 


September 30 thru December 1, 1957 


1st PRIZE 


mately equal in market value to the total value of one 


Common Stocks of your choice approxi 


share of every issue of common stock listed on the N. Y 
Stock Exchange 


2nd PRIZE $5,000 in your choice of common stocks 


listed on the N. Y. Stock Exchange 


3rd, 4th, Sth PRIZES — $2,000 in your choice of com 
mon stocks listed on the N. Y. Stock Exchange 


500 ADDITIONAL PRIZES: $50 each in common stocks of 
your choice listed on the N. Y. Stock Exchange 


AND ONE 
‘25,000.00 


SALESMAN’S STOCK SPECTACULAR 


August | thru December 1, 1957 
1st PRIZE: 
2nd PRIZE: $2,500 in common stock 


$5,000 in common stock 


104 


BIG BONUS AWARD! All Prizes Double If Winners Pur- 


chase A Remington Shaver During Contest Period 


Share of America Contest Boosts Your Store Traffic! 
To qualify, customers must get entry blanks in your store— 
or get your signature on blanks in Remington advertisements 
Share of America Contest Boosts Your Shaver Sales! 
To win double money bonus, customers must buy a Reming 
ton Shaver from you 

Tie Int Make Your Store a Contest Headquarter! 
Display contest window streamers and entry blank dis 
pensers. Send special contest envelope stuffers to your 
customers. Your distributor can give you all the merchan- 
dising aids you want. Ask him! 

Contest Promoted by Big Time Advertising in All 
Medial Gunsmoke" & What's My Line?” on CBS-TV . 
Life, Look, Saturday Evening Post 130 Sunday Supple- 
ments plus all-out publicity 


FOR YOU ! 


3rd THRU 7th PRIZE: $500 in common stock 

8th THRU 107th PRIZE: $100 in common stock 

108th THRU 207th PRIZE: $50 in common stock 
WINNERS CHOOSE ANY COMMON STOCK LISTED ON 
THE N.Y. STOCK EXCHANGE (except Sperry Rand Corp.) 


Get full details and all the entry blanks you want from your 
REMINGTON SHAVER DISTRIBUTOR or your local 
Remington Service Center 





SEPTEMBER, 


SELLING TAPE RECORDERS 


STORY STARTS ON PAGE 75 


They're not interested in tonal 
quality, as a rule 
ability, too, 
are heavier and tougher to set up.” 

Id has made a seri 


They want port- 
ind high priced units 


of special 
chool demonstration tapes, some 
umed at teachers, others at chil- 
dren, which the salesmen carry 
with them. Says Ed, ‘““We love to 
ell recorders to s« hools, because it 


gives the machines the kind of ex 
posure that can’t help booming the 
busin¢ when today’s kids grow 
up 


Market for Tape 


Ihe firm’s tape market is excel 
lent, with blanks selling 100 to 1 
over pre-recorded tapes. Price is 
i factor (pre-recorded tape at about 
$6.95 for 600 feet must compet 
with blanks at $1.75 for 1,200 
feet), as is the lure of making one’s 
The store is able 
to mark its tapes up about 40 per 


own recordings. 


cent, and its recorders from 33 per 
ent to 40 percent 

\ replacement market 1S begin 
ning to develop for the Samiljans, 


whose customers are starting to fall 





I don't mind an appliance 
salesman with nothing to say as 
long as he doesn’t insist on say- 
ing it. 





aaa 


for the features of new machines, 
uch as better speakers and amphi 
hers, and push-button operation 
The tore has no trouble selling 
trade-ins, which are service-checked 
then moved at an average price of 
$60, with everything except tube 
A few used 
machines are set aside for rental 
it $5 a day, $20 a week or $45 a 


guaranteed for a year 


month 
kkd and Joe Samuiljan_ forse 
very bright future for tape record 
ers, pro iding a “‘re Spec table’”’ ma 
chine can be deve loped to retail at 
le than $100. ‘They'd also like to 
ee the 


quality rise 


general standard of recordc: 
with protected fran 
chises going to key dealer: E.d’s in 
favor of dropping list prices en 


tirely “People don’t buy product 


inymore,” he says. ““Uhey buy p 
centage off list Gsive me a net 
ind I'll set my own selling pn 


I 
ind make money doing it.” 
Still peering into the crystal ball 


the Samiljan semper I 


} 


believe that 
gradually take 


merc ch indising of 


ippliance dealers wil 
over exclusive 
tape recorder Consume! they 
feel. are already starting to think of 
ind camera 


ret orders is apphance 


tores aren’t promoting enough to 


hold the line End 
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A NEW SLENDER PROFILE THAT MAKES NEW 110° PICTURE TUBE IN FVERY MODEL — 
EVEN LAST YEAR'S TV OLD-FASHIONED! PORTABLES, TABLE MODELS, AND CONSOLES! 








3-SPEAKER HI-V!I SOUND IN ALL BUT ONE AMAZING NEW “MIRACLE MEMORY" BRINGS 
OF HOTPOINT’S '58 CONSOLES AND LOWBOYS! CHANNELS IN ALREADY FINE-TUNED! 


THESE HOTPOINT TV ec 
SALES FEATURES MAKE 
PEOPLE WANT TO BUY 





the sleek 
Slender 
Proiile 


for 58 


Hotpoint Co., A Division of General Electric Company, 5600 West Tayior Street, Chicago 44, lilinois 
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HI-FI phonograph 


j 
i 


jo 9457 HI-FI 4spd., 2 sphere 45° spdl., sapph. needles $79.95 


Phonola means business 
‘” this year™ 






‘ 
29.9 


*10 HOT MODELS 


New models new colors new low 
prices. More features more turnover 


more profits 


‘ 


\ rl ae 
ee \ 
as a 


- 






\ 





*NATIONAL ADS 
IN ALL THE BIG-NAME MAGAZINES 


tell over 100 MILLION readers that 
Phonola is the HOT BRAND. Hundreds of 


sales laid in your lap 


*DEALER HELP 


low streamers . cataloas . ounter 





Get your share of Phonola's record-smashing sales — write for 
distributor name and colorful catalog to 


WATERS CONLEY CO., INC. 


national sales office 


phonole 


17 €. Chestnut St + Chicago II, Il 


factory: Rochester, Minnesota 
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t ider his belt 
| Alt 1 followed ilk rapid 
ion In ( irl 195] hie 
iched nto Northport by thi 
nd of the same year he went into 


100-square-foot showroom in 
Smithtown; in 1954 he moved hi 
he idquarter to a 3,500 quare foot 
wage on Medford Avenue on the 
yutskirts of town [his has been 
xpanded thrice and today the 
YUU-square foot warehouse head 
quarter has what may be th larg 
t stock of appliance 'V and 
related products displayed under 
one roof in the metropolitan New 
York area. Both Rudtke’s original 
downtown store and hi Northport 
branch have been closed He ha 


however, bought into ‘Thurber’s of 


Sayville in recent month putting 
him into the bottled gas busin 
nd giving him a third showroom 
for his washers on th outh shor 


All hi expansion vere tied to a 
ngle cause—he must continue to 
<pand and turn merchandis« 


rder to keep pac with the in 


Lusty 

l’o realize that goal Rudtke ha 
tuck to rload buyin on top 
| that " he de loped 
J ) instincts about volume bu 
1 

\ bu vorth nothing hie 
i unl it rood merchandi 


iit 


ind you can in your market 
I've learned to say no to man 
deal You'll seldom see ‘dogs’ 
luttering up my place. And if a 
product turn tale I get rid of 
Inggish inventory fast.’ 

Specials closeouts, and exclu 
ives are Rudtke’s meat. Usually 
on the first two he'll stick to thos 
which move well in his territory 
ind let the rest 


About exclusive hi “Fv 
body is after an exch e if he 
in get it. It means he in't be 
hopped on such item Instead of 
i ad ile tah | ll ni ib uf 
i] iN) ash it t ) Sot) 
n $70. Without that extra 
profit in dollars you'd never b 
1D t ut p! hitw ( 
It not at all uncommon f 
Rudtke t in deep on a washer 
if ind tash the 
! 1 th 
B th 1 hy All \ ( ec] 
ld out. When he trot ut h 
ppl f vasher h im omar 
them up hi 1] 1 get h Dp 
npl be use at that tin 1 
tomer in’t shop him 
Andy mancuve ust a xpert]s 
hen there is a washer price drop 


SEPTEMBER 
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WHIRLWIND WITH WASHERS 


STORY STARTS ON PAGE 76 


First off he'll buy to the hilt and 
take immediate delivery. ‘Then 
he'll “flag the drop.” This mean 
he’ll get hi 


urge them to push the price 


ilesmen together and 


dropped unit 

“It'll take 10 days for the going 
rate to drop to a new low in the 
“Meanwhile 
you can boost your commissions by 
selling at the old rate until the 
shopping toughens.” 


market,” he argues 


Everybody stands to gain by the 
maneuver. 

Io a man, supplier salesmen beat 
a path to Rudtke’s door and he 
handles the laundry products of 
them all—General Electric, Mav 
tag, Philco-Bendix, Norge, Kel 
vinator, Westinghouse, Frigidaire 
Kasy. ‘There’s no question in the 
minds of any of these distributor 
ilesmen, however, that Andy will 
move their stuff if they can get it 
to him. But to get it to him the 
likewise know they must dish up 
closely-shaved offerings. Not alway 


more than 


ny other big operator 
is getting, but at least as much 


Thi hard-headedne fen 
from a bitter lesson Andy learne 
ifter five years of galloping awa 


vith his local market 

l'rom 1950 to 1955, to be exact 
Rudtke operated primarily on a 
word-of-mouth theory He, hi 
wife, his son, and salesman Ed 
Kellet provided the basi man 
power. ‘They used small appliance 
aS Come-ons, discounted unmer®rcl 
fully to make washer and other big 
ticket prospects out of customer! 
Rudtke marked everything up 10 
percent That meant small elec 
trics sold for from $7 to $39. Ex 
ept for fair-traded items, Rudtk 
made $l on toasters and irons, a 
much as $5 on rotisseri¢ Mini 
mum take on majors was pegged at 
$25 he objective was to keep 
ustomers from going to Hemp 
tead,. the hub of busine ictivit 
on the Island and a mecca for price 
hopper 

Ihrough those years Patchogue 


lectric used one watchword: “lf 
yu re itished recommend us t 
ur fren Ix ept for px 
| 1) ] i] pa Cl if \ t 
back f Rudtk i t 
Sudd th hains D in in 


iding his territory. Frost opene: 
in Commack in 1954; Sunset 
l'rost ind Vim followed in Ba 
Shore in 195 With the prom 


tional hain n hi back var 
Rudth found that laund: in 


Continued or page | 











what an opportunity! 


REGINA 


tells its terrific sales 
with 37 million messages: 





With the Regina Polisher and Regina Electrikbroom, retail- 
ers have a selling story and unique selling features that can’t 
be equalled anywhere in appliances! 

And Regina’s telling and selling its powerful story to 
millions of consumers this fall in smashing, big-space color 
ads. Already—special July and August ads in the bride and 
building magazines are priming fall sales. Right after Labor 
Day, the campaign moves into high gear, continues through 
October into the Christmas selling season... with 26 ads 
in 17 magazines! 

With action like this, now’s the time to start planning your 
own tie-in ads, promotions, store windows, displays, mailings 


...for a first claim on the big Regina business awaiting you! 


17 TOP MAGAZINES SELLING REGINA FOR YOU! 


America 


LOOK EBONY 
McCALL’S NEW HOMES GUIDI 
LADIES’ HOME JOURNAI HOME MODERNIZING fal aol 
BETTER HOMES & GARDENS HOUSE & GARDEN'’S 
BOOK OF BUILDING 

AMERICAN HOMIE 

HOUSE BEAUTIFUL’S 
HOUSE BEAUTIFUI BUILDING MANUAI 
LIVING FOR YOUNG HOMEMAKERS BRIDE & HOMIE 


HOUSE & GARDEN BRIDE'S MAGAZINI 


SUNSET MODERN BRIDI 


FLASH! 


Write TODAY for 

Regina Model A 16-Inch FREE dealer helps 
: : New Mat Service 
Twin-Brush Floor Machine on Stuflers 

Backed by full-page advertising Radio Commercials 
in 5 institutional publications this Fall... TV Commercials 

with circulation over 200,000 Give-Away Booklets 
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REGINA 


beautiful floor 














~ 
Twi Bis 


POLISHER ond SCRUBBER 


with the most power 
way 


t widely-used polisher 
today! Regina is the 


your customers know it! 


Eleclthfjwom, 


No other vacuum cleaner like it 
in the world! That's why no other 
vacuum cleaner sells so fast, so 
Llectrikbroom. Used 
of home 


first, best, mo 
tory in polishers 
ind 


ultra-modern to 


yy a’ 
daily in thousands 
hotels 


EGINA 


motel 


Rahway 11, N. J 
Model TS Polisher and Scrubber 
Model A Floor Machine 


REGINA CORP 
I am 


THI 
interested in the 


Electrikbroon 


Please send me 


Name and address of distributor for my ter 


KREGINA dealer help 


sToer A 
ADOELS 
yome STAT? 


cy 


In Canada: Switson Industries, Lid., Welland, Onta 


















































MODEL 5734—AUTOMATIC This brand new heater 
in Arvin’s powerful Silver Anniversary line has set a 
terrific selling pace from the start — because it's a natu- 
ral leader in looks and performance. Superlatively 
engineered, it combines fan-forced and radiant heat, 
thermostat controlled. And it looks as good as it acta— 
finished in rich-toned Bermuda bronze enamel with 
chrome grill and trim. Operates on either 1320 or 1650 
watts, with 81 cu. ft. per minute air delivery. Signal 
light. Safeguard Safety Switch $34.95 
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NATIONALLY ADVERTISED 


My All Arvin Heaters operate on 110/120 volts, 60 cycle AC. All are listed by 
Underwriters Laboratories, Inc. and guaranteed for one year. 


Electronics and Appliances Division 


Arvin INDUSTRIES, Inc., Columbus, Indiana 


Arvin also makes Radios, Fans, Liesure Furniture, ““Charky” Grills, Ironing Tables, Car Heaters 


Arvin 


America’s longest, strongest line of Portable Electric Heaters 


THE TWO TOP-SELLING HEATERS 


in a full range of best sellers 





MODEL 5514—-AUTOMATIC This smartly-styled, com- 
pletely reliable heater is Arvin’s lowest-priced auto- 
matic—and offers more for the money than any 
comparable heater on the market. Delivers 1320 watts 
of fan-forced heat, thermostat controlled. Easy-grip 
handhold in back for convenient portability. So com- 
pactly designed it occupies just over half a foot of 
floor space, ideal for bathrooms and bedrooms. Hand- 
some tan finish with brown trim. The finest value on 
the market in low-priced automatic heat. $16.95 


Only Arvin offers a model and price 
to suit and sell every heater prospect 


Silver Anniversary Line —10 models for fast-profit, retailing from $12.95 to $54.95 
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WHIRLWIND WITH WASHERS 


STORY STARTS ON PAGE 76 





other advertising point 1 to 1 


tting more liberal ad allowance 
Rudtke concluded ind look 
dceper into the matter 

Phough Rudth reluctant t 


narked a change in his advertisin 

Lh vitched te | i 
ign which eventually had him in 
Newsday Suffolk edition wit! 

000 tin 1 week; in lo 

newspapers like thi Patchogue Ad 
Tile: Miain Street Press, River 
head Review, the Mid-Island New 


id the Smithtown Courter i 


kK he on an averag of 
pag i yCar in some, at least one 
monthly in other Before he wa 
through he was also direct-mailin; 
to 20.000 pp ple ibout four time 
i year. All such ads, together wit] 
ip to | onc-minute spot 1 da 
on WALK and W PAC . Pat hogu 
vere consistently top-heavy or ¢ 
clusively automatic washer copy 


loday speed characterizes th 
liaison between Rudtke idverti 
ing program and his special pur 
hase Recently a trailer of 4 


iutomatic washe was n rout 
from Philadelphia. In late afte: 
noon an advertising counsellor fron 
Newsday worked out copy which 
oftered the washers as special at 


19 The ad ippe ired next day 
Meanwhile Rudtke took deliver 


on the washe ipped ypen the 
front of the cartons and sold then 
ff the floor of the still-unfinishe: 
final extension of his warehous« 
In two week even though th 
market wa low, the 45 wash 
vere sold out 

With som xcepti Rudth 
ticks pretty much to use of man 
tacturers’ ad mats and cop M 
Wm hi t became to idei 
tify Patch | tt h all t 

nad manufacturer the « 
f th cl m rude ( 
I] mits the usual m \ 

nn i 1 adve n 

it least th some going a 

hoa ind one distribut 

ifin 100 nt ¢ fl 

if f total l base 


Chicken Coop Savings 


If anvone were to label Pat 

ue ] tri approa to | 
overhead operating a chicker 
op merchandising,” Andy Rudtke 
would be the first to laug ind th 

last to deny it 

Actually his 22 by 160-ft chick 
on his residence  propert 
taught Rudtke his earliest ft 
Continued o age 109 
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THE ALL:NEW RAY-0-VAC “SPORTSMAN” 


50% more life 


Sportsmen asked for it . . . Ray-O-Vac developed 
it...and now this more powerful battery, 
supported by a dramatic national promotion, 

will be welcomed by your customers who 

want and appreciate something better! 


Combanion Co the famoid 2P 










“SIDE-BY-SIDE” 





(LEAK pROOf 
BATTERY 





RAY-O-VAC COMPANY, MADISON 10, WISCONSIN 


4 








“Side-by-side” Selling 


new 20-25 Pack 


Double display opportunity. 
All batteries prepriced. 


Dealer cost $6.96. 
Suggested list $10.80. 









aan proor 


ogo, 
AL Chile 2 naw tulidbnn Kfbetiide... 


new 2LP “Poly Pak”’ new Celebrity 








New concept in flashlight design... 
six sparkling color combinations. 


“Regular —6 on a card. 


Dealer cost per card $6.24 
Suggested list $9.54 ($1.59 each) 


“Baby"'—4 on a card. 


Dealer cost per card $3.92 
Suggested list $5.96 ($1.49 each) 


regional offices 

212 East Washington Ave., Madison 10, Wisconsin 

1388 Madison Avenue, Memphis 4, Tennessee 

461 Market Street, San Francisco 5, California 

RAY-O-VAC COMPANY, MADISON 10, WISCONSIN 1775 Broadway, New York 19, N. Y. * Ray-O-Vac Canada, Ltd., Winnipeg 














WHIRLWIND 


cutth r | a seve! i! ig hy 
ent for a first floor and upstair 


i month. He 


had one salesman to pay, and he 
took only enough out of the bu 

nt to kee] going plowing most 
earnings back into inventory. Hi 


hicken co p held as much as five 
cars of merchandise at one tim 
Simply by 
private garage as a_ warehouss 


Rudtke took advantage of carload 


using his COO} and h 


buying and still did not run int 
exct warehousing harg« B 
doing this he ke pt his breakeven 
it eight percent ot tota ile in 


] 


those early year 
Thi tight-fisted us¢ 
estate and cheap warehousing be 


ot T¢ il 


came ingrained. When he switched 
to a warehouse headquarters he 
bought land and a 3,500-square 
foot garage for $17,500. Each ex 
pansion since—a new front and 
2,200 square feet on the side in 
1955, two additional extension 
totaling 5,500 square feet in 1956 
and a final 6,500-square-foot addi 
tion this year—all were paid for a 
added. Real estate costs on thi 
not counting new buildings, came 
to $31,500 

In other small wa Rudth dit 


trict attention to itting cost 
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WITH WASHERS 


STORY STARTS ON PAGE 76 


id ft wash i nim i] 
hundred dollars in interest charge 
he sees to it that check ire mace 
out immediatel He take idvan 
tage tf ever percentage rebate on 


And he personally 


hecks through all credit allowance 


redit account 


which are due him from supplier 
Like every washer purchasing 

deal,”” he savs, “each small source 

Mf profit helps boost averages when 


yu’re working on low margins In 


1 price market 
With all such cost watching 
Rudth make no claim that le 


ha been able to hold breakeven 


to the eight percent of the early 


veal loday hi breakeven 1 
loser to ll or lz percent of total 
iles, primarily because he ha 


idded high-priced salesmen who 
work on liberal salary and sliding 
commission scale 

“At one time says Rudtke, “I 
thought a salary and annual bonus 
was the ideal compensation method 
I was wrong. I started paying salary 
and sliding commissions in 1955 
and it turned out well for me. ‘Thi 
method is particularly suited to sell 


ing items like washers, where nego 


tiated sales are the order of thi 
ld 

It's thy idaptabilit ind willing 
T to change with the times which 


Continued on page 1} 




















SCREEN SET, EH 
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for motor-driven appliances 


Performance and appearance—the principal points of 
interest to your customers when buying motor-driven 
appliances—rate “tops” in devices powered with 


Lamb Electric Motors 


High sales appeal, resulting from these features, as 
sures good turnover—one of the reasons why leading 
dealers the country over like to handle ippliances 


motored by Lamb Electric 


THE LAMB ELECTRIC COMPANY «+ KENT, OHIO 
A Division of American Machine i Met i 
In Canada: Lamb Electr Division of § ; p y lid easide, Ont 


j HP & \ 


Motor parts for 





Motor for air Turbine for canister 


household appliances 


Electric 


reactionar nonserower MOTORS 


conditioning applicatons type vacuum cleaner 
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New l4-inch* “Flight-Line portable compact 
easy-to-cart Vassau, 108 sq. in * picture. In ebony 


finish or bark gray finish (14PT#O2) 








FITS CLOSE TO WALL 
SAVES UP TO 94 INCHES 





(Shown) Longport 262 q. in . pu tire In mahogany 
New Glide-Along rollaround goes where vou 
please. Langston, 262 sq. in.* picture. In mahogan 
or limed ne rrained finishes (211840) 


walnut, limed oak- or birch-grained finishes (21T842) 





RCAVICTOR PRESENTS A NEW 


LEAN, CLEAN, 


Here’s how RCA Victor surpasses its own famous performance! 


14 3 




















Wy 





New “Mirror-Sharp” picture! Balanced Fidelity FM Sound! New “High-Sharp- and- a “One-Touch” on-off control New 110° picture tube! Ii \ Power tuning motor tun 
lube face is mirrorized with Cut it interference All tuning! \ ht hee ime a ine it ituminized Silverama l f \t hed 
millions of phosphor er component ure erent ide, easier | et at. ive vo readjust Conn i cw angie tor | . bp teu u 
tals for sharpe t black-white eall balanced like RCA (I el kqualize Kee] ! I ' I pieture tf nallest c na ‘ e. On Vil 
antreate in TV! Victor H Fidelity! all signals strong, even channel selection On all but 14” mode Mode ie LRT#4 
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New 17-inch* “Flight-Line” portable with sharp, New 21-inch* portable TV and table TV (shown) that New compact table TV with power tuning — attached 
family-size picture, Graduate, 156 sq. in.* picture. swivels. Portland, 262 sq. in.* picture, In mahogany-, remote control, Clement, 262 sq. in.* viewable 


In ebony finish or bark gray finish (17PT807) walnut-, or limed oak-grained finishes (211824) picture, In ebony finish (2LRT820) 








-*eenwe er ee ewe 


Sen o- ee ++ -- ~~ 














ra 

s i. 
New “Custom-Corner” TV gives room-wide viewing. New “Touch-Turn” swivel TV aims the picture at New console fits close to wall, saves up to 9! 
Malvern, 262 sq. in.* picture In mahogany-, walnut-, you. Harding, 262 sq. in.* picture. In mahogany-, floor space, Cunningham, 352 sq. in * picture, In 
with blond face, or birch-grained finishes (211847) walnut-, or limed oak-grained finishes (211848) mahogany-, or limed oak-grained finishes (24D865) 


KIND OF BLACK-AND-WHITE TV- 


MIRROR-SHARP! 


29 new models with less bulk, more sell in every set! 





Not just a face-lift! Not just one or two new features! RCA Victor pieture, sound and tuning, too. The features shown at the left are 
completely redesigns TV—inside and out—with major advances typical of dozens that can put more money in your pocket 

ou can easily sell. Everything’ s new—consoles, lowboys, table TV See your RCA Victor distributor soon. He can give you all the 
Flight-Line” portables, there’s even corner TV! help you need to make the Lean, Clean Line your profit line 


See how lean and clean TV can be! The cabinets are sleek 
ender. fit in beautifully where other TV couldn't go at all. They 


ive up to 56° floor space, fit close to wall. The old space-stealing 
bulge in back of the set is gone for good! | 2( ye 
There’s plenty of extra selling power in the new “Mirror-Sharp 4 . 


Al your service! 





ICTOR @) 
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Turn lookers into buyers with the compelling 
story of “Double-T Cooking” and Roper “Tem- 
Trol” 


heat control 


. today's finest automatic top burner 
Roper “Tem-Trol” is remarkably 
responsive, It provides thrilling new convenience, 
It assures unequalled performance. “Tem-Trol” 
is powerful, appealing a sure seller, Get the 


complete “Tem-Trol” story now! 


TIE IN WITH ROPER FOR 
THE Old Stove Round-Up 


) ~ eae a 








Newspaper Ads Radio Spots 


These and other Roper promo- 
tion aids will speed your selling, 





boost your profits, Use them! 
Direct Mail 


Send for Full Details 


Women Love /#... 
Sales Prove It! 
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FASTER, MORE PROFITABLE 
SELLING with “America’s Finest Gas Range” 


It’s Old Stove 
Round-Up 
Time! 


—— —_—_ 
DOUBLE 


With y COOKING 


Lem rol 


AUTOMATIC TOP BURNER HEAT CONTROL 


Gentlemen 


I want to tie in with Roper and the Old-Stove 


Round. ~ Rush me full details 


f N 
Individ 
Add 


EM 957 


AUTOMATIC TOP BURNER 
HEAT CONTROL 


SEPTEMBER, 
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WHIRLWIND WITH WASHERS 


STORY STARTS ON PAGE 76 


makes Rudtke describe his opera 
tion a flexible.” 

A few months back, for example 
when asked if he would swing to 
in all-out drive for kitchen busine 
he answered in the negative 

Hiow diversified can you get? 
he exclaimed then 

Recently he altered his stand 
He ties this reversal to his exper 
ience with laundry equipment 
iles 

“I’m finding that I can take 20 
colored washers in a car and sell 
them,” Rudtke says 


washer-dryer — sale ire made in 


“Many paired 
olor, while usually other dryer 
iles are made at a later date, when 
we follow up on a washer account. 
l’o me this means one thing. The 
ilvation of the appliance business 
may one day be the power of color 
to obsolete existing ippliance 

So Rudtke changed his mind and 
is going into kitchen moderniza 
tion. But for the present he con 
centrate 
tial repre ented bi 


on the immediate poten 
color-consciou 
washer prospect This limited ob 
jective approach also exploits still 


nother source of washer business 

vringers. Only three to five per 
ent of Patchogue Electric washer 
busi is in wringers, priced from 


$99 to $159. Yet Rudtke sees fit 


to go after these limited sales, giv 


ing wringer units equal prominence 
vith automatic in hi idewall 
ind in-store di play 

It all add up—mia ile in the 
UU rang iutomat n color 
vringers—all linked with personal 
ed dyvnami CTVICc¢ 

livery little bit helj is the 
vay he puts it loday you've got 


ction at once 
In Rudtke it accounts for 
his whirlwind washer sales of 1,500 


! 
i ycal old at a 


to push in v di 


car-and-a-half-a 


month pace Ind 





DO YOU KNOW HOW 
TO BUY A TRUCK? 


There is a right truck for the kind 
of work you have for it; there is 
also a very wrong one. It’s impor- 
tant to you to know how to choose. 
That’s why a truck expert tells you 
how in the OCTOBER ELECTRICAL 
MERCHANDISING 
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Finest for Overall Home Cleaning For Wall to Wall Carpeting and Rugs Best for Floor-to-Ceiling Cleaning 
TURBO JET 99 


UPRIGHT CLEANER .. . $79.95 DELUXE CANISTER 
with 5 attachments . . $79.95 Adapter and attachments extra with 5 attachments... $69.95 





You can sell every prospect with the Full Line! 


Show the full Universal line of four cleaners and name give you quick acceptance and easy sales, 
three twin-brush polishers and you can satisfy Sell the line that’s ‘ 
every customer on price and model preference. .»» UNIVERSAL, 
Top styling, top performance and a prestige 


‘maid-to-order” for profits 





GET YOUR ORDER IN NOW... 
CALL YOUR DISTRIBUTOR TODAY! 





} 
\ 
N LANDERS, FRAPY & CLARK, NEW BRITAIN, CONN. 


America’s Most Complete Line of Home Cleaning Equipment 


* 
: 
Mn, 


“aya 


Gleaming Floors atlow Cost Scrubs, Wakes, Polishes America’s Finest! 
BUDGET POLISHER DELUXE POLISHER 
for general polishing — $49.95 high speed brushes — $69.95. with 16” path — $129.50 


Quality at a Price 
HEAVY DUTY POLISHER BUDGET CANISTER 


with 5 attachments — $59.95 
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N . 
OPERATION ew General Electric 


BIG TICKET 





to get your full share of 





Realistic Big Ticket Plan, available through 
the help you need—from 


ODAY’S astonishing kitchen appliance market, with its 
heavy trend toward complete kitchens, is big, booming 
and begging for attention. 

Its surface has barely been scratched. 


Now Big Ticket comes up with a complete program of 
all-out assistance to let you capitalize on this opportunity. 
Now you can sell the most wanted line of complete kitchens 

practically on a shoestring. 





We're not asking you to swallow that whole. We want 
to tell you what you get on Big Ticket—from begirning 
to end. 

First of all: realistic financing. Big Ticket begins by giving 
you the most effective selling tool in the business—a spar- 
kling General Electric Display Kitchen—on credit terms 
available through General Electric Credit Corporation. 
For instance, for as little as 10% down, you may be able to 
put a display kitchen on your floor. That’s all the inventory 
you need. Your General Electric distributor supplies the 
units you sell as you sell them. 





How do you pay for these sold units? Under its Work-in- 

*rogress Plan, General Electric Crec y at ‘ 
For as little as $180.00—a 10% down payment — you may be able to put rogress Plan, General | lectric Credit Corporation will 
a G-E Display Kitchen like this on your floor. And that’s only the beginning. finance your total outlay for major appliances until your 


Read these pages and find out more! customer's kitchen is completed and accepted. 





You sell without inventory! Your General You sell the most preferred line in the busi You sell the most pre-sold appliances! 
Electric distributor supplies all appliances ness! Independent surveys prove General Wherever you look—or listen—there’s G-E 
as you need them. Electric ranks first with women Major Appliance advertising. 


PAGE 114 SEPTEMBER, 1957—ELECTRICAL MERCHANDISING 














sales plan helps you 


the rich, ripe kitchen market! 


your General Electric distributor, outlines all 


floor plans to finance plans! 










Now ... about customer financing: New General Electric 
Credit Corporation Kitchen Modernization Plan lets you 
sell for as low as 10% down with less than typical monthly 


car payments spread over not 1, not 3, but 5 full years. 
To help you handle installation 
that go with it— your General Electric distributor's factory- 
trained specialists will work day-by-day, step-by-step with 


and get the extra profits 


you on selecting and setting up a complete installation staff. 
That’s only the beginning. General Electric distributor ex- 
perts will be at your service to help plan your kitchen 
layouts, color schemes, decoration, design. They’ll make 
estimates, blueprints, supply color swatches, even give sug- 
gestions on painting and floor covering. 

If you wish, you can take advantage of a complete selec- 
tion of hard-selling mat ads, radio scripts, full-color promo- 
tion slides, and a full-length technicolor movie for use at 
women’s group meetings. 


And what a line of kitchens you'll sell! The General Electric 


Electric Display Kitchen. 


Electric distributor warehouse. 


agar WN 


Most pre-sold line in the business. 


YOU GET ALL THIS... AND MORE 


1 Delivered to you for as little as 10% down—a new General 


Liberal customer finance plans—up to 5 years. 


No inventory problems—you simply order from General 


Plans—plus color, flooring, painting suggestions. 


line is years ahead in style, completely integrated in color 
and design, packed with more sales features than any other 
line in the industry. 


Think it over. This market features a high margin profit 
picture. When you sell complete kitchens, you're not com- 
peting on a single-appliance price basis. You're dealing on 
a service basis in the sale of tatlored multi-appliance units, 
And the man who can supply the service in this new field 
is the man who can get the sale—and the whopping, multi- 
unit profit. 


The big beauty of Big Ticket is that it makes it possible 
for you to supply that service and still have time to do the 


sell. 
Add it up. This booming kitchen business can make a big 


job you do best 
difference in your career. Get in on the ground floor—now. 
or send in the 
coupon. General Electric Co., Home Bureau, Appliance 
Park, Louisville 1, Kentucky. 


See your General Electric distributor 


General Electric Company 
Home Bureau 
Appliance Park, Louisville 1 


Gentlemen: I want to know 


Name 


City 


Live Better... electrically 


GENERAL @@ ELECTRIC 


SEPTEMBER, 1957 
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, Ky. 


more 


about your new Big Ticket Plan. 
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| g( Dormeyer Silver Star 


All-Chrome DeLuxe Mixer 
~~ 
It mixes, it grinds, it slices, it shreds! Truly four distinct 
and different appliances in one—and offered at one unit 
price—no extra charge for individual units. Powerful 
electric grinder grinds meats, vegetables. Sandwich meats, 
cheeses, sliced readily and neatly with the Dormeyer 
slicer. Vegetables for salads; meat, fish or poultry for 
casserole dishes, shredded easily and quickly. Plus these 
famous Dormeyer extras — Magic-Mix Arm, detachable 
head for portable use, bowl-size indicator, automatic 
beater release, 10 full-powered speeds. An all-chrome mixer 
with two sparkling stainless steel mixing bowls—easy to 


keep clean. Model 4400 


New Dormeyer MixWell } 


A lot of mixer for the money 


‘Ten full-powered speeds, electric food grinder. Complete 
four-piece juicing attachment, two opal glass mixing bowls. 
You'll love the detachable, portable, mixing head, the 
automatic beater release that drops beaters out without 
messing fingers. ‘Two nickel-chrome beaters, bowl-size in 


Model 5100 


dicator 





Dormeyer Polisher-Scrubber 


Takes the hard work out of housework! 


Polishes and scrubs floors electrically! Now you can stand 
up to scrub, wax, and polish floors! The PS ends back-breaking dirty 
work — and is hundreds of times more efficient. Big double brushes 
move at 660 rpm —a child can guide the PS with one hand. You get 
the Dormeyer PS— plus two scrubbing brushes, two polishing brushes, 
and two felt buffing pads— all at one unit price. The PS is ideal 
for homes, small offices, beauty shops, stores, etc. Model 11 








New Dormeyer MMi Elec 


featuring the Dorma-Stat Contr« 


Amazing new Dorma-Stat Control plugs into socket in th 
you choose the temperature you want and regulate it fro 
on the Dorma-Stat. Then — when the cooking job is done « 
is unplugged—the whole unit can be immersed in dishwate 
Beautiful, gleaming forged aluminum. Handsome matching: 
minum. The new Fri-Way is an appliance you'll be proud t 





Dormeyer Polisher-Scrubber 


Takes the hard work out of housework! 


Polishes and scrubs floors electrically! Now you can stand 
up to scrub, wax, and polish floors! The PS ends back-breaking dirty 
work — and is hundreds of times more efficient. Big double brushes 
move at 660 rpm —a child can guide the PS with one hand. You get 
the Dormeyer PS— plus two scrubbing brushes, two polishing brushes, 
and two felt buffing pads— all at one unit price. The PS is ideal 
for homes, small offices, beauty shops, stores, etc. Model 11 


New Dormeyer “My E 


featuring the Dorma-Stat | 


Amazing new Dorma-Stat Control plugs into sock 
you choose the temperature you want and regula’ 
on the Dorma-Stat. Then — when the cooking job i 
is unplugged—the whole unit can be immersed in c 
Beautiful, gleaming forged aluminum. Handsome m: 
minum. The new Fri-Way is an appliance you'll be 





i Why Electric Skillet 


Dorma-Stat Control 


plugs into socket in the Fri-Way Skillet 

ant and regulate it from the control knob 
1e cooking job is done and the Dorma-Stat 
e immersed in dishwater for easy cleaning. 


n. Handsome matching cover of polished alu 


liance you'll be proud toown. Model 2O 











Dormeyer Grill-Well (family-sized electric griddle) 


...and it’s immersible, too! 


If you have a large family —or if you do a lot of entertaining — this new Dormeyer Grill -Well 
is just the ticket. It’s big enough to hold 15 good-sized hamburgers — over 215 square inches 
of cooking space. Made of bright-finished, cast aluminum. Sparkling aluminum cover with 
easy-to-adjust steam vent—optional. Heating unit is sealed in. Dorma-Stat Control governs 
temperature —and when removed, whole unit can be immersed in sink or dishpan for quick 
cleaning. Drainage channels, with reservoir to trap basting liquid. Just the thing for party 


fun or patio picnics. Model 9900 


Makers of: Electric Mixers, Electric Skillets, Coffee- 
Chicago 10, Illinois Makers, Hurri-Hot Electric-Cups, Deep Fryers, Toasters, 


4 
F 


Ae 


New Dormeyer Princess 


chrome mixer for kitchen beauty 


Grinds as well as mixes —to perfection! The beautiful new 
Dormeyer Princess, with an all-new, all-chrome mixing 
head —so smart and modern on your kitchen counter, so 
easy to keep clean. You get an electric food grinder, a 
mixer, complete juicing attachments—plus another big 
feature—the mixer head is detachable and portable for 
use anywhere in the kitchen. There are ten full-powered 
speeds, too —for the right speed for any mixing job. Auto 
matic beater release, two opal glass mixing bowls. 


Model 5700 


Dormeyer Portable }) 
Mixers with 9 full speeds! 


The only portable mixers made with nine full-powered 


speeds —do every job a big mixer does and give you the 
advantage of portability, too. Dormeys are lightweight 
easy to use easy to store only eight inches long! extra 
large beaters won't slow down in even the heaviest bat 
ters. Dormeys are available in Chrome ind in four other 
kitchen-matched colors: Turquoise, White, Pink and Yellow 


Model 9500 series. 









. 45 DORMEYERS! 
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; There's more —take 
! 

' 


a peek on next page! 


Dormeyer 








d 

Toaster 
Beautiful 24-carat gold plate gives an appearance of rich 
: ness and luxury to this fine Dormeyer ‘Toaster. Actually 
thinks for itself. Unique mechanism takes the temperature 
: and judges the moisture content of bread —then adjusts 


to deliver the kind of toast selected, light, dark, or golden 
brown. Extra wide wells for warming or toasting rusks, 
English muffins, waffles, etc. Hinged crumb tray for easy 
cleaning. Heat-resistant plastic handles and feet 


Model 6306 









Dormeyer 
Coffee-Maker 


A companion piece to the Golden Goddess Toaster. Sweep 









ing, modern design, with base and trim of rich 24-carat 
gold. Perfect Perk Selector delivers three kinds of coffee 

mild, medium or strong. Stainless steel —the finest metal 
available for making good coffee. Warm and Brew Se 
lector keeps coffee hot, or re-heats cold coffee without 










re-brewing. Special “jewel” signal light flashes on to tell 


you when coffee is ready. Model 22 














Dormeyer 
Coffee-Maker 


A companion prece to the ( rolden ( roddess ‘Toaster Sweep 
ing, modern design, with base and trim of rich 24-carat 
vold. Perfect Perk Selector delivers three kinds of coffee 

mild..medium or strong. Stainless steel —the finest metal 
available for making good coffee. Warm and Brew Se 
lector keeps coffee hot, or re heats cold coffee without 
re-brewing. Special “jewel” signal light flashes on to tell 


Model 22 


you when coffee is ready 





vy DORMEYERS! 





There’s more —take 
a peek on next page! 


«Dormeyer 


Toaster 


Beautiful 24-carat gold plate gives an appearance of rich 
ness and luxury to this fine Dormeyer ‘Toaster. Actually 
thinks for itself. Unique mechanism takes the temperature 
and judges the moisture content of bread —then adjusts 
to deliver the kind of toast selected, light, dark, or golden 
brown. Extra wide wells for warming or toasting rusks, 
English muffins, waffles, etc. Hinged crumb tray for easy 
cleaning. Heat-resistant plastic handles and feet. 


Model 6306 








There’s a Flex-Vent® Kit 





















































































MAJOR APPLIANCE SERVICE for every dryer model 
7 a . 
e STORY STARTS ON PAGE 88 and every possible installation 
With some models this job is a Show your customer how lint, heat and moisture 
“7 sel] little troublesome Take tim can be vented from his dryer easily and quickly 
enough, therefore, to do it well so with a Flex-Vent Kit. 
scales in f > ; that you will not have to start over 
, Intake valves rarely leak onto th 
/ ce Venice de aiid aeons ae Look at these features... 
the ads and , “- ih a a ee ee @ Gleaming white fiber glass ducting that is lightweight 
-_—-—-— a ™ Mo , Pee ea a ee flexible, easy to keep clean—matches all dryers. 
in your Store! from the pump or other drainin 
New ippurtenance we handled — lik 
r awl those for clothes washer Phi 
tail was fully covered in the No- | 
) vember, 1956, issue of ktecrrical 
| MERCHANDISIN¢ ij 
: Noise. In pit ot creen 
trainers, and other guards, som = 
thing from the load may find it 
way to the impeller and break it | 
PW And, quite obvious! my dam j 
vhich upsets the dynaniuc balan U j 
* f a high peed revolving part will WZ 
Scale Dis lq 1use the machine to vibrate when r 
it is running, You will not | i 
illed upon to renew the washin 
... Featuring “Miss Borg” impeller very often, however, fo 
who appears in n many models this part can b 
Fall National Ads domme ifter removal of nothing 
more than a thumbscrew. Hence 
the customer erself 1 nsnal 
conn . : oe . en a @ All-aluminum vent hoods 
—will not rust—are weath 
: Prove the Work erproof and foolproof 
In some cases you wall fin 
nvemience to conduct a! rl 
through certain parts of a le | @ Easy to install—by your serviceman or your custome! 
order to test repeatedly some aut 
matic function which has failed f @ Minimum of stock to fit all dryer models 
re pond evcl tinni uch as th 
tripping mechanism for the deter @ Accessories make any type of installation easy and 
nt cup, the opening mechanism practical, 
the like his can be done b 
hutting off the water and “fakin @ Filex-Vent is the only complete dryer venting line 
the control. Just be sure that yo available. 
do shut off the water, because son 
of the tripping adjustments ar @ Assure customer satisfaction. 
touchy as a mousetrap and i 
fool with them while the machu | = J oon 
A running with water im it you m (4, 
™ unintentionall trip th open . - [ S KK 
~ mechanism—and you'll wish 
7 brought your umbrella! 
= Finally, after you we a 
> erything respond 
2 live test through Aluminum Window Plates df 
* lete period of operat | é 
i — 
he ( DLE | 5) \ 3 Plastic Window Plates 
, Venting through windows is easy and makes a really neat 
; an job with transparent plastic window plates, aluminum 
| itd window plates, or adjustable window plates for temporary 
i ; , installations... all a part of the complete Flex-Vent line 
yours Val A f Offer your customers the best in by all leading dryer manufacturers 
with new deal by Y lp 7 | \caaay dryer venting equipment. Remem- For more information write us di 


\ W oa ber, it’s the one complete line for rect to Dept. 89, Flexible Tubing 


if all types of dryers that is approved Corporation, Guilford, Conn 
a — i 
rm Flex!ble Typing 


| KNOW WE CLOSE PROMPTLY AT 


The BIG name in bath scales SIX, MORRIS. BUT CORPORATION 
At your wholesaler now GUILFORD, CONNECTICUT © LOS ANGELES 64, CALIFORNIA 
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when there’s the real thing 
for easy sales — 


Fail to stock any one of these models and 


Go with the Leade: you'll lose approximately !/3 of your sales 
and make more sa!es 

... easier! 

Yes, you make a bigger share of 

the sales when you feature America’s 

finest coffeemaker line. For the 

Universal Coffeematic is: 

bad FIRST in customer acceptance 8-cup Chrome Coffematic 8-cup Chrome Coffeematic 10-cup Chrome Coffeematic 

© FIRST in features and design seat — a 

e FIRST in advertising support 
© FIRST in full line selection 


YOU LOSE !/3 OF SALES! 
YOU LOSE 1/3 OF SALES! 


Make Coffeematic, America’s Number 
¢ ‘O ee rt er. 1 ‘Ss i At) ( ! 
One Coffeemaker, first with you, too YOU LOSE 2/3 OF SALES! 
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5-cup Chrome or Copper 8-cup Chrome Coffematic 8-cup Chrome Coffeemotic 10-cup Chrome Coffeematic 10.cup Copper Coffeematic 
$19.95 $19.95 $26.95 $29.95 $32.95 


DOUBLE YOUR SALES WITH AMERICA’S FAVORITE COFFEEMAKER LINE 












USE THIS BIG BONUS PROFIT OFFER 


Get a 4460 Coffeematic for 2 Get two 4460 Coffeemat- 
* $10.00 and a FREE Xmas * ics for $10.00 each and 
Display when you buy any or a FREE Xmas Display with 
six Coffeematics. any twelve Coffeematics. 
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Best line ever, biggest year ever... for 





Superior in looks, superfine in performance, 
the Arvin line of transistor and 3-way portables 
leads easily in all it takes to catch attention and 
capture sales .. . One of the transistor sets and two’ 
of the 3-way portables feature the new Arvinyl-on- 
Aluminum case—non-breakable, scuff-proof, light- 


Arvin 


weight and sparkling with fresh beauty . . . The 
two pocket-size transistors offer the utmost in 
smart, compact convenience . . . The 7-transistor. 
set is the ultimate in distinguished appearance, 
. The 3-way portables com- 
bine the latest in dependability and superb styling. 


ultra-serviceability . . 





PORTABLE 
RADIOS 


em colalitiiolmey-1cMiiatel mice) Min Mol Ci miele 





free listening 
Thumb-knob tuning 
One long-life 9-volt 


s pink or 
< Model 8576 


TINY, TUBELESS AND TERRIFIC! 


Two pocket-size powerhouses for hands-free, care- 
Each weighs less than a pound. 


Automatic 
battery 


+ trol 
/ \ doubles as easel support. Earphone accessory 
\ extra. Unbreakable plastic cabinet. Model 9577 
“i W (left) 6 transistors, choice of ebony, Siamese 
< 


off white, 


with gold 


trim, 
right) 5 transistors, black or tur- | 









volume con- 


Pocket clip a 


/ 
$54.95*.\| 4 


6 LIFETIME TRANSISTORS — j 
IM A LIFETIME CASE 
Arvinyl-on-aluminum 
cabinet - 
vinyl laminated for life ~ : 
to lightweight, shatter- i at 
proof aluminum. Stays / : 
fresh, 






7 TRANSISTORS FOR MAXIMUM 
SENSITIVITY 


Serves as table model or 
portable, with reversible flip- 
switch dial, Printed wiring. 
Luggage-type cabinet in 
“ British tan or brown alli- 





gator. Batteries will last and last—one 
dealer operated this radio non-stop 
for 2380 hours! Model 9562, $79.95* 


£ 


/ 


: 


I 
WWI = 3 

AAW = * 
WANN 
NY 








is of textured 














ore recor an one 


unmarred, un R18) 


4 quoise, $44.95* 


* Portables priced less batteries; all prices suggested retail Zone 1. 








NEW! Arviny!l-on-alumi- 
num case of mar-proof gray 
tweed plastic over unbreak- 
able aluminum, Magne- 


tenna in handle. Tops in 
atyle. Model 8571, $31.95° 
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scarred, through years of use. 6 tran- 
sistors. Printed wiring. Off-white or 
tan, gold trim. Model 9574, $59.98* 


NEW! Fresh appeal for eye 
and ear! Luggage-type 
cabinet with leatherette 
cover in green or light tan. 
Shoulder-strap included. 
Model 8572, $39.95" 


NEW! Quality throughout. 
Lifetime Arvinyl cabinet in 
red or turquoise leather- 
ette, with gold trim. Mag- 
netenna in handle. Model 
8573, $34.95* 


The complete Arvin radio line 
also includes 4 clock models to 
retail from $29.95 to $44.95; 
4 table models, from $19.95 to 
$29.95; 2 twin speaker sets, 
$34.95 and $39.95; and an 8- 
tube AM/FM model at $69.95* 
. 
NATIONALLY ADVERTISED in full 
color—in leading mass-circulation 
maga zines. 
a 
Electronics and Appliances Division 
Arvin INDUSTRIES, Inc., 
Columbus, Indiana 


Arvin alse mekes Electric Heaters, 
Fans, Car Heaters, Ironing Tables, 





Leisure Furniture,"“Charky” Grills, 
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THE TUBE BUSINESS 


STORY STARTS ON PAGE 93 


Cpadl ite the m into pile 5 


tubes one after an 


“Do It Yourself’ Testers 
Now on the 


yourself tester 


tomer operate This one i 


1 “do it 


which the us 


market is 


widely 
favored for drug-stores, and hard- 
vare firm 

In metropolitan areas the tube 
busine omething that will al- 
without attention. All 
to the fact that the dis- 
men, teach the help what 
they need to know, check the stock, 
ind keep it adequate 

Out of the 
the dealer ha 
tube 


In the service end of the ap 


most run 
this is duc 
tributor 


metropolitan areas 
to take ot the 


; on his own shoulders 


more 
busine 
business, the 


pliance leading of 


fender is the tube used in radio, 
television and in hi-fi. About 80 
percent of the troubles of these 
ipphan ( ome from the tubes 

Retail prices average $32 to $34 
for a 17-inch ‘T'V picture tube, and 
>45 to $50 for a 2l-anch TV pi 
ture tube. Both carry a 25 percent 
discount to the dealer l\ ind 
radio tube ost the dealer around 
| each and he gets $2.50 to 

or better for them 

every tube has a code date on 
t which means that the manufa 
turer wall re pla ce it tree of harge 
dunn thi period if found de 
fective \ dealer guarantee of a 
tube is usually 90 da 

brank Mansfeld, research man 
fi Svivania Klectri Products, 
In believes the future of the tubs 


Pusan is bneht. By 1966. he esti 
mat there vill b A) sl ! 
«kets to be filled, of which 62 mil 


tub¢ 


| d 


n 1) ( ig 











ABOUT THAT AIR CONDITIONER 
YOU INSTALLED ITS RUNNING 
BUT | DON’T FEEL A THING! 


MERCHANDISING 














are YOu using , 
the right 
service ain 







if they’re not 


Factory 











Here’s why! Only Factory Specification Parts for 
RCA WHIRLPOOL appliances are made to exact original 
pecifications . . . to fit right and work right with the 
first call. They cut costly service call-backs that create 
customer dissatisfaction. They help you keep service cus- ; 
tomers happy and satisfied . . . they insure you full 

ervice profits. 


Factory Specification Parts for 


Protect yourself! Whenever the service job is on an 


RCA WHIRLPOOL, install only Factory Specification Parts. x 
Inferior parts may seem the same — but they can’t pro- APPLIANCES 
vide the same dependable, low cost service. Contact your 


RCA WHIRLPOOL distributor or A. P. J. A. jobber now. ‘ ° : , 
ne sg ong grag ellpot- meet the toughest specifications in the industry 


There is no substitute for quality . .. there is no sub- 
titute for a Factory Specification Part. *Tmk., 


i 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 
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Priced in the range most of your customers 


Poday’s biggest value in music is RCA Victor’s great new 2 speed “Victrola.” It’s 
entirely new—an automatie 15” that also play sone 331% rpm re ord automatically 
lhat means you can now offer customers the two speeds they want most, for little 
more than the price of a “45” alone 

Practical! As a “45,” the 2-speed “Victrola” plays up to 2 hours of “45” EP’s. 
Asa 33'5. it plays any LO. or 12-inch record, Your customer pays only for his favorite 
speeds—not for a speed he doesn’t use 

kasy to Opn rate virtually trouble-free! W orld’s most de pe ndable record ( hanger. 
‘Tone arm is feather-light to protect records. Deep, clear “Golden Throat” tone adds 
new brilliance to record 

Open a complete new market. S« ll the people who want both “45's” and 3314’s but 
who don’t want to pay for outdated or less popular speeds. Order 2 speed *Victrolas” 


from your RCA Victor distributor now. 





MEET THE MONEY-MATE 


Lowest priced 2-speed Low-priced with ‘Gold Extra-powerful 


attachment en Throat 


$32.95 


tone 


$44.95 49 95 


@ RCA VICTOR & 
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t] 10 THE — Ay 


New RCA Victor 2-speed ‘‘Victrolas” specifically wy eho to 


give your customers'the speeds phey want most—333 and * 
ky) 














Portable 2-speed ‘Victrola r. Mod JEDS1) $49.95. Extra-powert! ) ' { 1042) $54.95 


are ready to pay—$32.95 to $5 54.95 





Perry Como helps you sell! Offer 40 hits for $5 Mighty advertising program 
\ ir customers do to get in on this great offe 


sar tecthe— Por F Victrola.” Then. for j a ne helps pave the way to sales 





RCA Viet back your selling ef 
fort with a “powerhouse national 
campaign in publications like: Life 
Ke ae I Digest and Seventeen, TY 
and radio ae like: Monitor, The 
George Gobel Show, The Eddie 


Fisher Show. The Perry Como Shov 
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fe. bia 


hn ia 


OU COULDN'T’ 


MOVE" MORE... 


unless you 
gave em 


aoverTised i” 
a, 


LIFE 


thom J rams 
PULiy AVTOMATc 
TONCTMIE Blaney 


7 FROM 


= 19" 


ia RETAIL 


Crestwoo 


FULLY AUTOMATIC 


ELECTRIC BLANKETS | 


In Colorful ‘ 
SELF- 
SELLING, 
DISPLAY 
Storage 
Carton 


PRICED 
fe) Mite): 
BIG 
VOLUME 
SALES! 
FULL PROFIT 
MARK-UP! 


Only Northern— world's largest manufac- 

turers—can offer you the fantastic Crest- 
wood line—priced to outsell all competi- 
tion—WITHOUT DISCOUNTING—and 
still allow you your FULL PROFIT MARK-UP! 
Crestwood even has quality features not 
found in competing brands at higher 
prices. In all models, sizes and popular 
colors to retail from $19.95! Don't cut 

} your profits, sell Crestwood! 


AVAILABLE ONLY THROUGH 
YOUR DISTRIBUTOR 


~ ." 
* Guaranteed by 


Good Housekeeping 


NORTHERN ELECTRIC COMPANY, 5224 North Kedzie Avenue, Chicago 25. Illinois 


WORLD'SLARGEST MANUFACTURERS OF ELECTRIC BLANKETS AND HEATING PADS 
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MOISTURE MAKERS AT LIST 


out I] dial to the bh 

that it lacks far less humidit 
than the 10 or 45 it should ha 
Mr. Smith make irtually n il 
in the home. Prospects walk int 


the store instead 

on the doctors to tell 
hi istome! that the need 
moisture in their home ind th 
croup stor brings them in. He ha 
1 humidifier operating in the sto 
yup of five models about 
Mr. Smith thinks that 95 pe nt 
of hi ile ire on a health basi 
While he talks to hi ustomers t 


ind ! 


find out what they want, he 

| them a humidistat | \ 
hunidistat like 1 thermostat 
which means it in electric lock 


that turns the humidifier on and 
off like a thermostat turns the fu 
na off and on. The Smith tech 
to hitch the furnace model 


to the blower wiring and have the 


Tiiciti | 
two run together. Inasmuch as the 
eason falls in the winter month 
when the furnace is going, thi 
works out perfectly, he says. If he 
makes a permanent installation, it 
takes about three hours’ time to 
run up the water, and the custom 


pays accordingly 
Skokie Doesn't Rent 


While Skokie Electric gets it 
hare of the demand for rental 
models, it makes 
rental models cheat you out of a 
ile ivs Mr. Smith, and his cu 
tomers can afford to pay for them 

Over 20 years the store has a 


no rental Ih 


cumulated a list of users, but dox 
not send mail to them. Smith 
merely mentions their names te 


prospects. One installation will sell 
nother, says Mr. Smith, and he ha 
old as many a from 
one job. An occasional ad run in 
the local papel 
tors where these things can be ob 
tained, and that 1 


[he marketing 


ix humidifier 
reminds the do 


enough 
of humidifi 
peculiar, and the dealer must bu 


i number of months ahead. On 


STORY STARTS ON PAGE 96 


mOWwC!I Mr. Smith j 

ct percent for pre-season 

ng, but not ith humidifiers 

H invest ound $3,000 a vear 
in these device ind move iround 


+0 units a ir. He feels the season 
for Glencoe is from November 
to March 15 ( ( ! 
In St. Paul, Minn., General 1 
tric Supply Co. has had experience 
100d deal of succe in dl 
humidifier Id Rex 
r of the pe ialty ile 
dep rtment, agrees that installment 
ile ire small but thinks that 50 
ent of the humidifiers are sold 
for health and ) percent because 


of the damage heat do to tne 
furniture. It is a cold 


ind ! 
tributing 


ile Mahaye 


veather busi 


ri hie i\ Specialt tor do 
the best busine but humidifier 
ire irriecd by a number of types 


of outlets including drug. stores 


Purchases are usually made tn lots 
of six or more 

A good device will put 3 to 6 
gallons of water into the air per 
day. They 
moisture in the air that it drips 
from the windows, but the little 
ones usually are too small to be 
efhcient, and those that have to 
1 tea-kettle 
30 popular, ‘The humuidi 
fortunate in the fact that 


ibout 95 percent of today’s hous 


must not put so much 


have heat applied—like 
ire not 
her 1 
heating tems are hot forced air 
iffairs, which permit the humidifier 
to employ the vents to distribute 
about the 
family has a 


the moist air house 


Where the 


piano, they are natural pro pects de 


grand 


clare dealers, because pianos 1 
i lot of moisture in the au 
they are to stay in tune 

It thought that not over 100 


OOO humidifiers a year are sold, of 


quire 


which 75,000 are in the low priced 
drug store 
About 25 
is those made by Corn ind 
Walton move vearls it an average 
price of $60 to $100. Not mo 

them. [cr 


V IpOTIZ I ty pe ( ite POrT' 


000 big ticket unit uch 


than 5,000 dealers car 





MORE AND MORE... 


sideline products are becoming an important factor in the successful 


appliance dealer's profit picture 
they can be adapted to the 
radio-TV dealers will be 


Just what these products are and how 
needs of both urban and rural appliance 


covered in an upcoming issue of . 
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there’s an exclusive DIFFERENCE in dryers! 


corn 
: \ 
. J 
\ | 


you can DEMONSTRATE that difference! 


you can SELL that difference — not for *400... 
not for *300...butin the popular *200 price range! 
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MAY TAG HAS IT FOR YOU NOW 


SEPTEMBER 





Exclusive New MAYTAG 
































Special Plastic Dem. 
onstrator built by 
Maytag to show cus- 
tomers how ‘Halo of 
Heat’ Dryer operates 








WITH THE DIFFERENCE YOU CAN DEMONSTRATE... 


AY TAG 
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‘HALO OF HEAT” 





TOO HOT 
WERE 


Other dryers do this... 
Concentrated “hot spot” heat 
puts clothes in contact with heat 
up to 200°, Result: Overdrying 
is common 


GENTLE, 
EVEN HEAT 
SURROUNDS 

YOUR CLOTHES 


A gentle circle of heat 
surrounds clothes... 
fast-dries a full load in 26 
minutes at little more than 
body temperature! . 
ae 
New Maytag Dryer does this... 
Regular loads dry at 100° to 110 
Ends overdrying. Yet clothes dry 


fast, fluffy and with fewer wrin 


kles 





Exclusive Maytag high-speed, low-heat Dryer 


This amazing new Maytag will dry a full load of cot ture (100-110°). Clothes are then air-fluffed 3 min 


tons in 26 minutes at little more than body tempera utes more so they come out soft, cool to the touch 


NEN AIR FLUFF 
> ub 


Push this button for auto Exclusive Revolving Disc Lint Exclusive! Dryer Case Stays Special Air-Fluff Setting 


~ 














matic de-wrinkling'! Exclu Filter—pulls lint directly out Cool - Unique reverse air Fluffs and tumbies garments 
ve ‘Wash 'n Wear’ setting of dryer drum, filters 100% flow keeps dryer case cool in room-temperature air For 
takes care of modern heat of air flow. Snaps out for no insulation used in this pillows, Diankets, et 
ensitive fabrics and re easy cleaning dryer). Air in dryer changes 
ves wear wrinkles to save every 2 seconds 
ne 


Additional advantages include: Automatic Timer Control—up to 120 minutes + Automatic 
Safety Door—drum stops when door is opened + Push-Button Temperature Selectors—include 
Regular Drying, Air Fluff, and “Wash 'n Wear” Setting + 3-Way Venting—through back or 
either side. 4” exhaust duct permits vent runs up to 30 feet - Gas or Electric Models—electrics 
work on either 11 r 230-volt current gas models on City or LP Gas. 















GAS OR ELECTRIC 


DRYERS 
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Make *25.05 profit on this *46.50 investment... 





Buy the NEW Chromalox Micro-Pack | 
featuring the faster moving, faster installing 
Improved Microtube II 


Micro-Pack contains Easy to sell Microtube features: Micro-Pack services 98% of all ranges. 
¢ ‘Three 256-volt small units with adaptors ¢ Snaps in and out for easy washing... per- Carry in your truck . . . save trips, and 
¢ ‘Two 236-volt large units with adaptors mits range top to be cleared for cleaning sell additional units. (In addition to stand- 
¢ One new Chromalox rod oven unit e New deep porcelain reflector and name ard Micro-Pack items, special dual voltage 
¢ PLUS free display material—12" x 17° dise wash clean .. . heat cannot discolor Microtube and thermostatically-con- 
eye-catching plastic window display . e Slim flat Microtubes reach cooking tem- trolled Microtubes are available if desired. ) 
5" x 6" Chromalox window or door decals peratures in seconds . . . respond in- 
916" x 27'4" Chromalox Microtube ‘tantly to all types of switch changes 

four-color banners—with every order! give unsurpassed heat distribution .. . Get the full story. Write for the 

Cut service time, increase service profits add slim, trim beauty to old ranges. new Microtube II catalog today. 


with the new simplified Chromalox Micro 

tube LL. Simply press the adaptor ring into 
= 

place... make electrical connections . . . ¥ > re FY € IMIAL¢ > ¥ Electric Heat 

and heating unit snaps into adaptor ring 

instantly. Special snap-in, snap-out adap 


Edwin L. Wiegand Company 


and larger range openings to be fitted. 7525 Thomas Boulevard, Pittsburgh 8, Pennsyivania « CHurchill 2-6400 


tor clip design allows both slightly smaller 


63 


“ONE STOP GETS THEM ALL...SEE YOUR CHROMALOX DISTRIBUTOR" 


a, ZA 


IMMERSION WATER HEATER REPLACEMENTS—Chroma- 











OVEN ELEMENTS—The first electric baking element de lox 1s the only supplier that gives you Immersion type units 

signed, built and tested to beat replacement problen and thermostats for ALL domestic water heaters. There's 

Unit comes in two sizes to fit all regular and wide ovens a flange to fit all tank openings. Just two types—single or NEW WRAP-AROUND WATER HEATER ELEMENTS feature 
with terminal openings centered in back wall. Easily in double throw—thermostats do the entire job of replacing both terminals at one end, free floating terminal block, 
stalled —only pliers and screwdriver needed. Hinge assembly all types—immersion, clamped on, screw mounted. And spring loaded mounting for better contact. Witt Chromalox, 
with permanent electri i! ecti ; eliminates the old the same thermostats are upplied on most heaters as only seven standard heaters and four standard extensior 
prong type terminal block Original equipment straps fit all 14-16-18-20 and 22 inch tanks 
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’ 
RCA-Whirlpool Imperial Mark XII 
1958 Laundry Line 
Whirlpool Corp., 
St. Joseph, Mich 
Models: New ! nsists of 6 aut 
iat vash dr I i ind el 
t } isher ind ironer 
Selling Features: ‘lop-of-line Imperial 
| Mark XII was! dia t tt of mtrol 
| ane! i f-in inst tion DOOK; 
| ninated | it panel 
| feature h d itre f i 
tat d if tem] ture 
1 nd isl tim n i 
if t I shin 
t f ' fal uid ha 
i t i t a 
+4 d n 
; il 
i ! r f aacro viol 
n d tt 
SiiP t 
if ; it 
J d ' | 
t ) it 1 1 and 
dua a t 1 
{ 1-to-14 n 
r j +} " | 
Additional feature 
, j , fle ' 
Is-M ipa 1 
a ' 
| ‘ Te 
t i 
; r ted 
i ' a 
+ P d 
t i i 
| d i 
Imperial washer pink ‘ 
f ia t it fal it 
( k ; ++ + ba tal 
parat is! ish Vat 
temperatul innit Vat leve 
t id ta to load / iit | 
Gilt ' pushbutton per d 
+ hig! 1. wide, 254 in. deey 
Supreme i temp vash wate 
ti } iit vate itre 





ELECTRICAL 


APPLIANCE 


NEW PRODUCT 
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illumimated top and mits entrally located from lhicat 


| wal 
vanel; built into timer control; fabri ne; hghted with new twin-type show 
time cycle guide; guide-lit pointer ise lights; panel houses controls for 
ws cycle progr automatic push Chromalox clements, oven clock for 
tton door release; safety door shut iutomati ooking; bake and broil in 


pin y le 


white 


ff during signal sounds at 


baked 


tat: top 


dicator lights and oven thermo 


le end enamel with lel ha 


mo black and white contrasting 
porcelain top; 42 in. high, 29 in pancl 
vide and 254 in. deep Other features include Tappan con 
Seventy washer has 10 |b pacity, ex-heat en: waist-high Clean Ou h 
election of 2-wash water temperature broiler grill with aluminum pan and 
illuminated timer control with delicate lotted grill, new rod-type oven and 
fabri time cycle guide; built-in lint broiler units; large storage drawer on 
filter, signal sounds at end of wash nylon rollers; flush-to-wall design fit 
le optional Suds-Miser; 424 in ilt-in kitchens 
high, 29 in. wide Seventy dryer 
natches Seventy washer; takes 20 Ib 
vet clothes; 5 settings: hot, medium 
delicate, low and air—for every fabri 
in normal and wash-'n-wear cycle 


int screen at cabinet top; front loading 














door, pushbutton-operated; automati 
ill huts off heat and tumble when 
opened; illuminated timer control 
lates drying time 
Deluxe 20 washer #4 in. wid 
ia II ipacity built-in lint filter; 
temperature wash vate! elechion 
delicate tabi tin ycle guide flexi 
le vhit baked enamel abi Kelvinator top washer and dryer WAH.-10 
ond DEH-10. Inset shows Filter-Fountain 
t; availal vith caster 26 in. high 
1? in. deep. Another space-save KELVINATOR 1958 Laundry 
1 ( +4 on wide lb ipa Line 
t delicate fabr finn ycle guid Kelvinator Div., 
tional caster lectible wash cycl American Motors Corp, 
witomatic fill regardless of water pr Detroit, 32, Mich 
Matching Deluxe dryer in ga Models: Kelvinator 19 laundry lin 
t re mobil 1S¢ electri includes 6 washer + dryer elects 
it mn utiet; timer control or gas, that can be mnbined to mak 
id p te hie drving; 16 |b 6 matched pair 
t capacity; heat and tumbling auto Selling Features: Redesigned line with 
tica opened builtin” look square corner constru 
tion and uniform washer and dryer 
ibinet idths of mn vith 6-1n 
tertop height ma | istalled 
! et i) 
Washer features include ‘Ma 
M t ( mid pre Db bet 
i ishing begin mn all 19 
' Fountain sutomat 
’ ’ t ‘ iV hint hilt is! 
d ite ( ind over $0 it 
f mnot fi ilated i 
| d | ich 
i letergent Suds Bach d 
i i vat it t 
t can be pumped back 
i t i detergent ind hot 
Tappan Deluxe Range . . 
it ish temperature ivallable 
TAPPAN ELECTRIC RANGES pAberinyhesAersdeslapde,» aperis 
pa ite and mplete vash and p 
Tappan Stove Co., wecds—high for la norma 
Mansfield, O d the low for light ) and 
Device: Tappan 36 in lap-O-Mati d ite fabn nse temperature 
lectric range seri iot d; all models have 9 Ib. drt 
Selling Features: Divided top; deluxe ipacity and a available in pinb 
odel ‘Tap-O-Matic instrument panel ow, turquoise or white 
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ANNA A, NOONE 


New Products Editor 






Dryer features include low tempera 
ture wrinkle-free drying with main 
ool off for syntheti vash-and-weat 
uits et “fluff-drying that fluff 
lothes by tumbling without heat 
uper-fast for drying family-size load 
in same time as wash load; econom: 
light that glows whenever heating unit 

off; intenor floodlight ife do 
sutomatically shuts off when door 
opened and restarts when losed; all 
models hold 1 lb wet loth i 
manufactured im pink, yellow tur 


le ha il automat feature 
panoram ontrol panel easy to read 
hh it glance wh phrase vasl 
le; fluorescent light behind panel 
double porcelain tul ibinet top 
1c ind front) porcelam — finished 
WAILI vasher and matching dt 
Dre lectr md DG i 
ivailabl di ha t 
tin from t | ruins the 
in ( ti pped t horten o1 ten 
period; wrinkle-free drying 
WAIL9 washer ha les fe 
il wid finn fal timer if 
na fopp d to kiy if 
then horten “wilt 
tan louble tul Mat 
DRIES and DGILY dr hia 
iitomats timer ontrol dial from 
t TTL fluff dryin ritih 
f dryin vasher and dryer tha 
mach ud light. DEH.9O and DG 
match WALLY and WAIL ashicr 
WAIL6 popular pi isher ha 
la md tine tabn 1 halt 
itam)=ohot of im =wasl ite 
ti mitomatical determine rinse 
it tcmperatiul p lain fin 
al | t pro lain ishier te p 
WAILS washer ha 
i md ! ifer t id | itu nit 
f hot i ish i 
ck unfinished tul 
DEH-S and DGH-S elect 
d ha format tin 
f ' 1: heat 
| mid off f per dryin 
if tl d mal 
\H md WAH i 
WAIHL2 washer tah 11 fi 
f ish ncludin Ma 
Minut | | ntrol dial f 
ivi ish Vater f ion 
WAIHL-1 washer lia fini 
; ash action: automat 
tin ont permits partial loae 
Db ind JOGH-1 matching dr 
i tim trol for to | "W 
t ed high volume mm air i 
it le on and off ncea 
nt trap and hausts f “uh 


white 


lop of line washer model WAIL 10 
































41% of the people 





in air-conditioned homes read 


F YOU WANT TO SELL a sound night's slee ptoa 
| hardworking male, or a cool day’s work to a 
housewife, you can reach more of them in Reader's 
Dige st than many other Mmapazine over 32 million 
Ame ricans every month And now a major market 
study shows why the Digest’s ale rt, we I informed 
audience offers a unique advertising opportunity 


to manufacturers in this held 


Although the Digest reaches more owners of au 


conditioners than any other magazine, it also 


reaches 28 million people who do not yet have 


all conditions d home s 


Why are they such good prospects! Because the 


SEPTEMBER, 


Reader’s Digest reaches more owners of air conditioners—more 
purchasers of electrical appliances 





than any other magazine 


Digest reaches 37% of all Americans who enjoy 


family incomes of $7,000 or over— people who own 


one-third of all electrical apphances and can afford 


to buy more 


Advertising in Reader’s Digest has 
168 million opportunities to be 
seen in a single issue. 


Here is why: this new study shows that each reader 
turns to his copy on 5.3 different days. With 32 
million readers, this gives a total of 168 million 
“reading days” . 168 million opportunities for 


your message to be seen, to be re ad, and to “sell.” 


In opportunities to sell, the Digest leads all 
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Digest readers are open to new ideas ind can 
ittord to invest in new products I he provide the 
largest magazine audience available tor aw condi 


tioner ind other lectrical ippl mces 


America’s favorite magazine 


othe magazines studied by more than three ro one 


Audience and readership reflect the Digest’s 
greatest powel the faith of its read rs More people 
read this magazine and turn to it more often 

because people have faith in what they find here 


And faith leads to action 


That is why advertisers spent 63% more in 
Reader’s Digest in the first six months of 
1957 than in the same months of 1956. 


Selling opportunities meant sales for Lennox 


Here is what Mr. J. R. Merrill, advertising and 
production manage! ot Lennox Industries had to 
say about air-conditioner advertising in the Digest 
‘The impact was instantaneous. We are convinced 
that the Digest produces impressive results because 
people turn to it in a thoughtful, reading mood.” 


*Data from: “A tud ot 
Alfred Politz Research, Inc 


even Publications” conducted b 
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Now you can take advantage of the Digest’s unusual 
new opportunith ivatlable at a surprisingly low cost 
per thousand readers, Call us for an analysis of the 
Digest’s coverage of your market in the | and 
around the world. In New York, call MUrray Hill 
$-7000; in Chicago, WHitehall 4-2544; in Detroit, 
I Rinity 9600; in Los Angeles, OLive 3-0380; in 
San Francisco, k Xbrook 2-3057. Or write to: Reader's 


Digest, 230 Park Ave., New York 17, N. ¥ 








People have faith in 


eaders Digest 


America’s largest magazine circulation— 


Over 11 million copies sold every month 





introducing... 
the 
> Cat itale 


new line 





<n 


\(-Yqsate rd feta 4 





eu aVetas 


styled and priced to sell on sight 





wide-awake look! 


1draham 
rs, 


Makers of fine clocks since 1831 











INGRAHAM GLOBE ———— 


Electric alarm. Bone white plastic case with wrap-around 
crystal. Plain blue and white dial or luminous dial in midnight 
blue. 3%” high, 4%” wide 


NA8SOI Globe tetail $5.95 
N A809 Globe, luminous Retail $6.95 


INGRAHAM FLAIR 


Electric alarm. Unique in 
vept metallic textured 
dial with clear crystal 
Ivory-color case with gold 


en-color dial. Decorator 





vray case with silvertone 


olor dial. 4” high, 5” wide 


BAGO] Flair, ivory case 
Retail $6.98 INGRAHAM CUSTOM 
BA600 Flair, gray case 


Chime bell alarm. Solid brass case, 
Retail $6.98 


brushed satin finish. Raised brass 
numerals, polished brass spear 
hands. Gift packed. 54%” high, 3%” 
wide 


NA805 Custom . Retail $14.95 


INGRAHAM 
PRINCESS 


Electric alarm. Delicately ribbed, 
easy-to-read swept-back dial with 
transparent flared crystal. Case 
tapers smartly and comes in pink 
and blue morning glory colors, o1 
alabaster. 3%” high, 44%” wide 


BA605 Princess, blue case 
Retail $4.98 
BA606 Princess, alabaster case 
Retail $5.48 
BA607 Princess, pink case, luminous 
Retail $5.98 
BA604 Princess, alabaster case 
luminous Retail $6.48 





INGRAHAM REGENT 


Electric alarm. Textured golden 
color front. Dove gray Case ind dial 
vith dark blue numerals. Tan case 
vith matching numerals on ind INGRAHAM EMPRESS 
color dial »%4 } rh 5 . . . . 
Electric alarm. Elegant tapering oval 
BA608 Regent, gray case design. Classic Roman numerals and 
Retail $7.98 zolden-color minute markings. Alabaster- ;, 
34609 Regent. tar - vangetinsgiale ng 8 erp eo Retail $9.50 
BA609 Regent, tan case color case with dial that simulates a pool — 
we ; ; BA603 Empress, pink case 
Retail $7.98 of liquid gold and bronze. Marbleized Retail $9.50 
rose quartz case with delicate pink and a yor 
snow white dial. 3%” high, 6” wide. 


BA602 Empress, alabaster case 


INGRAHAM RIO 


Electric ilarm. Pink or ivory-colo1 
Lustrex case. White dial with Arabi 
numerals on a light gray pane led 
background. Also available with 
charcoal-color dial and luminous 


Pitlinie ral Oh a bac kground pare led 


in contrasting shades of gray. 3% 


high > wide 





NA702 Rio pink cast 
tetail $3.98 
NA7O02A Rio, ivory case 
tetail $3.98 
NA703 Rio, pink case, luminous 
Retail $4.98 
NA703A Rio, ivory case, luminous 
tetail $4.95 





All prices plus taxes All prices and specifications subject to change 


Lf INGRAHAM 
eT) CALENDAR 
ds 
Electric wall clock that tells the 
INGRAHAM MURAL day of the week at a glance 
Unique, keystone-shaped case in 
Electric kitchen wall clock Vi flame red with red or white dial 
case with concave frame. Poppy Also, azure blue case with match 
red and white dial or apple green ing dial. 6” high, 74%” wide 
and white dial. 7%" high,6%4” v 


NT724 Mural, red dial 
Retail $5.95 1723 Calendar, red case, red dial Retail $8.94 
NT725 Mural, green dial IT Calendar, red case, white dial Retail $8.98 


Retail $5.98 1726 Calendar, blue case, blue dial Retail $8.98 





INGRAHAM MODERNE Electric wall clock. Tomato red case, chrome 
dial with red center, white hands and numerals, black sweep second 
hand. Warm charcoal gray case, copper dial with soft yellow center 
black hands, white numerals, red sweep second hand 


NT730 Moderne, chrome dial . Retail $6.98 
'T731 Moderne, copper dial Retail $6.98 





INGRAHAM : 
WAFER 


Electric kitchen wall clock 
Durable metal case finished 
in chrome or copper 
Chrome case has either 
vhite or juniper green dial 
Copper case has sherry 
color dial. 7” case, 5” dial 


74 Wafer, chrome case, white dial Retail $4.98 
9 Wafer, chrome case, green dial Retail $4.98 
Wafer, copper case, sherry dial . . Retail $4.98 


ae? 
A fy 
wegen z 


INGRAHAM MODE Electric kitchen wall clock. Bone white case. Dial 


in white, red, yellow, turquoise. 6” diameter 


NT704 Mode, white dial Retail $3.98 
NT704A Mode, red dial Retail $3.98 
NT704B Mode, yellow dial Retail $3.98 
NT704C Mode, turquoise dial . Retail $3.98 


Ingraham Synchro-dyne Motor 


Ingrahan fresh new look in electric clocks was made possible 
by this extremely compact power unit It untied the designer 
hands and enabled him to come up Ww ith case design Hnpo ible 
vith the bulb motors of the past case designs that only 


Ingvrahan in produce 


Deen building preci ion electric timing device for 
twenty-five cul for military, industrial and major appliance ip 
plic itions with the most exacting pecification Phis new Synchro 
lyne motor is the result of a thirty-million motor experience. It 
lower speed (400 rpm instead of the usual 3600 rpm) mean 
longer life and super-silent operation. Its patented Burghott rotor 
means more dependable performance. And its Ingraloy bearing 


il silicone lubrication assure whisper quietness 


All prices plus taxes All prices and specifications subject to change 


THE E. INGRAHAM COMPANY «+ BRISTOL, CONNECTICUT 
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Frigidaire t | erial washer and dryer 


FRIGIDAIRE 1958 Laundry Line 


Frigidaire Div 
General Motors Corp 
Dayton, 1, Ohio 


Model | i " 
Selling Features Wash includ 

( t | odels WCI-58 and 
WCII i WI Imperial with 
{ it t vash mechanism 


1) od WDP-58 and WD 
vashing units; and 
t d WS.-58 Super 

Ultra-Clean rub-free live-water 
ict | in Clothes; agitator 
iergized water cul 

ntly, opening 


ing out deep 


and scum are 





Frigidaire underwater dispenser 


Underwater dispenser makes it pos 


t tint the sutomatically by 

ing Dp ymount of tinting ma 

teria ito removable tint or bleach 
ip in agitator top, coloring is auto 
matically leased by underwater di 

penser Dispenser ilso— distributes 
detergent, bleach, fabri ofteners un 


derwater automatically 
Built-in ‘‘sudsWater saver” operat 


iutomatically at turn of dial; washer 


tore uds' Vater in own bulkhead 
container! permitting re -1S¢ without 
need of separate tub. Features high 
pin-drying vater extraction 
I odels hav i and “‘) 
nal load e—on “small” load, the 
i ind spin-d 1 | I 
4 tin + and 
' ' nent 
f ‘ , f 
‘ | , ‘ 
l t | i 
i ] iated ¢t 
1 md licat tt 
t i j i 
id 
) j ( j k 





Custom Imperial DC] { 
i DCI. 
ited that 
' f , f 1) 
' it ' | 
; ; " it ++ +} ; ; 
i 
dial | i , | 
if md heat tra 
it it and ' ' 
' tin pl mbin ' pe 
‘ ifet witomatica 
t ad hen d ned 


Other dryers include Impernal DI 
1) DDP ind Deluxe DD 


ii W l 1 int trap 
Ultra-Clean vasher ind hal 
Mast d ne im ft } 
| i vell a viiite pink cha il 
Many model porcelain im de and t 
Prices Washer from } if 
WS t $389.95 f WCIR 
f ( f 11) t 
! th 4 t I | i 
. ee 
? 


» | 
J 
. 

\ 








Toastmaster coffeemaker No. 5D! 


TOASTMASTER Coffeemaker 


Toastmaster Div., 

McGraw-Edison Co, 

Elgin, ill 

Device loastmaster coffeemaker Ne 
1] 

Selling Features; Dual heating ele 
ments with dual thermostatic control 
percolator element 450 watts, auxiliary 
clement 0 watts; Flavor Dome and 
preader plate give even distribution 
of water over coffee for maximum 
flavor extraction; stainless steel “geyser 
action”” pump starts almost immedi 
ately to provide more water faster; 
flavor control at front for selecting mild 
t trong offec pilot light hown 


flee is bre ved re id t drink; 


lila ntrol shuts off percolation re 
f wanted extraction f bitt 
od ingredient 1UXINAT clement 
, otter hot with t T¢ ? TKI i 
ng as desired; makes from to | 
ps; no-drip stainl teel spout; bal 
anced handle up mark inside pot 


rome plated copper bod 


Price be i 
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Mitchell Ultra-Thin air conditioner 


MITCHELL Reversed Cycle 
Heat Pump Conditioners 


Mitchell Mfg. Co 

Div. Cory Corp., 

3200 W. Peterson Ave 
Chicago, Ill 


Device | i ri of reversed 


heat pump ul onditioner 


in Advan Roto-Cone and Ultra-thin 


Selling Features New] developed 
tantancotr TEVCTS vol vitch as 
imt of ithr dial; available in j 
14 and hey ill model 
fea typ le i] 
a nditioner to be el 
i itched from heat to on 
RC] Advan nodel in 4 hy 
it b 2a olts and pro 
| ( Btu/hr. heatin KC.] 
i I-h.p ut operat ou 
t t heat KC-] 
\ i i ad perat ou 
| Bry Re Rot 
( i KK | l-h Rot 
( md KC-4 Ultra-thin 3 h 
i t i Il ! e¢ 
{ ' ' ' | ) 


ao 


Speed Queen Royal Pair washer and dryer 


SPEED QUEEN Laundry Line 


Speed Queen Div, 
McGraw-Edison Co., 


Ripon, Wis 
Models Speed-Queen 195% Golden 
Anniversary’ washer and dryer line in 
des Koyal Pair top-of-line model 
Selling Features: Royal Pair A- 
J I ! ' faim t ti t } hy te 
i! d ibinet; pe la toy ld 
t d minated ntrol pane 
tion of hot, warm ¢ old wasl 
t iso Of Warm Or Cold rinse water 
iut if rinse conditioner take pow 
d 0 id id bleach, bl ung or softener 
vash-n-wear witch automatically 


liminat ' ‘ | t 
} } 
built-in sud iN floats awa t, dirt 


ind 1 nto drain then start 


TANT 


Royal Pair dryer 


~ 


\ i ca ta 
ly 
af ifet t it 
p dal t ! All 
horten i int I 
vit is] i t i 
hig! heat I i 
d i I ipacit } 
hp mot i it iT 
tion ent located | Hat i 
Other models in’ lin mich \ 
Hew duty automat vasher 
md | va drvet N Le 
md Ne 141 i iso a Delu 
vasher No. 9} 





Sequoiu built-in central cleaning syster 


SEQUOIA Central 
Vacuum System 


Sequoia Vacuum Systems, 
190 Brittan Ave., 
San Carlos, Calif 
Device: Sequoia Bilt-in central vacuum 
cleaning system for home 
Selling Features: User merely slides a 
21 ft. vinyl plastic hose into a wall or 
floor inlet to clean house; a tank type 
receptacle, usually located in garage, 
connects to various inlets (one inlet 
serves approximately 500 sq, ft; dirt, 
dust, pollen are sucked completely out 
of house; other features include | 
stroke cleaning action; flat nozzle with 
hinge action to stay flat on floor, no 
nozzle tilt up to lose suction, clearance 
under low furniture 

Deluxe model for 3000 q. ft. and 
over has 14 h.p. motor (1060 watt 
operating from 110 volts a.c. d.c. heay 


duty, multi-stage turbine motor fan 


120 cfm; dirt receptacle has | il 
max ipacit Dag Keep uction up to 
full capacit resists soot, alkalic rot 
mad mad fit resistant; no 
if ! sist i a t 
te in i nig I 
i ft truded igth 
Ke ‘ node ! hom thi 
than ft has 7 | | t ith 
) rin; dirt pta pe 1 i 
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The word is out... 


ADMIRAL IS 


dxciting New Models! All new from front to back... 





top to bottom ...inside and out with 
features you can demonstrate and sell. 


Not just a face lifting but a whole new face and “body.” 
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Two-Way New Look! Admiral — unlike 
competition—did not stop with the slim loo/ 


as a new TV feature! Admiral is the one and 
only ‘TV line that is completely re-styled. It 
takes full advantage of the flush-to-the-wall 
styling made possible by Admiral’s new 
shorter 110° picture tube. Exclusively 
Admiral, too, is the Golden Picture Frame 
styling with Straight Line Tuning Panel! 










BaP eE SS, 


Son-r Dual Remote Control! The first 
and only remote control unit that oper- 
ates both TV and Hi-Fi! Son-r turns on 
the phono...selects volume...rejects 
records... turns it off! Son-r turns on the _ 
TV...selects volume...changes chan- 
nels...turns it off! Son-r turns on the — 
radio...selects volume..,turns it off! 


Call your Admiral Distributor now and get the facts! 


Admira 
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HOOVER Steam-Dry Irons 


The Hoover Co 


North Canton, Ohi 


Model } 


Sellin beature ; 


(WML 


' 
' 


— 
—_ 
—_ 
— 
— 
— 
— 
— 

— 

=— 

— 

— 
-— 
a 

— 
a 
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FRESH’ND-AIRE Heaters 


Fresh'nd-Aire Div 
Cory Corp 

1200 W. Peterson Ave 
Chicago, 54, tl 





j . f ; 
I aw priced mode | 
{ 
7 
' 
{ { 
if 
Humidifier 
{ 
Price | | 
7 ~ - 





THERMADOR Oven 


Thermador Electrical Mfg. Co., 
5119 District Bivd 

Los Angeles, 22, Calif 

Device: Bilt | 


TSO) sta IPQ) 


Selling leatures bat tandar 





f irberwoare 


FARBERWARE Appliances 


5S. W. Farber 
415 Bruckner 


Inc 


Bivd 





1st-Ryte roaster 


NESCO Roasters 


Nesco Industries Inc 
Knapp-Monarch Co., 
St. Lowis, 16, Mo 


New York, 54, N. Y 


Models: | 


Selling beat 


“re. 





Models: Roast-Ryt 1) Ik t 
a Ryt ist 
quart saucepar 
Selling Features Koast-Kyt teat 
' ' F P . 
j 4 if t iil ‘ 
' i i 
ih 
| 
f 
i f 
I i 
| + ; 
] 
i i 
Price a | t +4 
| 
} 





NESCO Rotisserie-Broiler 


\ tilit Nesco Industries Inc., 
Knapp-Monarch Co., 
St. Louis, 16, Mo 


Nlodel \ 





Selling leatures 









SS | 


MORE than just another line of batteries 


6 90 lip 
» (© = 0) hi : 
' Le Z 
«4 = 
be J 





Mallory 


Mercury Batteries 
‘ > coee for 


MITTBRY 
‘ Mercury 


bercary 


sash 











Pocket-size miniature transistor radios are a fast-growing item in the appliance 
business today. And one of the scientific marvels that helped to make them 
possible is the amazingly small but powerful Mercury Battery, pioneered and 
perfected by Mallory. It’s the battery that has led the parade of miniaturization 
... the battery that is the ideal partner of transistor 


For lasting satisfaction to your customers, be sure to equip each new transistor 
portable that you sell with Mallory Mercury Batteries. Recommend them with 















confidence, too, whenever you sell replacement batteries. For they are the only 
battery that give longest life, steadiest power and lowest cost per hour in the new 
miniature radios, and in new pocket-size tape and wire recorder 


a Mallory 


e 


~ Zinc-Carbon Batteries 
b for vacuum 
; tube portables 


As companions to Mallory Mercury Batteries, Mallory makes a full line 


7 f Zine-Carbo jatterie unequallec or service and depend: \ 
) in rbon Batteri neq 1 for rvice and dependabilit Mallory Battery Company 


A Division of 


embodying more than 35 years of dry cell engineering and manufacturing 

experience. A complete range of sizes and voltages is available for 
vacuum tube port ible radio ind for fla h ight 

PR.MALLORY @&CO inc 

See Your Distributor for information, prices and prompt deliv- 


, 


ery on the ‘Twin Line of Mallory Mercury Batteries and Mallor 
Zine Carbon Batterie If your distributor doe not car the 
Twin Line of Mallory Batteries, write or call Mallory today for 


f . MALLORY & CO., inc., INDIANAPOLIS 6, INDIANA 
the name of the Maliory Distributor nearest to you. 
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Swing-A-Way can opener 





SWING-A-WAY Can Opener- 
Knife Sharpener 





































Swing-A-Way Co 
1428 Beck Ave, 
St. Louis, Mo 


Device wil Vi i 
opener knit i 


Selling Features: Autormiatical hut 


off hen hid ! t hold 
magnetically: lea th ed knife 
harpenes ited ft wd i 
feet hiate t | d 
Price 

’ 





| tmaster room heater N 9A-1 


TOASTMASTER Heaters 


Toastmaster Div 
McGraw-Edison Co 
Elgin, tl 


Device 
md YAI 
Selling Features: lista 


] 


rod flood I Gia ' 

tch is turned on t 

! open | ! ih 
il nnd 1 p t n 
heat is radiated in ‘ i 
flectors slotted to permit f {] 
i irculated t 

fan; a drawn im at tt 

i wound reflect 4 

ts; thermostat in tt " tream 
Both mod ha t ifet 
ifcn iti i i 

N \l, ha i i 

that | p for easy ca 
wk wh t ' ' 

la ! ft 1; availa 

mad | itt i 

t4 é I 

Ni BK feat t 
al 1320 watt } it ty 

Both model ik 
namel hell-be ig t J nd 
hand! 
Price N A] . N BI 










’ 
» dutch over ™ 
Cory ‘‘Party-Perc’’ No. DDP 
LASKO Dutch Oven 
CORY Percolators 
Lasko Metal Products Inc., 
West Chester, Pa Cory Corp., 
D heat 3200 W. Peterson Ave., 
ores? Sa © Chicago, 45, Ill 
Selling Features: Hold it Devinn ¢ er Party Pe: 
i and a ! tf aluminum it DP CBI 
hand ma tect ! no-settin 
‘ : . f Selling Feature Party 1 lator 
sti spe DDP in chrome and CBP in polish 
it ! iT thia 
| ) t i t l 
j it ¢ t i d t rr . 
, ; ipa t i iitoma 
i ‘ ngea 
MI . th mode hia kin 
Jia i ! Kilict i 
t r of d int ( md on 
riddl " i 
1 ' vt if fl, tor ‘ 
b { | 
| ; d 
i 
; tu 
t 1 





4 — A> 


hs —s 





Le a 


ee = ee nee 


Westinghouse king size blanket 


WESTINGHOUSE Blanket 


Westinghouse Electric Corp., 
Mansfield, O 


Device \\ tin J i 
it mket f | 
Selling beature 1) wd f 
i | | t I 
t a wed | | ( > E portable heater No. H-4 
a i i 
I; actua t is { twin-l G-E Heater 
inh yD ad ft t fun 
| General Electric Co., 
t Ns a init; ca 1 la Housewares & Radio Receiver Div, 
hen ZIP] | wh half 1 1285 Boston Ave., 
it : it nd dsid nt Bridgeport, Conn 


iver tor cl ti varmth ca Model (;-] morta if Il 4 


f bed. Fal n all West Selling Features Wa 1 
del blanket lave thick ifra-red clement that « not 
= than ? nod iN 1; special hidd Vall behind sta 
! i i iT mal tt ' | ‘ 
f and a ! i " patt i , 
. ist ratel KK direct a tream 
bind move heat equal! i} irt 
Lan isist r ( ' ment \ part of 
t } Kin lout d th « i hi heat t 1 ' d it 
ontrol doul vith 1 ont ' thern rT ' t-in fa 
twin with gl ntrol and tip-o1 t rut icat 
th single dual it ff if a lenta ; ‘ } 
Prices: Kings) $69.95: oth ind | wn fi 
gin at >i for t ‘ he ( tuck-awa vand 
t Price | 


> 4 t hifomiatl i ict idle guard 
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Schick ‘‘Powershaver 


SCHICK Shaver 


Schick Inc., 
Lancaster, Pa, 


Device: Shick | la 
Selling Features: “N f itact head; 
reased havi ta tin 
L1Sk tid iwranged ind 
ined to pop | mit 
f | havin t i 
t hia 


Oriental’’ Lady Schick in hatbox 


I'wo Lady Schick sha for women, 
()riental and Sophi ticat om pack 
ived in miniature hatbe 
Price: Powershavy 29 





Royal-Matic coffeemaker No. 20954 


ROYAL-MATIC Coffeemaker 


Robeson Rochester Corp., 
46 Sager Dr., 
Rochester, 7, N. Y¥ 


Device: Royal Mat t if) tee 
| Ni } 
Selling Features: Mah t-to-1( p 
vt itic thermostat n r lets it 
as | i it opt ctvin 
} if id t { I 
idy lite that automatically turn 
en tt< id \eatproot bak lit 
ind] drip] pouring pout isy-t 
ean firm-ht toy elf-cleanin perk 
ind tube; nickel and chrom 
ted on solid t ! t 


Price 


ELE 
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cone SARE VE) GUARD 


PATENT PENDING 


OBSOLETES 


ALL OTHER SLICING MACHINES 


(INCLUDING OUR EARLIER MODELS) 


NO OTHER SLICERS—Hand or Electric—ARE AS SAFE! 
NO OTHER SLICERS OFFER SO MUCH PROTECTION! 










@ SAFEUE/ GUARD $-T-O-P-S SLICER 
UNLESS YOUR HANDS ARE SAFE! 


Z @ HER HAND IS ALWAYS AWAY FROM THE KNIFE 
OR Cowie EXCLUSIVE SAFE ME) GUARD 
STOPS SLICING ACTION 





NOW STANDARD EQUIPMENT ON ALL Ceiiat SLICING MACHINES 
— ~_. 


HAND OR ELECTRIC with moving PLatTrorms 








ALL THIS EXTRA SAFETY — ALL THIS 
EXTRA SELLING APPEAL — ALL THIS 
EXTRA VOLUME AND EXTRA PROFIT 
.»» WITHOUT ONE CENT OF EXTRA 
cost TO You! 


Look to General — the leader for over a 
quarter of a century — for everything new 
— everything good in slicing machines. 
And best of all these amazing improve- 
ments cost NOT ONE EXTRA PENNY! You 
can sell more slicing machines . . . get bet 
ter prices...make extra profits — when 
you STOCK — FEATURE AND DISPLAY... 





SLICING MACHINES 
HAND OPERATED SLICING MACHINES 


Cool TO RETAIL FROM $14.95 e Cl 
= nl ELECTRIC SLICING MACHINES WITH EXCLUSIVE SAP Lc GUARD 
—_—— 4 TO RETAIL FROM $49.95 


SLICING MACHINE CO. INC. WALDEN NEW YORK 
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ww > NEW PRODUCTS 


> 


~~) 


LASKO Griddle 


Lasko Metal Products 
West Chester, Pa 










NESCO Fryryte Deep-Fryer 


Nesco Industries Inc., 
Div. Knapp-Monarch Co 
St. Louvis, 16, Mo 















Device r | 


» Selling Feature | 






















BVI Can Opener tion and = “rea ial light 


f } 
ush; rounded rectangular 
































~tao! Sey ~ gta Inc ookbook and 

Graysiake, |! 

4 if ol detachal handle on f 
' 


Device | I Enodd 


yelling beature 





RCA-WHIRLPOOL Price 
Gas Washer-Dryer SALTON Hotray 
Salton Mfg. Co., Inc., 
312 E. 95th St, 

New York, 28, N. Y 


Whirlpool Corp 
St. Joseph, Mich 















Devic Device Salton Hotra t food 
mer in 4 174 elite (,ourmet 
Selling Feature Identica i Pat Master and Epicure 
onan ind * rca Selling Features: Silver hatterproof 
t t d radiant glass in new Pointex finish ha 
.- ier to heat ' ' ' irved silver satin or antique copper 
le and air for d ish finished frame; walnut handle 
to 10 loth ith il if Adjustable thermostat on large 
ith new hilt - ish action tha nodel Patio Master and Epicure 
adjust sutoMeatice ht an Size range from 16x74 overall for 
il ren of ! fabri it ty] Ihite te 6x124 im. overall for Epi ure 
Inyer NOt sequt u 1 dryin Prices Elite $10.95; Gourmet 
mage ution; adaptable t $14.95; Patio Master, $24.95; Epicure 
in i ish if temy if Saati titel ai 10 
t mm, mediun hot " 
reg tccaee soo peel ogg PARTY-Q Hand Vac 
om] vash and rin 
Drying heat is selective at firvit Party-Q Corp., 
noOsition bu » high ) A 601 W. 26th 5St., 
, New York, 1, N. Y 
remem q mm, | I Ampere “all-radiant’’ baseboard heater 
dl it j des and air. 1 n Device: Part © hand vacuum i 
perature; d w tin t t Selling Features: \W hs onl 
a a , gy deepal ely ‘ AMPERE Baseboard Heaters 
T ral t t f hard-to-get-at places on irpet Ampere Industries, 
ished na ntin ' , f phoste th lan pshad 60 Boston St., 
t in le ma topped, started i to empty; twist and i Newer, 3, Wi. J ; 
peated, lengthened or skipped ind dump dirt ' 4 Device: Ampere “all-radiant aseboard 
' ire at convenient an » cal f with vn trim finish heater 
net under built-in, fullwidth fi Price Selling Features: Uses Amp-Quartz ele 
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TOASTMASTER Irons 


Toastmaster Div., 
McGraw-Edison Co 
Elgin, ill 


Models: A 


fceam-d on 4B 





Selling Features 


Heatmore portable baseboard heater AD-10 


HEATMORE Heaters 


Heatmore, Inc., 

59 Throop Ave., 

Brooklyn, 6, N. Y 

Device: Heatmore portabl yaseboa 
heater pane l AD-] 


Selling Features: Beams a curtain 
radiant heat at floor where need 
long and low panel; new style come 
6 decorator colors with chrome ai 


iluminum tom; built-in feature 


lude adjustable thermostat with tf 
position for automati omfort 
trol ignal light indicates panel 
perating mercury ifety vitch aut 
matically its off current if accidenta 
tipped over; cord rack eliminates wra 
round stora r Siim rd and pl 
frared it idiat from t i 
ieated i for dratt- 
mf 
\W h | 1 in. | 
n n. d | feel 4 slide iwa 
hand] ] vatt ilso availal 
uu and 7 vatt I pe i 
Price: $ 
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—new 1958 Stereo Tape Recorders! 
—new 1958 Monaural Tape Recorders! 


This dynamic 1958 line of Webeor High- 
Fidelity Stereofonic Tape Recorders and 
Monaural Tape Recorders is an all-new line 
inside and out —\oaded with great new en- 


gineering advances and innovations to bri 


bah¥ weep 
Saipan: as 


a, 


ing | 


’ 
the way! 


— more and bigger national advertising 


— more sales-clinching promotions 


More and bigger advertising! Webcor is 


ready right now with the greatest barrage 
of advertising blasts in tape recorder his 
tory! Weekly full page color ads in Life or 
Look plus fresh. sparkling ads in Family 
Weekly Ne j ind) Sunset plu 
outdoor tler mats. radio and TN 


prot prontit-« ( the works! 


broom Webceor THE NEW SOUND 


to smash old sales record 


Ne “ 


Ne Ww 


thie 


New 


New 


New 


Moore 
Pill 


Stereo Dayo Recorder matell bisehy fachedat 


Vionaural Tayo Recorder 


outperform the field! 
Aural Balanes Stereo Remote Control! 
built-in Webeor radio tuner 
tvlin nich. distinguished! 
clinching demonstrations and promotion 


and bigger national advertising! 


ONE COMPLETE LINE—EVERYTHING YOUl NEED! 











THE 1958 STEREO TAPE RECORDERS... 


the great new sound for big new sales! 





Ihe great new 195% 
Webecor Stereofonic ] ape 
Kecorders outperform 
any sound system yet 
deve loped for the home! 
The new Webcor Pape 
Recorder line is a com 
plete line of both 
tereofomie and monaural 
model everythin 


ruil tie d! 


Balance femote 


trol for Webeor Stere 
Pape Recorders i 
wonderful for leisurel 
listening actuall 
permits the listener to 
balances ound and ad 
jlist the audio level in 
both spe aker systems 
from anywhere in the 


repo 


And still another big 
Webcor convenience plu 
it’s the exclusive me 

1958 complete auto 

matic shut-off for both 

tereo and monaural 


insatrument 


Webecor Stereo 

Pape Recorders play back 
stereofonically — also 
record and play back 
monaurally without re 


' 
versing reel 





Model 2827 


Stereo high fidelity at its finest! 
Phe 1958 Webcor Imperial gives 
unequaled stereo reproduction of 
binaural tapes also records 
and plays back monaurally. 40 


15.000 eveles 


Equipped with new Webcor 
“Aural Balance” Remote Con- 
trol. For use with Webcor Two- 
Section 6-Speaker External 
Sound System (optional, extra 

Also available with superhe tero 
dyne AM radio tuner— Model 


897. Ocean blue and grey 


Model 2822 


\ natural for fast sales! The 
high fidelity Royal Coronet 
makes possible true stereofons 
music from binaural tapes. Also 
records and playback monaur 
ally. Has Cathode tuning eye for 
audio level control numerical 
type tape counter 10-12. 000 


cycles 


Designed for use with Webcor 
Phree-Speaker External Sound 
System and “Aural Balance 
Remote Control optional 


extra.) Ebony or white 


Model 2821 


Best in its price range! Plays 
back music from binaural tapes 
with all the fidelity and dimen 
sions of the concert hall! Has 
Cathode tuning eve numer 
ical type tape counter Also 
records and plays back monaur 


ally. 50-12.000 eveles 


For use with Webcor Three 
Speaker external Sound System 
and Aural Balance Remote 
Control (optional, extra). Ebony 


or white 








les! 


It’s simply a matter of 
record... Webcor High 
Fidelity Monaural Tape 
Recorders are sales and 
profit champs! But here's 
the big news —this year’s 
models are better than 
ever! And they're beau- 
tifully styled to catch the 


eye as well as the ear! 


See them! Hear them! 
You'll be convinced 

all music sounds better 

on a Webcor! And remem 

ber, Webcor gives you a 

full line—everything you 

need for the greatest 

tape recorder sales and 


profit year in your history! 








HIGH FIDELITY TAPE RECORDERS 


outsell all others! 





Model 2896 


lop tape recorder in the high fidelity field! 

Most of the features of a large professional 

recorder incorporated in a compact unit. 40 

15,000 eycles. Also available without AM radio 
Model 2816 

Full-range sound system in detachable lid 

Records and plays back in both directions 


without “reel-turnover.”” Ocean blue 


Model 2812 


New re-styled 1958 version of a proved favo 
rite! Exelusive Webcor “no reel-turnover 

makes possible playing up to three hours 
without reversing reels 

Three speakers 1) to 10,000 at 3% ips; 40 to 
15,000 at 7)% ips. Also available with AM 


radio — Model 2892. Ebony or white 





Model 2811 


Most popular tape recorder ever builtin a 
great new 1958 model! Records and plays 
back in both directions for three hours with- 
out “reel-turnover 

Frequency range 70 to 7,000 at 34% ipa; 90 to 
12,000 at 7'% ips. Also available with AM 
radio tuner Model 2891. Ebony or white 


Model 2718 


Loaded with features—vyet built to sell at 
down-to-earth price! Marvelous instrument 
for all home uses 

Specially designed PM speaker —50 to 7,500 
at 334 ips; 50 to 12,000 at 74 ips. Equipped 


for tne with Remote ( ontrol microphone and 


foot pedal Model 2719 










































eevaceeeas 





NEW 1958 


External Sound 
System Model 4827 


Two-Section 6-Speaker 

















hor use with Models 28 mul 289 (Clon 
tains the necessar peakers and additional 
power wopliiier to produce high fidelity sound 
in both stereofome and monaural playback 
Speaker sections combine to make a conve 


nient carrying Case 


NEW 1958 











WEBCOR, 






EXTERNAL SOUND SYSTEMS 


fon stereo tape recorders 


Three-Speaker External Sound 
System Model 4820 


For use with Models 2821, 2822). Contains 
the meee irs speaker ind additional power 
mniplifier to produce high fidelity sound = in 
tereolonn playback Designed for use as 
econd sound source for Webecor Stereo Tape 


Recorders having self-contained speakers 


“AURAL BALANCE” REMOTE CONTROL 


“Aural Balance’’ Remote Control 


o Permits the listener to balance sound and 
adjust audio level of both peaker units of 
stereotomie tape recorder from his easy chau 
15-foot cord included For use with Models 


HI % % KY 





INC. « CHICAGO 39 








MODERN CINDERELLAS PLAY 











WHILE 








Big Full-Color Ads in Holiday, Good 
Housekeeping, and other national 
magazines will feature the customer- 
capturing theme—‘‘MODERN CIN- 
DERELLAS PLAy . . . WHILE CALORIC 
Cooks” —keynoting Caloric’s “‘Holi- 
day Living’’ campaign for Fall. 


“Holiday Living’’ Consumer Contest, 
offering TWA JETSTREAM* trips 
to Paris and Disneyland, 15 Caloric 
gas ranges, and 200 Holiday Books 
of Food and Drink will bring hordes 
of customers into your showroom 
for entry blanks. 


Show Them Caloric’s Advanced Features. 
Thermo-Set top burner, automatic 


*jET STREAM is « service mark Owned exclusively by TWA 




















take off ona 


HOLIDAY SALES HOP 


with this theme! 


clock-controlled oven, Roto-Ray 
Barbequer,and many other exclusive 
Caloric features give homemakers 
more time for “holiday living” every 
day. Explain that a Caloric gas 
range makes every cook a “‘modern 
Cinderella”’ because it lets her escape 
from her kitchen to enjoy other 
pleasures whenever she wants. 


Send for “Holiday Sales Hop” Plans Book. 
It gives complete details on this 
exciting Caloric promotion and full 
descriptions of materials available to 
you for local tie-in. When it comes, 
order everything you need to have 
a sensational HoLipay SALEs Hop. 


CALORIC APPLIANCE CORPORATION, TOPTON, PA. 


RANGES e DRYEKS e BUILT-INS e DISPOSERS 
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SALESMEN!...WIN TWA TRIP 


TO LAS VEGAS aed” 


in Caloric’s HOLIDAY SALES HOP contest 


Here's your chance to win an all-expense-paid trip for two 
to exciting Las Vegas, via TWA; Buccaneer Outboard Motors, 
or Lawn-Boy Power Mowers 


Just complete this sentence in 25 words or leas 
“The most effective selling feature on a Caloric gas range 


is , because 
feature 


Send your entry to: 


Caloric Appliance Corp All entries will be judged 1} the 
“Holiday Sales Hop” Contest Reuben H. Donnelley Corporation and 
Box 4-D decisions of the judges shall be final 


Mount Vernon 10, New York 





PAGE 








Wi// you share in the 


big merchandising miracle 
of fall ‘5/7 when 


Good Housekeeping Week 


skyrockets sales 
and trattic in 18 cities? 

















nm / =< 2g 


1 T” 
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Documented sales sensations during the last three years of Good Housekeeping 
Weeks offer important proof that every appliance manufacturer who has or wants 
to have the Good Housekeeping Seal can profit by these newspaper-sponsored, 
nationally-promoted, low ally-mere handised and consume supported city wide 


sales events! Don’t miss this SIXTH ereal (good Housekeeping Week promotion ! 


In all .¥ @ in 13 majo markets all ol the ereal HeWspapers shown helow will vo 
to work. Each city-wide week will begin with special editorial and advertising 


sections filled with “‘inside stories” of Good Housekeeping Institute and 


Laboratories ... advertisements for the great national brands carrying the 
Good Housekeeping Guaranty Seal... local retail advertising of these brands. 


It’s a tribute to the selling power of brand names! 


Bac king this, every city will have special, proven store trathe builders... 


special events in appliance, drug, department, and specialty stores... in 
supermarkets...special newscasts on local radio and TV programs... activities by 
local high school home economics groups... programs in local women’s clubs 
and PTA’s... coupons to be dropped in boxes at retail stores for big prize 


drawings all through the week. 


If you're a truly promotion-minded company with distribution points in any or 
all of these 13 important areas ... if your product is used by women ot 

bought by women...don’t miss this chance to pinpoint the full selling power 

of the Good Housekeeping Guaranty Seal on your product! Alert your salesmen, 
distributors and dealers in these 13 major trading areas. PLAN YOUR 
ADVERTISING FOR THESE TOP NEWSPAPERS TO Thk IN WITH THESI 
POP-SELLING WEEKS. Get in touch with us at Good Housekeeping or with any 


of the participating newspapers for full details. 





 Legyp 





= JS 


( jood House eeping 
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WESTINGHOUSE Heaters 


Westinghouse Electric Corp 
Fan and Heater Dept 
Mansfield, O 


Node 


Sellin bh cuture 


Toastmaster t te N B24 
TOASTMASTER Toaster 


Toastmaster Div 
McGraw-Edison Co 
Elgin, tl 


Device | 
ist 1] } 


Selling Feature 





CORY Can Opener 


Cory Corp 
1200 W. Peterson Ave 
Chicago, 54, Ill 





Thermador ‘‘Longfella’’ heat 


THERMADOR Heater 


Thermador Electrical Mfg. Co 
5119 District Blvd 
Los Angeles, 22, Calif 


Device | i | 


Sclling Peature 





LASKO Skillet 


Lasko Metal Products tn« 
West Chester, Pa 


* Device 


Sellin Pb cutie Price 





fr 


ypa 


NESCO Fryryte 


Nesco Industries Inc., 
Div. Knapp-Monarch Co 
St. Lowis, 16, Missouri 


Device r | f t ya 


Selling Feature ( i 


Price 





stronic precipitator 


DUSTRONIC Precipitator 


Radex Corp., 
2076 Elston Ave 
Chicago, 14, Ill 


Device | 


Selling Peatures ( 


WESTINGHOUSE Floor Polisher 


Westinghouse Electric Corp., 
Vacuum Cleaner and Floor Polisher Dept 
Mansfield, O 


Model 


Sellin beature tt \ 
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Duo Therr Contemp-o" oil or gas heater 
DUO-THERM Heater 
Appliance Div., { 
Motor Wheel Corp } 
Lansing, Mich 
Device 1) | ( 
pa if f 
| 
Selling Features \vaila 
! ! i 
bt i 
i i! if 
il i 
{ f 
\ ' 
i i i 
ivaila | i ( 
' i { | ! i 
| i 








CONSTELLATION Fan 


Constellation Fan Div., 
Chelsea Products Inc 
639 South Ave 
Plainfield, N. J 


Device: ( t t fa 


Selling leature ta i 
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NEW STYLE-NEW DESIGN- 














- »* - 


“A BRAND NEW: 
GIFT IDEAS 


i from hate t ay 


syveyys 


- 


NEW. GIFT 
GIVING APPEAL 


“froin” 


NEW 3-SPEED PORTABLE MIXER 





3-Speeds scientifically selected for 
proper mixing, whipping, stirring, 
beating and folding. Automatic 
beater release . . . no need to 
touch messy beaters. Rubber bow! 
rest and guard . . . frees both 
hands... keeps bow! free of nicks. 
Lightweight and perfectly bal- 
anced, 

In Chrome and White _. $20.95. 
In White and Pastel Pink, Yellow 
or Blue $19.95. 


All custom-crafted 


by the 


John Oster MANUFACTURING CO 
po 


R A MER HANDISING 








N EW DELUXE KNIFE 


AND SCISSORS SHARPENER 
















Distinctively styled in jet black and 
copper. The OSTER DeLuxe is easy 
and safe to use on all shapes and 
sizes of knives, even the finest 
cutlery. Double-action overlapping 
wheels hollow grind both sides of 
blade at once, to a factory-sharp 
edge . . . without scratching or 
gouging. Can be mounted on wall 
or set on table. With handy cord 
storage compartment at 


back $19.95. 


CHRISTMAS 
( GIVING 





NEW OSTER-ICER FOR THE 


Qoteriass 


Automatic feed guides cubes into 
chipping blades . . . at same time 
te closes feeder opening so chips can’t 
fly out. No catch bag necessary 

. patented dispenser discharges 

ice into single glass or container, 
fast as cubes are fed. Safe... 
impossible to touch blades from 
feeder discharge opening. A model 

; — to fit all OSTERIZERS $16.95. 
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N EW STANDARD 2-SPEED 


Exclusive Osterizer features — grad- 
vated, heat resistant glass container 
opens at both ends for easier clean- 
ing and emptying . . . grip-tight 
seal holds container firmly in base 
yet releases quickly — no posts or 
slots . . . tapered cutting well for 
constant and continuous feeding of 
ingredients to cutting Blades. Blades 


fit standard canning jars. Chrome 
base $44.95. 
White enamel base $39.95. 


ADDED: - 
coms SALES 


Wit 





NEW SALES APPEAL 


i oe ha 








Get Pace -$etting 


Profits with America’s 


Top Buys in MuFfF 1! 


SPECTACULAR IN SOUND, STYLING AND FEATURES 


7 Behold the much ieclaimed Model yd an ulty i cle 
luxe portable far advanced in every detail from design to 
performance, The unique chromium-plated handle with 
built-in controls is just one of its many dazzling sale 
features' Sensational, too, is the gloriou ound from the 

wootel and ) a peaker with mMazing coax 


tweeter cone 


@ V-M’'s exclusive Acou 


music to “‘fit-the-room large 


lic Contour Control h ipe the 


mall or medium. All the 


V-M 562 





VM 568 





V-M SUMMIT CONSOLE MODEL 568 


Iirilliantl beautiful tuner-phono with Acoustic Contour Contr 
Iba Hrillianee tone-o-mati and olume control Four extr 
fidelit peaker | ind two 4° ina da ling acoustic cabinet 
hrM-AM) tuner ind | peed chanyver sLereo-tuner input wich 
Iixternal speaker jack. Klonde or Mahogan 100-00 


V-M ‘FIDELIS'" HI-Fi TABLE MODEL 562 


Che ultimate in performance with exclusive Acoustic Contou 
Control lwo peakers each vith concentric tweeter cone ep 
irate Tha ind ‘Treble control stereo-tuner input jack. External 
peaker jack tone-o-matic and olume control In Blonde 


Mahowany S150.95 Watnut or Kbony slhehtly higher 


V-M TABLE MODEL 1290 


\ beautiful hi-fidelit model at a remarkably low price New ¢ 
x Oo peaker with concentric tweeter cone i-speed changer 
Stereo-tuner input jack Iixternal speaker jack. In Blonde 

Mahogany £QQ QO 





thrilling highs and low all the delightful overtones 


ire now flawlessly reproduced at any volume level. 
(/sual featured in higher priced \ M consoles, this marks 


; 
a revoluttonar new advance in portables 


2 Play all four peed Speake and Lune! tereo jack 


with switch. Separate Bass and ‘Treble controls. tone-o 
mati Available in striking marbleized blue-gray finish 
The incomparable Model 557 will be a compelling focal 


’ 
potnt in your phono sales center 


V-M 1280 


V-M 215 


ee 






V-M 1260 





V-M PORTABLE MODEL 1280 


\h i-fidelity portable for convenience and versatilit Hig 6° x9 
peaker with concentric tweeter com j-speed changer. Ste 
ripput ( Iixternal peake wack In tw tone brown and 
' M9 


V-M PORTABLE MODEL 1260 


High-fidelity changer that is an exceptional value BiG" sound 
that’s radiantly alive. Gentle tri-o-mati pindle protects record 
Convenient tone control, Light and easy to carry. Play invwhere 
Brightly styled in reddish buff and white 894.95 


V-M 'SONGFEST’ MODEL 215 
\ great hit 
ill four peed Dual needle 
table mat. Remarkably light and easy to carry. Available in three 
bright and cheery color 


vith the teen-age set ind inexpen e. too. Pla 


iluminum tone arm, rubber turn 


combination %.32.50 


Lect Pleasure’s New Sound Bring You 
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vWM 


HI-Fl PORTABLE 
MODEL 557 
WITH ACOUSTIC 
CONTOUR CONTROL 
The new standard of beauty 


$1392 





the oice 


V-M CORPORATION ©¢ BENTON HARBOR, MICHIGAN 
WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 


» New Plieasure in Profit! Stock YVY-M Now! 
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Sell Your Customers a NEW PRODUCTS 


COMPLETE Automatic Laundry! 






inbeam 
HOME 

RELPAIn 

“ty 





Show them 


duratub's 


deluxe model OTD laundry tray 


with exclusive Pirates cul 


duratub's exclusive Handiflo double drain « ry ea FO r uit 

nandiing in an automat tentiar e with id aver 

r nyvie nh e type vasher SUNBEAM Repair Kit 
Here's How Handiflo Works 


Sunbeam Corp., 





With id aver automatic washer Handiflo double Chicago, 50, Ill | 
arain has one channe to handk id in and it of the Dev . ; . | 
washer, a second channel handles washer waste water ice J ] ) ‘ir k 
thout any hose handling! Selling Feature Kit j 
When the id iver Wa her complete its cycle, it pump 1) ist ad ; , , 
hot id water into duretub through Handiflo’ 1d / kK and i tem vith CF water-powered dishwasher \ 
hanne!l uds remain in duretub during rinsing cycle ; oe rind 
On completion of rinsing, washer pumps waste wate int i CHICO Portable Dishwasher 
jut through waste channel and down Handidrain*, Hot ; ; 
oapy water then returns through suds channe] for re nd Pp t : Chico General Products Corp., 
use, With single hose non-suds saving washers, only the Price: Wit 525 Market St., 
waste channel is used San Francisco, 5, Calif 
a Device: ( ta 
Handifle handles suds Ww » 
and waste water - iT ‘ 
ew h > ee wT WOOD Water Heater Selling Feature 


John Wood Co 


Conshohocken, Penna 


Device \ 


sy — a | 


=D Se 





Selling beatur 


CORRECTION 


' ! I i 
Pemen J 


— 
Rs ee TE 
| 
| 
' 
| 
| 
| 
| 
| 
= 


ind tell them about 
duratub's 


Permanent, hidden hose 
connections Price 
Appliance colors uwreen 
pink, yellow, white 


7 
20-gallon Fibergias tub that 
won't chip, crack, stain, dent 





Fasy-to-clean baked enamel 
finish over bonderized 
electro-galvanized steel 


Storage compartment for 
laundry supplies 









- 
—s 


oy, 
§ 
~/ 


Easy to install 
Lightweight duratub 
requires only one-man 
* Stainless trim, built-in soap installation, legs adjust 1'/)” Model 9TD 

dish, round corners for quick installation on uneven floors Patented 


» Cover that provides extra 
work area 


Fs 





» 
~ 


€ 


Se Dominion toaster No. 1135 
r 


Please send complete duratub information and name of 
distributor nearest me 


DOMINION Toaster 


| 

| 

| Hamilton Beach frypan 

| Dominion Electric Corp., 

| Mansfield, O HAMILTON BEACH Frypan 
Company | Device: Dominion thermostat 

| 

| 

| 

| 


Name 


p-U} Hamilton Beach Co., 
toaster No, 11 Div. Scoville Mfg. Co., 
Selling Features Modern tylin Racine, Wis 


hrom vith stl hand wind trim Device Nled I trypan add 


Addre SS 


City Zone State 


t th tat ‘ it lect Selling Features: O ncl 


E.L. MUSTEE & SONS, INC. PAragines goes nema ee See ee ~ 


iL - i i i 
6911 Lerain Avenve © Cleveland 2, Ohio it f , id light ‘ 
*duretub, Handifie and Handidrain are trade marks of E. L. Mustee & Sons, Inc t hand Owc!l id to toast vhen Price ‘ pt 
isted it poy ind I it it vumimun > 
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@. 4. onaen, Vice President and Gen 
eral Manager of Green Radio Sales 
and Service 





“ tim.» Wel ba ha 
Solesé Service Pedal, 
rade S alhue 

a t 


‘ 


4 


¥ 


pen ihee art ils 


GREEN RADIO SALES AND Service has benefited from the time- and a waTiowar system provides fast, efficient service for the customers 
money-saving features of a National System 


of this modern store 


“Our ational Cash-and-Credit Control System 
saves us 2,640 a year... 


pays for itself every 9 months!” 


— Green Radio Sales and Service, Kalamazoo, Mich 


“By providing a means of mechani- 
cally posting directly to our ledger 
account cards at the time the trans- 
action occurs, our National System 
gives us complete accounts receivable 
control,” writes B. J. Green, Vice 
President and General Manager of 
Green Radio Sales and Service. ‘‘This 
is one of the many ways in which 
our National System saves us time 
and money. 

“Our National Cash Register pro- 
vides us with up-to-the-minute, de- 
partmental and transaction control 
totals of all sales. As a result, we can 
tell how much business has been 


transacted at any time of the day 
without going through hand-written 
records as was necessary with our 
previous method. By simplifying our 
accounting system in this way, our 
National has reduced our bookkeep- 
ing costs by 75°, 

“Our National System saves us at 
least $2,640 a year, pays for itself 
every 9 months!” 


[3 J Z ALE1t~_ 


Vice President and General 
Manager of Green Radio Sales and Service 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


see 


Your lore, too, can benefit from the in 
creased efficiency and economy made pos 
ible by a National System, Nationala pay 
for themaelve quickly, then continue to 
return a regular yearly profit. For complete 
information call your arby National rep 


resentative today He's listed in ” oa a 


the yellow pages of your phone book 


*TRAOE MARK REG. U, 6. PAT. OFF. 


CASH REGISTERS » ADDING MACHINES 
ACCOUNTING MACHINES 
wer paper (No Carson ReauintD) 














Stop fiddling with fine-tuning... 


NEW ELECTRONIC SELF-TUNER 


lon to demonstt 


Show ul pro 


ile 


pect how he Impl 


the fine tuning on each channel wher 


nl et. rom then o1 he hard| e\ 





wen 


110° tube 


ELECTRONIC SELF-TUNER, SLIM-SILHOUETTE CABINETS AND: 





Multi Speakers 
| 





\ adju 


1 he get 


! ha to 


nen 





just push one button for a pre-tuned picture. 


touch the fine tuning dial. 


Point out that this is a truly automatic self- 
tunel! . that now remote control is really 


practical (standard on many models). Then be 


prepared to write the order... 


in the middle of a BOOM! 


) * WN 








Power Chassis 


Remote Control :! 


It} 


yen’ 





you re 











Jeweled Control Panel 

















BOOM! 





..»WITH THE GREATEST SELLING FEATURES IN TV! 





NEW SLIM-SILHOUETTE CABINET 3 


New 110° tube makes it only 
15 inches deep 


Women e per ially will be old by thas 
feature. No more jutting television sets 
Slim-Silhouette fit in beautifull 


fits flush with other furniture 


This style feature is so hot, in fact, 
that world-famous decorator, William 
PahImann, was inspired to design whol 
rooms around it. Show your prospect 
how many way he can use this neat, 


trim Slim-Silhouette. 


Qn a room dividet » . OF a bookea e 
_ it fits In even a small room without 
dominating it. Again you rein the mid- 


dle of a sales BOOM! 


No wonder General Electric 
is the most-wanted 


franchise in T'V today! 


Progress /s Ovr Most /mportant Product 


GENERAL @@ ELECTRIC 


New General Electric line makes everyone your prospect: 
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‘HOT oUTurt For 
APPLIANCE «ene 
sus... 
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1956 APPLIANCE SALES” 
NORTH NORTH 
7 The PROGRESSIVE FARMER has 5% MILLION readers? in 
Electric Refrigerators 23% 29% 14% 34% the 16 Southern states—the biggest and fastest-growing regional 
Electric Ranges 19% 27% 16% 38% write eg a . | - ‘ 
1e South is far more rural* than the rest of the country. The 

. 6 0 G0 
Electric Home Freezers 12% | 26% | 18% 44% Progressive Farmer is a must in any advertising plan to sell the rural 
Electric Washing Machines | 23% | 27% | 18% | 32% South. 

, Among rural Southerners, age 20 and over, The Progressive Farmer 
0 Gg 0 » AB , 
Automatic Washers 27% 26% 1% 28% has 1,730,000 more readers than Farm Journal...690,000 more than 
Electric Dishwashers 21% | 7% | 25% | 37% Life... 1,120,000 more than Better Homes & Gardens. .. 1,570,000 
Radios 28% 31% 13% 218% more than Ladies’ Home Journal.’ 

- , » - With its concentrated coverage, local influence and dynamic sell- 
Television Sets 25% | 29% | 16% 30% ing power in the rural South, The Progressive Farmer fills a major 
Electric Water Heaters 18% | 25% | 16% | 41% gap in the coverage of national magazines. 

; , ; The major advertising schedules placed in The Progressive Farmer 

*,? 6G i) gy 
Room Conditioners 24% | 25% " 47% by leading appliance manufacturers is another reason why The Pro- 
gressive Farmer is the No. 1 farm magazine and one of the leaders 

















among all magazines in advertising volume. 
A market that buys so many electrical appliances is a quality 
ace wor ny AA ate vey of Magazine Readershiy the Rural South . . 


ase then helt the panuletion of the 16 Southern ctates Nees en ferme or lo rural comm market for your product. Whatever you advertise and sell, The Pro- 
a gressive Farmer has the power to move it South! 


= oe ea PROGRESSIVE FARMER == 
Subscribes to | mana a 


PAUL HUEY, V.P. and Advertising Manager OSCAR M. DUGGER, V.P. and Western Advertising Manager DON CUNNINGHAM, Eastern Advertising Manager Other Offices: RALEIGH « MEMPHIS 
Birmingham 2 + Phone, 54.2571 Dally News Bidg., Chicage 6 + Central 6.3400 250 Park Ave., New York 17 + Yukon 67520 BALLAS + SAN FRANCISCO + LOS ANGELES 
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Admiral built-in TV, BI21F1 


ADMIRAL Built-In TV 


Admiral Corp., 

1191 Merchandise Mart, 

Chicago, 54, Ill. 

Device: Special 21-in. set with dual 
8-in. speakers No. B121F1. 

Selling Features: Includes Imperial 440 
chassis with new 110-deg. wide angle 
picture tube; golden picture frame; 


dual speakers for remote installation 
requires only 16 in. deep space; super 
ascode circuits; cascode tuner; opti 
filter; push-button on-off switch and 
tone control; built-in antenna with pro 
= n in outdoor antenna 





Motorola ‘‘Golden Satellite’ 21V1 


MOTOROLA 1958 TV Line 


Motorola Inc., 
4545 W. Augusta Bivd., 
Chicago, 51, Ill. 


Mode ls Mot i | \ 


Selling Features: “Golden Satellite” 


electri virel remot ntro] oper 
, 

if uy j iC wires ek 

tronical generated by a magnetostn 

t transducer han hannels and 

turn n-and-off (anoth model also 

ontrol me of set unit operate 

I 

ip t 4() fF f 1 t and dled 

! 

ina ta j t n not int 

p | i transistor, no mechanical 
k " Whit ellulose ace 

tat butyrate finish with ld trim 


tandard equipment on “Golden Satel 


lit line including No. 21146 table 
IK onsole, 21K& onsole; 21F& 
nbination TV-hi-fi; and 21VI ni 
and two popular ed t 


114 ind 21K 
lube Sentry” another new feature, 


vate urting surge of power t 


Power NM ind “Golden M ia 


t } + wat 


MERCHANDISING— 


NEW PRODUC 


iscode tuning, more sensitivity and 


better selectivity; 3-stages IF; special 
high voltage rectifier tube has been 
added to all 21 and 24 in. sets 

Power M”’ leader in 21-in. line is 
21139, table model harcoal metal 
wrap-around cabinet with gold front; 
aluminized short neck 90 deg. tube; 
“Strat-O-Deck” hori 
zontal chassis; push button on-off 
witch 

No. 211740, finished in mahogany 
or blond; gold leader front; “Golden 


‘picture pilot” 


M” chassis; full power-transformer; 
‘tube sentry” circuitry; wrap-around 
metal cabinet 

No. 21142, masonite cabinet, ma 
hogany or blond; “Golden M” chassis; 
2 hi-fi speaker: 

No. 21143, has “‘instamatic’’ tuning 
to change channels at touch of button; 
masonite cabinet; grained mahogany or 
blond finish, “Power M” chassis. Con 
ole No. 21K72 has “Power M” cha: 
i masonite cabinet, mahogany or 
‘rained blond No 21K13 ha 
Golden M” chassi “tube sentry 
nore elaborate cabinet. No. 21K74 
has twin speakers; swivel bas virl 
rained mahogany or blond finish. No 
1K75 has deluxe grill treatment, 
Golden M” chassis; mahogany, blond 
yw cherry finish. No. 21K76 has “In 
tamatic’’ tuning; “Golden M” chassis; 
mahogany, blond or cherry wood finish 
No. 21K79, horizontal console ha 
magazine shelf under set; polished 
leader front; “Power M” chassis; 3 hi-fi 
peaker mahogany or Swedish oak 
No IKS] ustom deluxe front, “In 


tuning » speaker 


channel] 
vindow indicator; grained ma 
hogany or blond grained finish 
“Golden Satellite” line — include 
ible model 11 4¢ ustom deluxe 
old front; front-firing sound from 
hx] in. oblong pt ike! hannel Vin 
dow indicator. Ne IKSO console ha: 
lrench Provincial stylin 


Hin it n 
peaker ‘Golden M ha tube 
enti No LKS hifi speaker 
Danish stylin mahogan blond oak 

American walnut. No \] iT 


bination TV-hi-fi has gold front 
hi-fi pe ikers; ““Golden M” cha 
“tube sentry”. No. 21V1 fits in cor 


ilso. serve is a room divider 

fin hed back us deluxe gold front, 
ial =§8-in peakers; solid American 
valnut torage compartment at side 


| 
ot pictur areca 


Popular priced specials to introduce 
Satellite remote tuner 
1'1'45, table, with “Power M”’ chassi 
masonite cabinet, mahogany or blond 
ind 21K82 
+-in. models include a consolette 
No. 24Cl and a console, No. 24K18 
I'wo color sets: 21CT2 


Golden 


con ole 


consolette 
ind a console model, are included in 
in Consolette has “color killer 


harp black and whit 


Prices: Kan from $169.9 
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G-E AM-FM radio 17120 


G-E Radios 


General Electric Co., 

Housewares & Radio Div., 

1285 Boston Ave., 

Bridgeport, Conn. 

Models: New line Musaphonic tabl 
and clock-radios including an AM-FM 
dual speaker model 

Selling Features: Top of line T-120 
AM-FM dual speaker Musaphonic ra 
dio has special speaker mount lat 
ticed grille 


transformer; $] 


; high quality audio output 


ial circuit equalization 
for optimum bass; mocha and_ beige 
finish; automatic frequency control on 
hM large speakers for AM and kM 
reception; separate antennas for AM 
ind hM, . tubs plu S¢ lenium recti 
fier; phono jack for record player 
plug-in; output jack for tape recorder 





G-E clock-radio C420 


Clock radio C4 


mahogany) and 


{ +2] wedge wood blue feature 
Snooze-alarm ontrol that permits 
+0-wink ifter alarm buzzer sound 
ipphance outlet lumber vitch to 


rm radio off automatically within 60- 
in; phono-jack for record player; 
tubes rectifier; peaker md clock 

1-115 Musaphonic radio is a dual 


peaker table model in mocha and 
re Or Ivo! and beige I’-116); 
peake! »-tubes plus rectifier; phono 
jack iiable tone control 


ncludes C-415-6-7 
in ivory, pink and turquoise respec 
‘snooz-alarm”, appli 


Clock-radio line 


tively; featuring 


ince outlet, phono jack, automatx 


vake-up switch and slumber switch to 
turn radio off automatically; 4 tubes 
rectifier and Dynapower speaker 

C-405, 6 in grey and white, or pink, 
ire new clock radios with automatic 


vake-up and lumber witche CG-E 
lock, 4-tubes plus rectifier and G-E 
Dynapower speaker 
Dual speaker table model 'T-] 6, 
shogan or white ha 2 Dyna 


peakel + tube plu rectifier 


All but AM-I'M radio has printed 





circuit chassis; and all have built-in 
ferrite rod antennas 

Prices: AM-FM_ T-120, $75; clock 
radios from $24.95 to $49.9 





Columbia Transistor radio TR.1000 


COLUMBIA Transistor Radio 


Columbia Records, 

799 Seventh Ave, 

New York, 19, N. Y 

Device: Columbia portable transistor 
radio No, ‘TR-1000 

Selling Features; Complete with leather 
camera-type case; fits in palm of hand 
equipped with tiny transistors to sup 
plant conventional tubes; can b 
batter 
4-in, loudspeaker; long, permanent con 


powered by  flashlight-size 


cealed antenna; vermer tuning; eat 
phone attachment; top grain cowhide 
cast 


Price: $69 





Phileo clock-radio F.754 


PHILCO Radio Line 


Phileo Corp., 
Philadelphia, Pa 


Models Phuilce | radu 


j itt 
ich 6 table mod th twin 
peaker \MEIM model lOCk 

radu md 4 transistor set 

Selling Features: ‘Twin spea ’ 

trol gives twin bed listeners it 


ear for bed-time listening; twin peak 


vitch is used in’ F-76l lock-radio 
each pe kes m be turned on ind 
pendently or both m be perated 
simultaneous! +t other clock-radios in 
nev ibinet tyling include -754 


on a swivel base: le vertype knobs for 
easy setting of timer; luminous hands; 
lighted radio dial; appliance outlet 
“Lullaway” circuit to dim rather than 
abruptly shut off sound 

AM-FM models 1-974 and 1.976 
have 7 tube plus rectiher flip lever 
band switch, 54 in peaker 

Clock-radios have wake-up to 
alarm; lever knob; automatic timer with 
buzzer alarm; swivel base; 4-in. speakers; 
clock and radio ‘dial lights; tuned KI 
tage with gang condenser; availab] 
ina variety of cabinet finishe 


Prices: ‘Table models—from $19.95 to 


39.9 AM-I'M radio $69 to 
1.95: clock-radios, $27.95 t 19.95; 
transistor $4.95 to $69 
PAGE 














R dj d i im modem cabmet th ( n 
a 10S an unboo grille; record changer has dua 
; Hi-Fi ipphire stylus; radio ha magic eve 
77 eee ee tuning, 2 built-in antenna systems; |] 
ving 15-watt output eparaté 
: ‘ , n ontinuous] iriable bas and treb! 
= chat :; ‘ ' ~ itre peakers a 12 in. woofer 
ast d;t : ' ' nl nid-range ind in. ft eter 
1. 000 cps; mahogany, walnut o1 
ned oak cabinet with space for record 
Motorola AM-FM radio No. 10128 Monaco t i id torage, phono ompartment has light 
" a ; , neat . Prices: Ventura, $199.9 mahogan 
MOTOROLA Radios is i AM | err ind limed ik; Jubilee 
iM ft I 9 mahoga ilnut 
Motorola, Inc. ya | tt tt t : 
4545 W. Augusta Blvd, 1) isat ont tun ‘ 
Chicago, 51, tll ied = d 
Model Mot s tal 1 ( y wk: mahogan ed oak 
\MEEM , I ) dad trim has a Biarritz, 4 speah id i 
Selling Features; AM.IM ta ( ' ih yoaker ma ma tically-ce 1 horizonta 
| ha tul , tif t f i dular mbreaka | pa i 
‘ i parate ft ( i i ri ) angel i f t utrol pan ] 
iL i tiunin t inti a 4/ nceeal al nt mid pre on 
i I} ft 1 funn a i t ! t tcmporar ibin re + pcec 
! \ riilay | i ula t i i anger ha rai itnid vith 
\ note AM-FM tuner fe ' Molded back 5¢ lual diamond ipph ty putin 
h struments, LIKI, has all feat k dial t tal a tch, pop filter; speaker clude | 
! I except spear mad ar pit l ! | it ba in. intermediat ind two 
tom im be placed on shelt t j mad t + hia tin. treble peake! Y red thire i 
i hifi unit ny remot feat f 5¢ h ball ver net k. Other features im 
ded t wk intol i i t t hit le | t light mpen ited 
lop of AM) line t i ick f Inve nt p tt n-off 
1 2¢ th 5 tul tif f pear teh, 1 rdin P on 
mtenna wat te { Bi-level i { mot peaker and tap cle 
sier ball bearing | featured in 5( nat icks; automatically operat haded ‘Wilco Phone F-14086 
wk tort rd pla ha, hyacinth mt e white it om hanger | rene m om 
abinite ' Ciientien clashes Fi lentice neue Veil aah , Ee PHILCO Phonos 
| ha th ill i t O24 th a calendar Mote t lontainbleu ta i Philco Corp., 
de rule dial; exposed twin f time of day and t phono, ha i Biarrit featu Philadelphia, Pa 
rod antenna; plated t a ind it th delux nt anced AM-PM Models: Philco phono line inch ( 
struction; pilot light, p lop of line, OC 2 f ner; tunimg « permeability tuned ord pla md 9h shonos and 
i nden parat ! ) nploys ratio detect to p nt f tape recordes 
' " t light, phe iency drift ustle Alt \wailal Selling Features: Record player lin 
aCe shhh dave rat , re ’ hand rubb d cn I ul ee lide i peed lnanual player No 
md Tun & ta d oak and hor fruitwood b13 1 twin 4-in. speaker model | 
tique whit Prices: $159 ti ; +; a +speed, automatic portabl 
Price | ™ ' ’ th automati hut-off No. I-14 
b-1404. twin hi-fi tin pt ker 4 
d automatic pla with automat 
tH; b-1400¢ ombination 4-speed 
sitomatic and AN radio; F-1408 table 
iodel with twin 4in. hef pe iker 
Motorola table radio 5124 \M radio, magn uitenna; 4 ed 
inger with automat hut-off 
Molded front and back mod Po4 Hi-fi models include I.) p 
le cha nea Te ra t tat peakel b- 1600 lett 
t : ain peakel pilot light ! th removable les in vootet 
ah, | hbutton on/ow it trostat pe iker; 6-in, boom it 
Leader, 5T21 in white 4 t \MEEM tuner and tape recorder im 
fi i tuning knob th ea t it jack. P'-1702 AM radio hi-fi has ¢ 
ead calibrations; 4.in, speal Westinahouse Hi-Pi Seville tube radio with RI stage; pancake an 
twin coil rod antenna | i Stromberg Custom 400 tonna ul oofer; tape recorder input 
i il e featu in t i ; et at ick; 4speed changer, F-] U feature 
tique. No. 5T23 has plated | a oe STROMBERG-CARLSON Hi-Fi soil ‘cheats “ikin: “tediiliadd aii 
PLA ind STAcir m , ist Westinghouse TV-Radio Div, . tati pe iker: 4-speed play r with aut 
Metuchen. N. J tromberg-Carlson, 
h button " ' Div. General Dynamics Corp., nat hutoff. I-18 ombination 
T i nation it init Models: 4 ba ‘ Rochester, 3, N. Y \\VEEFM tuner and hit tuner wit! 
uit { ad hot nta phow Models rh ( t t ned Ri tage. | OW ha U-watt 
Prices) AMM model He and Biarntz; AM-PM radu Ventura and Jubil ish-pull output; 15-in. woofer; LS 
thers from $1 t it honta Selling Features: Bot d Cathedral trostati peak 
vlona Vent provid ful suitomiat + | zy phono and radio hia 
Clock-Radios Selling Feature rT vced wd changer th dual sa tuned RI stage on AM, AFC on FM 
ih t i t | itt mip t A t tat pe ik 
Model Hew k-rad i ( 1 hia } | han irat ntin variable bass and PR-100 and TR tape record 
Selling Features: All mod t rT tora i t nt loudspeak Big ture onit wit | ision tap 
has | er alarm neott | it t! | " t nediat mid j md a " in HU ft 1¢ { t } tin atet itch pu h tt 
ipplhia tiet yon nodels ha ih " ta t p ial i it dual speaker tem; tap ry 
mold cl iled back t wt peak t it t ned th irdwood t ‘ pa trol ton ‘ 
cflex type of sound enclosure fi t tilt network from a ! output d ntilated bach Price: $29.95 to $119.95 f pli 
peaker ind sound respon { { t vatt idistorted mip Jriboale " iutomat ; to S460 f hit ) t 
ntennas standard on al t dl t ta d | ul md hift PMLEAM for ta I 
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i NEW SHORTER LINE 
(cuts your inventory) 






STILL THE MOST COMPLETE LINE 
(lets you make every sale) 


~ The v8 
PHILCO-BENDIX 
LINE 


oo DUNE to make 
the retail sale! 


...see for yourself 













—> 
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Your great selling feature 
IN THE 1958 


PHILCO-BENDIX DUOMATIC 


WASHER-DRYER COMBINATION 












@atnesegm ea & 

















Philco-Bendix dealers already have the terrific 
advantage offered by the only washer-dryer com- 
bination with a four-year head start. Now here’s 
the real sales clincher — The Big Filter Drum. It 
gives you the answer to all your customers’ ques- 
tions about the Duomatic’s superiority. Shows 
them why the Duomatic is better in all ways — 








washes cleanest ... dries fastest (45 minutes 
faster than other combinations) . . . fluff-dries 
without wrinkling ...does away with lint on 
clothes! 


Here’s the way the BIG FILTER DRUM points 
out hard-selling Duomatic features. 


BFD is safe for any and all fabrics.— even the miracle 
fabrics! 





i ll 





BFD washes cleanest, dries 45 minutes faster than any 
other combination! 


BFD does away with lint on clothes! 

BFD dries without wrinkling. 4 Fw) i 
BFD washes heavily soiled clothes with the exclusive / A -<é 

“Power-Soak” Cycle. y Ym WASHER... 
BFD leaves clothes completely damp-dry before the f / A DRYER... Ne 
fluff-dry cycle. Can be used as a separate washer or dryer! | 





re s+ a ee | 


Models C& 766 4 CG 788 


CALL YOUR PHILCO-BENDIX 
DISTRIBUTOR TODAY! 


Eo Lilt: to make the netul Ale! 
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Youll make CL and 
PHILCO-BENDIX’ 


Exclusive Philco-Bendix Demonstration Center lets you 
sell two matched pairs with only three units 





One Philco-Bendix Wrinkle-Free Dryer matches both Automatic and Gyromatic Washers. 
Whether your customers prefer a top-loading or front-loading washer, 
you'll make every matched-pair sale with Philco-Bendix ‘““Twosomes.” 











, 


as 





( PHILCO / PHILCO 
\ 13. matia \ t3.- adie , 
» wo me tw T 
PHILCO-Benaix WW ( PHILCO-Bonaix O° PHILCO-Benatx 
+ Leow Meat - ian Air Fiow 
ee » Queer Pact +@uper Gave + Pitter Drum 
+ Weter Miner « Aurion ™~ Aattator ‘ tame + Automatic Boak 
+ @ Gpeed Weenring « “Meet-Ort* ewiton + Water Mieer + Goan Door 


+ Ouae! Oyete «+ Al Fabrice * Geieoction 6 Water Ternperatures 














ie ei | - Ce ee 


A Bail-Point “Twosome” in 3 step-up pairs— A A Gyromatic ‘‘Twosome” A 


Custom, Deluxe and Special models! in handsome Custom pair! 
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PHILCO-BENDIX 
wringer-washers 


The line is led by the famous Twin-A- 
Matic, the machine that does 7 washes 
in less than a half hour. Seven different 
single-tub models offer your customers 
cleaner washes, big savings in water, 
rugged transmission for long, trouble- 
free service, all porcelain tub, lifetime 
aluminum agitator, and a host of other re- 
tail features. You can make every wringer 
sale with Philco-Bendix. 








> —— J J 
w Model W-569 7 


Philco-Bendix Home Laundry Appliances 
are brought to you by Philco Corporation 


ayia 


PLUS the famous ECONOMAT! 


ind... HERE'S HOW PHILCO-BENDIX 
ADVERTISING AND PROMOTION WILL 


HELP YOU MAKE THE RETAIL SALE! 


September will kick off an exciting 
new look in advertising and promotion 
for Philco-Bendix dealers. 

Big, powerful, four-color advertisements 
will appear monthly in the nation’s lead 

ing magazines 
SATURDAY EVENING POST 
PARENTS’ McCALL’S 
BETTER HOMES AND GARDENS 
GOOD HOUSEKEEPING. 
LADIES’ HOME JOURNAL, etc 


The entire program is tailored to give 
you the greatest selling power at the 
retail level. New retail-slanted promo- 
tions...and retail-slanted tie-in part 
nership advertisements 

Don’t miss your distributor's Open 
House Presentation. He’s got a red hot 
program with a big payoff for you. He 
will fill you in on all the details of this 
new advertising and promotion program 
built to make the retail sale 


And ask your Philco-Bendix distributor salesman 
about the great “Charter Dealers” Contest—5S8 golden Duomatics 
and window displays awarded free. 


buiZt to make the nretacl Kale / 


PHILCO-BENDIX for ’58 
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Motorola hi-fi 14K125 


MOTOROLA Phono-Hi-Fi 


Motorola Inc. 
4545 W. Augusta Blvd 
Chicago, 51 mW 


Model 


Sellin beature | f 
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Motorola hi-fi 3JN25 


lable model Ott ha vatt 


pit peaker sound system tw ; 

mad an 10 watt powel ' peed 
i | ( npanion model 

I] ha inne featul in i 
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NEW PRODUCTS... 






Hi-Fi and 
.. . Phonos 
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f \M-bM ia + 
i id t | y1CK i 
! 
| } ; 
( pil 
i] ip} 
, . \ 
Prices Kin hiCniCla 
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Mot fio-phono 5823 
" ; ’ | ik 
t ’ i f } lang 4 
) j il 
i ! i 
Lowest priced model 31124 
, ' 
i i ! ik } 
i 
| 
Phomn 
Columbia portable hi-fi 518-R 
| int 
tone | j A ' 
COLUMBIA 1958 Phonos 
» f | tch ' 
i i t it | Columbia Records, 
{ d a P f 799 Seventh Ave., 
: New York 19, N. Y 
i } ) 
| 
| { | Mode Is ( 1 dl 
ul / 
i rt 
tf d 
Iwin spe iker ra | i . 
{ a ind a AM ra i binat th idio-phone 
r and sa iT | i t pl tay 
ise; PLA ind porta 1dio-ph ind 
} ty ' 
‘ “ { , | i i id 
f f Selling Features: Outstanding innova 
Price } t t i DI 1 ted electromot 
vii ad mptet it 
f ! 1 uitin i 
th t id link ( 
ih inc ill in if { a 
ick fem ft minatin d 
tion in |] f , j 
14 mod 





Olympic Kinsley 


OLYMPIC Hi-Fi Models 


Olympic Radio & TV Inc., . 
Olympic Bldg Masterwork hi-fi-radio-phono 872 
Long Island City, 1, N.Y 


Models: Olvn 3 lime of Hi-Fi 


! 


Columbia 


lop-of-line ““Masterwork” series in 


iod nelud basi ty n 20 id i hifi phono console, 3 radio 

nished phon nbinat ind two radio 

Selling Features: Kin Ni radi phono-tape recorders featuring D.E.P; 
phon n featur AM radio, 4 AM-FM_ radi tuning meter for sim 
1 phon i irtrid lua plified positi tunin scilloscope 

ipph tvli and peaker sound tuning control; tape recorder combina 

tem in mahogany. Valencia Ne 89 tions ha tape recorder with program 


\MLIM 


SEPTEMBER 
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Hi-Fi radio-phono consoles have 4 
ind peaker models; built-in AM and 
FM antenna ni heel station selector 


DEP; mahogany, blond, walnut, san- 


drift, « tear 
Hi-Fi portables d manual 
models for educationa ning, | it 
i I EP. i rie ittach 
it available ft t t ig O 
i id f for PA tem tuner 
iid st t k ind t i 
ik 





» Imperial, RP-1230 


GRANCO Hi-Fi 


Granco Products Inc., 
36-07 20th Ave., 
Long Island City, 3, N. Y 


Models + Im i 


ta i | 
Selling leatures hie " if | 
d | ! iut i ] 
in I it | peak t 
bined network f ia 
hi-l ip t iCk f 
tape re ind additional xterna 
; , 
iKcI mad mplete FM-AM_ rad 
t 1 | RP12] ia in 
n KI mah in ind | 
i KP nt t 





ranco HF-.1200 





peak i-fi FM-AM tal id 

1d od ca t; has an 1 Ww fer 
+ in mid-ran ind 4 n tweeter, 
push-pull | it tput; phon ind 
tap a i xternal Cak 
onnection and a tube ha in 

iding tunin dicat il ilnut 
finish 

All model have Super-G Coaxial 
tuner, Micro-Line tuning indicator 
eparate de-range ba ind tret 


ontrols and illuminated dial contr 
for FM and AM 


Price: | $149.95 to $33 
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NEW PRODUCTS .... @nd Phonos 









Ait Master 


) USTon 
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* Tam 
™~ 
BOOTS ey hes etl on te 
— = 
Ray . All-Master Intercom AMF-9 


RAYOVOX Intercom 


Rayovox Mfg. Co., 
902 Albemarle Rd., 
Brooklyn, 18, N. Y 


Device: R All-Master 9-room 


ite! Mm AMI*-9 
Selling Features: Packaged tem 
ind ava ible Ih flu i 
urta mounting 
tem is ready for u 
t ind electricity is used 
i ictual nversation 
re mplifier located 
t i fation; an i Y mast 
tat tun 1 imiplifier bi 
it i tati i 
itl } I 
{ n t p in 
nstalled 
} } nut priva vitch 
l ninate l 
l nount a | | l 
n nstruction 
ded 
i i ill crin 
th t l el i 
t I many! ! 
tronic baby sitter with 
I 1d term if itl be 
tribution; basi 
flush mount 
vith provision f 
tat | of flush 
' 
Price 





est’ TMKI1 record player 


GARRARD Record Player 


Garrard Sales Corp., 
80 Shore Rd., 
Port Washington, N. Y. 


Model (,alral 
( t’ TMK] 


ELECTRICAL 
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Selling Features: Compact 4-speed 
ingle record player de signed to pro 
vide quiet, trouble-free performance 
from one complete turntable and 
tone arm assembly; by eliminating 
record-changing features 
it has been able to incorporate such 
advancements as smooth, quiet Gar 


1utomatic 


rard 4-pole shaded induction motor, 
new belt-free True-Turret drive; it 
starts automatically with simple 
movement of tone arm and shuts 
off automatically at end of record 


Price: $32.50 less « 


irtridge. 





Buton Transistorized player 


BUTON Transistorized Record 
Player 


Audio-Master Corp., 
17 E. 45th St., 
New York City 


Buton transi 


ible record playe I 


Device: torzed port 
Selling Features: A German import; 


hi-fi equipment is contained in 3 


tone carrying case; 4 special tran 
istors; Operate on a volt batter 
pla 3, 45 and 75 rpm record 
inge from 30 to 13,000 cp 

Price: $89.50 





Tele-Tone phono K730 


TELE-TONE Phono 


Tele-Tone Co. of America, 

1178 E. 180th St., 

New York, 60, N. Y. 

Device: Teletonc peed 
phono con ole, No K 730 
Selling Features: Plays 7, 10 and 
2 in. records in peeds; pilot 
light automatically illuminates front 
design panel; compact design 
weigh 12 Ibs. pink OI blue 


( 


Price: $39.95. 


kiddie 


1937 
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of a TOASTMASTER 


< ee aaenee 


nm reap 


Automatic ELcLiic 


Water Heater 





The Toastmaster* Water Heater 
tank is fabricated of heavy-duty 
steel. The head and base are 
welded with extreme care 

and once the tank is finished, it 
is either glass lined or heavily 
galvanized by the superior hot- 
dip method. Then the tank 
undergoes strenuous hydrostatic 
testing to assure performance 
under normal operating condi- 
tions. 

After the tank has been at- 
tached to the water heater base 
by means of tough J-bolts, the 
remarkable Life-Belt* Elements 
are attached, (Depending upon 
the type of water heater, either 
one or two clements are ine 
stalled.) 

The long life and extreme de- 
pendability of the Life-Belt Ele- 
ment lies in (1) “gentle” heat 
application, at temperatures far 
below the burn-out capacity of 
nickel-chromium resistance 
wire, and (2) wide-area heat ap- 
plication, which prevents forma- 
tion of lime and scale inside the 
tank, 

Extra-heavy spring loading 
maintains constant tension ot 
the element upon the surface of 
the tank, thus assuring efficient 
contact. And since the entire 
clement is enclosed ina reflective 
steel channel, the heat is trans- 
ferred through the tank surface 
to the water with maximum ef- 
ficiency. 

See next month's ad for more 
Inside Facts about Toastmaster 


Water Heaters! 


McGRAW ELECTRIC CO. «+ Clark Division 
5201 West 64th Street + Chicago 38, Illinois 


Toastmaster Life tel are 


trademarks of McGraw Edison Co. Ch 


6ago, makers of ‘Toastmaster’ Water 
Heaters Toastmaster’ toasters and 


naster’ and ‘Tropic Aue 


MGRAWE 


EDISON 





STMASTER 


on U8 ee On 


Woter Heaters 
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‘John H. Breck, Jr. of the Brand Names Foundation presents that organization’s award for “Retailer of the Year” 
to General Electric retailer Gilbert A. Bering, Jt as Conover girl Carole Michelson looks on. 











Meet the man just named “Retailer of the Year” 
by the Brand Names Foundation. 


He knows the retail business well. 

“IT think this General Electric policy is very 

He knows his brands well, too. 
valuable and helpful to local retailers who 
carry General Electric appliances . . . it 


He has some mighty strong Opinions means the General Electric retailer doesn’t 


have to worry about a sale up the street of 


on “private brands a low-priced private brand made by General 


I:lectric. That makes a lot of sense to me! 
Mr. Bering’s words illustrate very clearly 
the belief that is the basis for all General 


This is Gilbert A. Bering, Jr., of Norfolk, “T believe that retailers have been discrim Electric policies. That belief i simply thi 

Virginia. He runs the Mechanical Engineet inated against by their manufacturers mak what is good for General Electric retailers is 

ing Corporation, a retail apphance busine Ing private brand certainly good for General Electric 

with three branch stores in the Norfolk area “TI consider this unfau General Electric Company, Appliance 
Mr. Bering handles two lines of appliance: ‘The General Electric ‘no private brands’ and Television Receiver Division, Louis- 
one of them General klectric He ha sold policy preve nts this injustice ville ] Kentuc ky. 


the General Electric line for four year 

Phroughout this short period, it has grown 
to be the major portion 65°), of his busi 
nes 

Progress ls Our Most Important Product 


Gilbert Bering has some opinions about 
private brands that should be of interest to 


retailers not only in Norfolk, but in every G a N E R A [ 7 LE CT a : * 
town in the U.S.A. Here's what he say 
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ELECTRICAL 


APPLIANCE 


TRADE REPOR 


AIR CONDITIONING MEN TRY TO 


NEWS 





M3 


How to Live With 


a Near-Recor 


W iia! » going to happen to the room 
ul ‘ 


conditioner busine during the 
nonths ahead? 
That's the big question now as the indus 


t closes its book 


eason in which sale: 


on a disappointing 1957 


may have fallen below 


1956 levels (informed sources estimate sales 
ind which will 


it around 1.55 million units) 


eave an inventory of over 750,000 units 
ome say it may wind up as high as 900 


UU unit 

If past performance is any guide, the in 
lustry 1 
wing down this carry 
itself, such early 


et a depressed price level that might prevail 


of ““dumps’’ aimed at 
Also, if history 
could 


in for a series 
Ove! 
epeat eason dump 


throughout the 1958 selling season 


think 
s a good chance that history will not r 
eat itself in 1958 

[hey point out 


i inventory is in the 


However, air conditioning men 


there 
that, by and larg thi 
hands of 
vho may be able to resist pressures to 
Lhe point out further that 


manufac 


rising 


ianufacturing cost in the month ihead 
ictua enhance the value of this vear 
ito 
The Full Meaning 
| th nerally-optimistic attitude of 
t manufacturer vh ire now assessin 


full meaning of the 


ir inventor the pu 


oks | bleak than might appear on the 
ta Most a nfident that large-scale 
Ip in D ntrolled: all are looking for 
ird to a new record year in 1955 
\mong the reasons for manutacturer opti 
1a wc i win 
( mM it s¢ j ilthough a nti 
i] pol 1 th 1 maditions busin 
to have a omplhi hed one thing: due to 


} } 
the tact that many manutacturers have ich 
i larg part t Ca invent vil 
t i the fact Th nvento 


MERCHANDISING—SEPTEMBER, 


, 
‘ 











HARRY GRAYSON 


News Editor 


Hf 





ta 
HAUL | AAA al HW 


FIGURE... 


d Inventory 


750,000 


ROOM 
AIR-CONDITIONERS 


INVENTORY CARRY-OVER of unsold room air conditioners was greatest in 1954 when a whopping 800,000 


units were left over after a sale of only 960,000. This year’s 


when compared with a sale of 1.55 million units 


vill be mostly in the hands of the manufac 
ture! Phi hould thin out the likelihood of 
cale dumps because manufacturer rank 
have been weeded out to the point whe 
there are few left in the busin vho might 
be termed “financially unsound 
The year 19 following the big 1954 
I ove cea mpan ing chart iw tel 
hc pre-season selling Manufacturers thu 
eason that a large it over thi car might 


x” instrumental in making 19558 a new recon 


cal Nh 


paring for a 10 percent 


most optimist iv the ive pre 


better sale industt 


than in the last record year (1956 

As fa p m merchandise next i 

mn ned 7 oncede that they will 
1957 


estimated 750,000 units isn’t quite so bad 


hold low as long as unsold inventor from 


remains around, but most are confident 


that price vill advance as this inventory | 
eared and th conditioner 
unit Sut 
lus price pomt out 

no etfect on The 


0 point out that most of the proht has been 


demand tor au 


vain being met by late-model 


mdust poke 


production ost 


mich 


ken out of these surplus units this year 


Product innovation | ipparentl not 
ig to suffer from a too-heavy inventory. Al 
though some concede having yanked some 


rom 


their 


ontinue to make planne 


cw model 
others say they wiii « 
product improvement still 
that he “will have the 


A idk i ith ill 


production — line 


another re pol 


most revolutionar 


known 


MORE> 


conditioners evel 
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NOW ALL ADDED TO GREAT 


58 NORGE WASHER 


WITH 
AUTOMATIC 
LINT-OUT 


Round-the-clock timer starts washer auto- 
matically it any time selected! Women 
imply pre-set the timer to start the washer 
when they want to wash, day or night 
Chey can wash while they sleep thus con 
erving hot water for daytime uses. They 
can save important money by washing dur 
ing off-peak”’ electric rates. Even permits 
a timed “pre-soak"’ period for clothes that 
require it. Most startling floor demonstra 


tion feature you've ever had! 


2 Wash Speeds let women pre-set for nor 


mal agitator action, giving thorough cleans 
ing for regular wash; or pre-set for slow 
agitator action, assuring super-gentle wash 
ing action for delicate fabrics! 


2 Spin Speeds let women combine either 
normal or slow spin with either one of the 
two wash speeds. Here’s perfect, thorough, 
but gentle washing and spin drying for 
every washable item ever created! 


2 completely different automatic cycles 
with the famous NORGE dual Time-Line 
control! Select normal 32 minute cycle for 


SEPTEMBER, 


Dicpencer Wheel! 


regular wash loads; or short 18 minute 
cycle for small loads, lightly soiled clothes 
delicate fabrics! 


Cold-Warm-Hot wash water selection per- 
mits the tailoring of the wash water tem- 
perature to suit the fabric; saves hot water, 
saves clothes! 


Cold-Warm rinse water selection saves hot 
water when washing with synthetic deter- 
gents; permits complete cold water wash 
and rinse for special fabrics! 
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Puc- 


AUTOMATIC 
LINT-OUT 


Diepencer 
Wheel 












Automatically removes lint... 
banishes yellowing, graying... 
gets clothes up to 39% cleaner! 


Ordinary rinse water is turned into magi 
water when mixed with rinse-conditioner! 
And it’s all automatic in the Norge! Lint 


is suspended in the conditioned water and 





floated away. No messy filters to clean o1 





clog, either. Whitens, brightens nylons 





Softens blankets, baby clothes: even 





eliminates the main cause of diaper rash 


OTHER DAZZLING 
"58 FEATURES! 


@ Exclusive Time-Line Control—easiest to 








use, most flexible control ever devised for 


Model AW-28-2 an automatic washer 


@ Huge 9 lb. porcelain tub with biggest 


EVERY '58 NORGE WASHER agitator made—gets clothes cleaner 


HAS A MATCHING NORGE DRYER! 


NORGE; 


is The Dealer Profit Line ! 


@ Super Rinse and Super spin dry 


@ Automatic Suds Return optional 


@ Automatic sediment ejector « Full 5 year 


warranty on transmission components 


@ Water miser operation 









MORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, Merchandise Mart Ploza, 
Chicago 54, ill. Canada: Addison's Ltd., Toronto. Export Sales, Borg-Warner International, Chicago 3, Ill 
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Automatic 
Wrinkle-Out! 











HEAVY FABRICS 

















NOW ALL ADDED TO GREAT 


‘58 NORGE 4-WAY 
Clothes Dryer 





GAS AND 
ELECTRIC 





Demonstrate Automatic Wrinkle-out drying ! 
It lets you sell freedom at last from wash 
day's biggest chore — that hot, endless job of 
ironing the tremendously increasing number 
of clothes made from the new miracle fab 
rics —the orlons, dacrons, nylons, rayons! 
A turn of the dial makes wash 'n wear 
clothes come out wrinkle free. Here's the 
hottest floor demonstrator conversation 


piece sales closer you've ever had! 


2: 176 





Demonstrate 4 separate heats ! Women will 
stand in front of your Norge spell-bound 
when you show ‘em how they can actually 
tailor-make the heat for every different 
kind of fabric created! There are special 
heat settings for woolens, nylons, dainty 
lingerie, even cashmere sweaters. Depend 
ing upon the load, they can select (1) Room 
2) LO (3) Medium and 
1) Superfast at safe temperatures 


air temperature 


SEPTEMBER, 


Demonstrate 4-way drying! Only the 
years-ahead Norge has ever been able to 
build a dryer that lets the lady select the 
exactly correct, safe way to dry everything 
she washes (1) with or (2) without tum- 
bling, and (3) with room temperature air, 
or (4) heated air. She can select the exact 
drying time she wants. She can dry clothes 
bone-dry or damp-dry for easy ironing. She 
can even dry nylon hose in perfect safety! 
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Model ED-28 


EVERY '58 NORGE DRYER 
HAS A MATCHING NORGE WASHER! 


NORGE: 


is The Dealer Profit Line! 





WORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, Merchandise Mert Pleza, 
Chicago 54, ili. Canada: Addison's Ltd., Toronto. Export Seles, Borg-Warner International, Chicage 3, Ill. 
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4-Position 
HAMPER-DOR 
Funnels Clothes 


into Dryer Drum! 


Ends bending, stooping on washday 
forever...the only dryer ever specific 
ally designed for the easy transferring 
of clothes from a top loading washer! 


1. Closed Position. 
It's a perfect mate 
for the Norge Auto- 
matic Washer. 


2. Clothes-Chute 
Position, It's all 
ready for easy load- 
ing right from the 


washer. 
—_—_ 
if} ) 3. Sort 'n Stack Po- 
| — = sition. It is a handy 
‘ r— shelf for sorting and 
\ = folding. 


4. Clothes Basket 
Position. it's conven- 
ient for loading, un- 
loading from clothes 
basket. 





OTHER DAZZLING 
’S58 FEATURES 


® Lighted Time-Line Control, with 
Tel-A-Time Guide Line, times any 
drying period up to 120 minutes. 


@ Stop 'n Dry control « 5 way venting 


@ Super-capacity cylinder « Giant lint 
screen 


® Automatic door switch « Stationary 
drying rack 


@ Ozone germicidal lamp 
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But, on the other side of the not learned how to do a selling 


ledger, manufacturers have some job 
doubt 
They are afraid that consign Product Changes 
ment selling may have created an Competition in this “bad’’ sale 
evil as well as an advantage. Many year of 1957 has brought about 
look upon the system as an initia some changes that will be reflected 
‘ : tive-killer on the dealer level. Op- in 1958 units. The 7.5-amp on 
° ’ ponents of the system say that the h p. unit Is now spré iding acro 
dealer is all too prone to relax hi the industry. Introduced by Fed 
aad aad iles efforts when he knows he can ders this year, the model seems to 
{i \| eturn unsold units to the manu have been extremely popular 
a ee Ht My facturer without financial loss to Although the merits of the so 
* Only patented, self-thawing himself illed portable” model rent 0 
clothes dryer vent with ee universally extolled, there will also 
BRINGS YOU be , ; be more of them next year. ‘lwo 
exclusive automatic They look askance at the 10 manufacturers and a private label 
weather-proof damper. percent excise tax on smaller unit offered them this year; more will 
that has dogged the industry for a include them in 1958. Thev are 
SELF-CENTERING CLOSE- oe ce increasing popularity becoming lighter in weight and may 
of the one-h.p. unit has been at find acceptance on that basi 
COUPLED VENT FOR least partly sparked by the fact that , 
SPEEDIER INSTALLATION. the 3-h.p. unit is thus taxed, whil Some Solutions 
larger units are not. This has nat Some industry solutions for next 
LOWER PRICES... rowed the price difference between year might therefore includ 
MORE TO SELL FOR ih p. unit ind one-h p. units, An extremely hot summ 
MORE PROFIT. making the larger unit even mor A more equable excise tax on 
desirable than it would be if the units sold for residential u Some 
NEW VENT ustomer reasoned simply from a manufacturers believe an 
ling powe! basi the-board 5 percent for il] ot 
New self-centering close-coupled Manufacture: till stre the units would be more fai yuld 
vent provides for fastest, easiest fect iat the indesie tic wnt sali Wal ae re 
direct venting on outside wall from p BUN TINE NCW Me CO Te 4-it.} 
kitchens and utility room New learned how to do a elling job Dealer awareness that th in 
coupling is automatically self hi tress the importance of deal make more money on ail idition 
centering automatically locate rs selling features and the man ers b elling features instead of 
and tightens itself. Accordion action vantages of ai onditionias in al 
of flexible tubing automatically I 
adjusts to desired distance from 12 eneral. Almost all agree that, in If the consignment plan et 
inch maximum to flush. Available iddition t 00] weather me of mtinue—and po ibly id—a 
for 3-inch or 4-inch diameter dryer thre princip leterrent to ait better svstem of dealer in it 
All kits individually packaged with mditioner sales this vear has been misht well he worked out 
instruction sheet th continumg tendency on thi son f these solution 
SAVES TIME AND LABOR t of the industry to sell almost ously in the hands of the 
._ “a , th 9 ans ve 1 the ba tf pn 1 hie problem have been id 
noctrd see pies Baptist Sa . . { man | : long tim ind ti indust ! n 
ible tubing to vent pipe. No lost ’ ” traid that ha had much luck in changing them 
time or fiddling around in cramped 
quarters trying to engage tubing and 





vent 





NEW LOWER PRICES COMPLETELY LISTED 
FOR DEALERS AND DISTRIBUTORS 


Our top quality line, together with completely new close-couple unit 


and new lower prices gives you more to sell for more profit For your 


Consumer Confidence Sags 


University of Michigan Survey Research Center report 
shows that the consumer isn’t so sure about prosperity; 


cautious and moderate expenditure seen 





convenience we eliminate pricing guesswork. Only DRY-R-X provide \ period of cautious and moder high ercent ught 
eparate, printed, easy-to-use price sheets for dealers and distributor it expenditure is the picture ood time to buy househ 
All prices are plainly spelled out so you know your profit picture at a iinted for the last half of this veat ind clothing; now 47 percent think 
glance All DRY-R-X kits are individually packaged with instruction the index of consumer attitud o. ‘The number who f t t 
heets. Freight allowed on orders for 120 hoods or more ind buying intentions made bv the a bad time to buy ha 
Surv Research Center of the 17 percent last winter to ; pel 
University of Michigan on the basi cent Lhe report doe indicate 
DRY-R-X VENT KITS FOR EVERY NEED f its Ma June surve' Phe May however! that intention t 
June tally registered an eight-point cars run about the i 
Flexible Kits include 3 or 4-inch DRY-R-X Exhaust Hood with Auto dive from the score of late 195 sieaaie: (Olheian ‘tis Deer iain Te 
matic Damper 6 or 9-foot lengths of pearl-gray Flexible Duct 3 or | versity of Michigan research ippliance —_" freauent Ih 
1 inches in diameter ers pomt out that this latest index center doesn’t publi h findit in 
Rigid Kits include 3 or 4-inch DRY-R-X Exhaust Hood with Auto of 104.1 1s considerably above the intentions to buy specific it 
matic Damper 2 adjustable aluminum elbows, and 6 or 8 feet of lows of around 93 in late 1953 and Feeling Worse Off. In 
Aluminum pipe in 2-foot lengt! irly 1954. It is low only when the percent of consumers v 
npa ht h It is « f han t 
Write direct for information tly the direct the ind ised from 17 ent t t pt 
on displays, free literature t ith t| t that t t th 
and price sheets il Pr 
--=--------)) DRY-R-X co. : 
6632 WEST SHORE DRIVE 
MINNEAPOLIS 24, MINNESOTA 
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There Were Many Stars 


but... 


"ONLY ONE BIG HIT 
AT ATLANTIC CITY! 


A spectacular new protit-maker for you! 














Mills, 
E3WZ] the FIRST fully automatic 


Etecrie>- CAN OPENER 


Brand new and completely different, BVI’s amazing can opener is 
ready to work selling wonders for every alert dealer. Press reports — 
and thousands of chain and department store ORDERS — are proof 
positive that the BVI electric can opener is the hottest new item in 
housewares today! The only electric can opener that’s fully automatic 
Grips, perforates, opens cans of any size or shape, removes and tilts lid 
to drain fluid into can, holds opened can securely. All automatically! 
Quality-crafted by famous-for-craftsmanship Burgess for long-life serv- 
ice. Compact, needs only 5” of counter space, has sparkling refrigerator 
finish in white, yellow, pink, turquoise. Tie in with LISTS AT 
national advertising for Fall and Christmas business! $24 95 
. 









BVI NATIONAL 
ADVERTISING will reach 
40 MILLION ready-to- 

buy CUSTOMERS 


Lary 
i | ice ads (} page » OF 


mor 
Ore) in both National mapa 










41 ind me MW paper mh £O tna 
JOr cities, will be telling a 
customers about BV] new pr d 
uct hy 3 ‘ v 
i READY Order TO 










NEW! REVOLUTIONARY! 


° ’ . 
The Mixer that’s a Flavorizer! 
—_—_——— 
Mixer-Aerat ip ea 
Co mixer-Aeraror 
yr 
No other electric mixer like it in the world! Especially 
designed to deliver fresh, fresh flavor yia the principle of . 
aeration. Air is drawn into the hollow stainless steel shaft New Safety-Whiz for the Home/! 
and whirled out in thousands of tiny air bubbles while 
3,000 rpm motor powers agitator for thorough mixing Sf) rn 
Result: the most delicious drinks . . the freshest, Mii. Knife 
the frothiest, tastiest scrambled Cw & Scissors Sharpener 
ay 


natural tasting juices 
smoothest, most zestful 








eggs, waffles, and whips the s 
dressings, frostings, sauces. Easy-to-clean mechanism 
Smart, streamlined design in white, yel- Now! Fool-proof design in a household sharpener! 
low, pink, turquoise. Another nationally LISTS AT Compact dome with carefully engineered slots 
advertised Burgess product for every $22 50 guides knives and scissors .. . makes perfect sharp- 
home, to give you up-to-the-sky volume! 7 ening automatic. Safest, surest, most efficient 
sharpener on the market. Priced right 
to make it a sure sales-getter! $12.95. 







© 1957 Burgess Vibrocrafters, inc. 


Stock up Now for Fall and Christmas Business! 


FOR DETAILS, DISCOUNTS, FULL INFORMATION WRITE Dept. A-88 

















Glitering New (957 
BUREKA 


GOLDEN Gi CROWN 


Super kero-Matic 


MODEL 9G6GO 


On $692 


Complete with New 8-Pc. Set 
of Deluxe Cleaning Tools 


NEW POWER IN DAZZLING NEW BEAUTY 


and many other improvements! 


ee 
New Super Suction ‘\ 
~Ti cubicfeetof | 

air per minute od 


ee nell 
ee 


New Easy-Glide Rug Tool 
with Heating brush—cieans 
with @ feather touch 


—_———_——— 










No Lift Ne Carry! 

Rolls On 4 Rubber 

Swivel Wheels _ 
ere ern 


@ New1H.P’. Motor @ New Quiet 


_ ; No Vibration 
® New Twin Exhaust . 


@ New Fasy-Open Top @ New Double-Size 
@ New Suction Adjuster Dust Bag 


@ New Vinyl 
Swivel Hose 


@ New Step-On 
Toe Switch 


TREMENDOUS 
NATIONAL 
ADVERTISING 


wee wt 
“er a youve 
evwenn' eonrn® 

one ee 


he (poe 
" rt 
Gc 
rs cnowe 
ovoen oe 
. oe er 





Z. color a0 


® V0) LIFE and 


Specially designed for 
fast, easy cleaning of 
large rugs and wall-to 
wall carpet. Automatic 3 
way action cleans quickly 
in one single operation 


wo 3 Tie 


—* PO G 7 Many advanced new fea 
— : tures: 2-Speed Motor 
& / Soe fee e Throw-Away Paper 
; Jo More 4-color Ads in 
a. 
' = GOOD HOUSEKEEPING 
me — 
a and MACLEANS 
—_ 


Month-after-month advertising in dazzling 
4 colors hits more than 46 million readers 
reaches the best prospects in your area. Tie 
in now with your local promotion for your 
biggest Fall sales ever! 








Speaking Naw [957 
BUREKA 


Super Automatic 


MODEL 260 


oF $BG2 | 
Set of Deluxe Tools in 


“Handy-Pak” Kit $19.95 
 «—«, 


wa q he . 
, ( : *Grcton Cans! 
% KAN Sinasttn P a 0 — 


es 


Equipped With Motor-Driven "'Disturbulator”’ 


Se 


ot New 4995 Eureka |< 


WITH EYE-APPEAL, FEATURE-APPEAL 


A 


FC 








and — 
S / 





PLU 
e Ne 
e Ne 
} 
e Ne 
Oe x 
Dust Bag e Brilliant 
Headlight ¢ Base only 6" PUL 
high, and many others, 
“FA 
ALL 
PULL-PACKED SURE-FIRE 1 


PROMOTION NEWSPAPER ADS 


20 in 


You can’t miss! Order ad mats and new 


Two new series of “‘sure-fire’’ promotion newspaper ads 
10 in 
Eurekas from your distributor and get your Fall selling promo 


and 60 in 


tion going at once! 
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ee 


FOR PRICE-LEADER PROMOTION...OUT-VALUES THEM ALL! 


} ‘Thea Power, A /, Ne y/ 1057 FOR ALL-AROUND diy sit 
















Steps Up Sales Fast 


AND LOW, LOW PRICE-APPEAL! 


A terrific new HKureka Roto-Matic 
with amazing cleaning performance 


a ay as ra 2) alt See 
INTRODUCING 


HOSE SWIVELS IN TOP 


- ining 
. SP py 
Baer 5. 


EUREKA ye 
Shecial Ker-Vatic : 


MODEL 860 re 


WITH ATTACH-O-MATIC 4 
CLIP-ON TOOLS 





FEUREHS 
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Complete with New 7-Pc. Set 
of Deluxe Cleaning Tools! 


PLUS ALL THESE MODERN NEW FEATURES! 


@ New Full 4% H.P. Motor @& New Vinyl Swivel Hose 


e New Powerful Suction © New Easy-Open Zip-ClipTop (5 ™ 
Bos 
e New Throw-Away e New Suction Adjuster el 
Dust Bag—Triple Filter for drapes and fabrics ole 
pep le 
> 
PULLS IN PROSPECTS QUICK! i 
- ELLER" AT GOOD PROFIT! es — 
gen iaaa e ce ~NEW ‘fA y-GLIDE a” 
ALLOWS EASY SELL-UP TO force SS CTO V4 FLOATING nes a 


-¥ « “ 7 5 | Me a ° 
NEW EUREKA SUPER MODELS! i in a 4 ASE” 
: and oe + 5 


EUREKA WILLIAMS CORPORATION 
BLOOMINGTON, ILLINOIS 


in Canada: ONWARD MANUFACTURING COMPANY. LTD Kitchener, Ontario 














HARVEY S$. FIRESTONE, JR 


“Every month more than 90 per cent of 
lr irestone employees invest SYOO.000 


through the Payroll Savings Plan” 


Every month more than 90 po cent of Firestone em If employee participation in your Pavroll Savings Plan 
plo ry in plant icro the nation invest SYOO.OOO0 in is le than 50 or. ub ye ur employes do not now have 
United States Savin Bonds through the Payroll Sa the opportunity to build for their future through the 
ines Plan. We are proud of our share in conducting thi ystematic purchase of U.S. Savings Bonds i letter 

est t prograr ut rep der of our em to: Savings Bonds Division, U.S. Treasury Department 
plo ho responded nificently in our 1956 Washington. D. ¢ will bring » ompt issistance trom 
drive that the et a national record tor participation your State Director. He will be glad to help vou put on 
Pheir good judgment in invest in U.S. Savin Bond t person-to-person canva that vill put ! ipplic ition 
| " i! 1 pre ision for their future ecurit It i ilso blank in the hands of every employes This is all vou 
i definite contribution to the future tability of out have to do. Your men and women will do the rest. be 


cause they will welcome the opportunity to build for 
HARVEY S. FIRESTONI i. Chairman : 


‘ ly ‘ 
The Firestone Tire & Rubber Company pel onal and national ecurit 


|) ; ent 


The | es ( te The 7 | 
F ; five ( l 








vervoana ic gattinge into tha WiFi act!, | 










th ) hows that 2] percent of hand, an equal number of other 
isumers feel that conditions ar think trade-in allowances, di 
better than a year ago; 28 percent counts, and a possible slowdown in 
felt so in late 1956. Those who price gains make it a good time to 
belie that business is worse buy 
umped from 13 percent to 25 pel Some 41 percent still look for 
cent. A growing number feel that higher prices, but this has held 
things are going to deteriorate fur teady for the past three survey —_——enr—enrerre™ 
ther and mversely, fewer believe Because so many cited high prices 
that th vill be better in th is a reason for it being a bad time T 
futus to buy, a leveling of expectation: MARKE 
Iixpectation of good times for the of more rises could be a hopeful 
next five years dropped from 40 en 
1x it last November to 28 pet In any case, the survey shows 
Concern about inflation ha that consumer confidence is well 
in ised. Nearly a fifth of con below its peak 
imers believe it is a bad time to For further detail ce Eco 
OI irs and household goods be nomic Currents column elsewher Lot ¢ YOu cook 
| Ca pl On the other in this issue 


| maeerrmmm when you choose 


Tape Sales Soar NEW eal 
SALES... : 
when YOu please! 


Salton. 


raw tape sales to record high and some manufacturers PROFITS... 
e 3 
Manutacturers of magnetic tape one of the “big four’ manufa Plus H o TRAY 


‘ Increasing popularity of pre-recorded tapes pushes 


face back orders of up to six months 


eee eee eeee 






ire riding high this year with order turers, explains it this way Ih 
backlogged as much as six month tape busing is tricky. It involve 
due to sales increases of up to 6f 1 lot of know-how to keep up th New prestige 
per cent over 1956 level quality of the tape as your volume heaps of hot foods het and Raver-pertect 

Until a few years ago, the non increas¢ Small companies with and extra OS 
industrial market for tape was con little experience might find every . , 
fined largely to “raw’ tape—th econd a h of tape defective for customer satisfaction 
bla ise I rder owners use fo! ome unknown reason 
he ording. Now there’s a Other source ilso mentioned with 

md big market for the tapé the difficulty of tape-making, but 
nanufacturer the pre-recorded idded that some prospective tapé 
ta market. Over 40 compani makers are hesitating until they se Salton. 
I ding music on tape for the outcome of a patent fight now 

music fans who own tape going on between Armour Institute and you serve 
rd of Chicago and a major tape manu without leaving the tente. 


’ 
Ih aring popularity ot pre facture! America’s only 
( tapes is helping push sal l'ape speed, a vital problem in food warmer HOTRAY Patio Master 


, ' it a pact that cause Reeve recent vears. is now virtuallh tand desi ned to kee 22” x 11”. Adjustable heat control. $24.95 
S idcraft executive vice presi irdized at 74 inch per second. All g p 
dent Frank Rogers to predict that 115 stereophonic tapes listed 1 hot foods hot. HOTRAY, the automatic electric food 
f ind tape recorder will the 1956 Harrison catalog were 1 ee, eens ae ue the ri te 
oF zy te re ; 
itually gain the degree of satura corded at thi peed. With raw SSTNG SOMPOTORNS TOF NOUS. vere 


not overcook or dry out. Heaven-sent 


enjoyed by discs and tapes, the 74-inch speed is so taken FEATURED BY for late guests, late husbands, TV 


iph Roger i Reeve tor granted that one large manu snacks, children’s lunches, or just 


© | | ft i] thi ear are uD facturer no longer me aie peed LEADING STORES plain freedom from an arbitrary cook 


ing schedule 


vhopping 5 pe nt over th in hi price list pecihcations 
first half of 1956 Raw ‘Tape Price Down. Im HOTRAY in 6 sizes, from $10.95 
HOTABLE, electrically heated serving cart 
(incial it Minnesota Minit prove d methods in the manufa from $57.50 , “ 
mut t y ) ) TeT t t W 1 ‘ rice 
Manufacturing Co., al ape ure of raw tape ha el lowed pri Write for free HOTRAY Recipe Booklet 
th ile much better’ tha uts of as much as 50 per cent in 
SALTON MANUFACTURING CO., INC 
i il ord volume the last two year Popular consum 314 E. 95th Street, New York 26, N.Y 
ORRadio Industri In Set er-size rolls now retail for as low 
mng qua t ile up 66 per cent I 2.50 Retailers can ex pe t to bring 
last i nargin of 30-40 per cent on ray 
\udio Devices, Inc. finds sales tap customers into 
7 +() per cent ver tl New manufacturer prom tion i ‘ 
Or —o— 
x months of 195¢ theme for raw tape include a your store to buy. at t 
inc 
ll tl ( ging facturing CO " 
Obvious Que stions. All thi tape-spondence” idea encouraging Salton Megeth St., N.Y. 28, % and intormatior 
question: if the recorder fans to talk busine and — se send me complete catalog 
' Piea 
tap mufacturing busine | ) personal letter rite pecial en 
: : Name 
i th fill on rou minute tape old in handy mailin | 
7 s 
pan ompeting? 4 Doxe Adares State | 
t Aud Device In . Dull. technical ooking raw tape City — 
, : leo ys ms a ER Oe , 
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Here, are but a few of the fourteen distinctly different models, all 


Gin me Di tg i i) ine i kd a ee ee ee Se eee 








Everyone is getting into the Hi-Fi act! 


Now that you have seen the other lines, compare them model for model 
with Magnavox High Fidelity and draw your own conclusions 





The Duette, Model 266, contains three speakers, push-pull amplifier, 
automatic record Diamond Stylus ($20.00 


beautiful furniture in a variety of finishes 
+J29°° 


aA’ The price /s only 
20% lower than competition. 


changer, including retail) and 











The Magnasonic 410, Model 275 
to out pe riorm any other 
15” ba 
furniture with mar-proof 


A truly high fidelity 


It contain 


instrument guaranteed 
four speaker AY 
tweeter in beautiful 


phonograph now on the market 
peaker, %” mid-range speaker and two high frequency 
liding gla top that eliminates the now obsolete ‘“‘lift-lid.”’ 


Includes Magnavox precision record changer, large record storage 


Compare The price is only 
IBLe 6, 


The Magnasonic 410, Model 274. This is the biggest high fidelity package on 
the market. It includes a superb AM/FM drift-free tuner--same audio equipment and 
other features contained in the Model 273. Priced at only $279.60, but has more 
equipment, features and performance than competitive models selling for around $400.00 


pace 


199° 


less than competition 




















fax, 
The Magnasonic, Mode! 27! 
instrument with ten watt amplifier (20 watts peak power) a 12” bass speaker and 


A beautiful, full console high fidelity 


two 5” high frequency speakers, exclusive precision Magnavox record changer 


with Diamond Stylus. 
AL *169*°° 
The price is only 
lower than competition. 


With drift-free AM/FM radio, (Model 272), priced at $2 | QG5° 


vA by 
25% lower than competition. 





The Continental, Model 295. A really matchless high fidelity instrument with 
unique and exclusive features available in no other make regardless of price. A gliding 
glass panel give to record changer and gliding front door, to a super AM/FM 
tuner and record storage compartment. It is the only instrument now on the market with 
25-watt dual-channel amplifier (50 watts peak power) with high frequency channel oper- 
ating a distortion free exponential high frequency horn; the other channel, an 8” midrange 
and super power 15” bass speaker. It has a new, unique “‘tone and room” equalizing sys- 
tem that enables you to change the bass or treble level without affecting the overall 
reproducing range and marring the timbre of the music. It is available in genuine walnut, 
cherry, oak or ebonized finishes with a variety of interchangeable bases to suit your cus- 
tomer’s taste. Compare this instrument with any other, regardless of price, and draw 


your own conclusion s389o0°° 


Compare 


ACCES 


The price is only 


in genuine mahogany, 


Diamonds are Hi-Fi's best friend— 
and Magnavox has one in every model 





— 


| The | 
contain 
fession: 
reprodt 
space s 
power) 
range ¢ 
perforn 
magnif 
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phono; 
center 
amplif 
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Here, are but a few of the fourteen distinctly different models, all 
a available in a wide variety of woods... plus portables too! 


The largest selection of styles and price brackets in the industry. Each Magnavox High Fidelity sells faster and in a larger volume than any other 
model, though unequalled in performance, is actually priced lower than brand. PROOF—a small family of Magnavox dealers sold 38°, of the 
competition, yet provides the highest profit margins in the industry. entire industry sales of console radio-phonographs last year—and at full 

Of even greater value is the profit making policy under which this line retail price. Three hundred of these dealers sold about twenty-five million 
is sold—selective distribution through fewer than 2°% of the radio- dollars of Magnavox High Fidelity (averaging $125,000 each in twelve 
television outlets. The highly profitable margins are guarded by a no- months) and that volume at a profit. 


price-cutting policy... Fair Traded in Fair Trade states. Need we say more? 





, The Concert Grand, Model 300H. Here is the audiophile and music lover’s dream, It “"“™-—~ ; i 
contains not only a superb phonograph and AM/FM tuner, but also a tape transport of pro- 
fessional quality for playing either monaural or binaural tracks for stereophonic sound 

; reproduction through a revolutionary self-contained reproducing system or optionally through 
space separated speakers. This sound system consists of a 40-watt amplifier (80 watts peak 
power) two exponential horn speakers (1000 cycle cross-over) reproducing the entire treble 
range and two “super power” 15” bass speakers. The Concert Grand has no counterpart in 

) performance at any price. It is half the price your customers would expect to pay for this 
magnificent instrument. 










1, Exclusive Magnavox Gold Seal Warranty too. 
y Only Magnavox—in all the industry — 


2 backs its reputation for highest quality with three 


~ months customer service and one year's 


am full warranty on all paris on all Gold Seal television. 
} 


High Fidelity 


.. mm telewision too 


ound fidelity, so important to TV program enjoyment, has been a neglected ‘‘second dimension” of television. Magnavox has done something 
about it by creating picture and sound realism that enables its dealers to justify the sale of a high priced TV in 
terms of true consumer benefits. Here are two examples of why high unit sales can be made in television, too. 
— ——— 7g —, 




















| 
| 
with 
gliding 
M/FM 
et with 
el oper- 
idrange 
ing sys- 
overall High Fidelity Theatre, Model 353. Here is a truly high fidelity AM/FM radio The Diplomat, Mode! 325. Here is what we mean by high fidelity television. The 
walnut, phonograph with the finest big picture television all in one complete home entertainment finest (335 sq. in.) big picture television you've ever seen supported by a complete high 
7. aaa center. A four speaker sound sy stem (two 12” bass and 2 high frequency speaker and hi-fi fidelity system —two 12” speakers and two 5” tweeters operated by a 10 watt (20 watts peak 
amplifier) makes screen personalities come to life and will enable your customers to really power) high fidelity amplifier give the breath of life to magnificent television pictures, The 
50 hear and enjoy the big musicals on television this Fall. There is nothing like it in any other line high fidelity sound system includes separate treble and bass controls —can be operated as a 
‘ high fidelity phonograph completely independent of the television. The Diplomat is encased 


se Q5 oo in fine furniture of genuine mahogany 
‘389° 


There are franchises available in some markets for qualifying dealers. RA ca Ta re caw Ox 


THE MAGNAVOX COMPANY «+ FORT WAYNE, INDIANA 
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IN SEPTEMBER, Coronet mavazines two and a half million 


readers will chuckle over Henrys latest predicament. They'll be reminded to 


look under Electric Contractors in the Yellow Pages when in need of your service 


(Continuous promotion of the Yellow Pages makes more and more prospects use 


the classified a their local buying guide. That's why your advertising in the 


Yellow Pages will be more and more profitable 


“THAT’S MY HENRY... 


...- I keep telling him, 


If you want it fixed right, and fixed right away, look under 
ELECTRIC CONTRACTORS in the Yellow Pages” 





Find Us Fast 
In The 
Yellow Pages Dealers who display this emblem 
help their Yellow Pages advertising 
eo ' pay greater dividends 
VL J « 
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Kat have been dropped in 
favor of attractive multi-colored 
display kit Home recorder fan 
find special reel-storage chests and 
tape idea booklets beckoning from 
counters of appliance, photographi 
ind department store Further 


1 


plans include pushing raw tape 
into the supermarket 

Confusion With Pre-Records. 
With pr recorded tapes, the pl 
ture isn’t as Clear because the dust 
till rises where 4] recording com 


panies have jumped on the band 


wagon Nlany selection are Tr 
corded on both monaural and 
tereophonic (binaural) tape But 


the trend is definitely toward the 
tereo sound 

Attempts to develop an auto- 
matic tape-threading device have 
met with little success. A workabl 


ontinuous loop” would not only 


implify threading but would also 
ittract fans who want long plaving 
background music rather than short 
number requiring frequent atten 
tion. Magazines that play continu 
ously using both sides, would put 
the tape industry on much better 

ound for any future compctition 
with disc-recorded musi 

\n unsatisfactory answer to thi 


problem was the “Moebius loop,” 


1 continuously running tape housed 


na | isti cartridge The loop 
narled and broke, often becoming 
hard to operate than standard 
reel 

A new approach scheduled for 
unveiling late this year has two tape 

ls mounted in a pack similar t 
the ones professional movie-mak« 
use for film. After the tape ti ivels 
from one reel to the other, the 
direction is automatically reversed 
is with a typewriter ribbon. ‘Th 
econd time around, the opposite 
ide of the tape is played 

What ‘Type Heads? Several 
metropolitan New York dealers 1 
port having problems deciding 
vhether to stock tape for sta kee 
or for staggered player heads. Stock 
ing each musical selection in both 
types mak for a double invest 
ment and double inventory 

l'ape manufacturers, howeve: 
ire unconcerned about lack of hea¢ 
tandardization, Nat Welch, a vice 
president at ORRadio Industri 


Ii It makes absolutely no 
differen to us whether recording 
ompanies record for stacked or 
taggered head I he ime ty pe of 
raw tape is used for both method 
We do watch the market, though 
ind nght now there is a marked 
trend toward the stacked head.” 
Pri 1 prerecorded — tap 
i | widely a vear ago but deal 
port they are now approac hing 


1 standard of $12 per 7-inch reel 


[his price offers retailers a margin 
} 


of 35 to 40 per cent on single reel 


1957—ELECTRICAL MERCHANDISING 














Now from $18950—Bell « Howell tape recorders 
with twice the fidelity of TV sound! 


















} 
] e 
New Model 775! Greatest 
Bel c Hower performance yet at this 
g price! Smart styling; 5-watt 
t 4 amplifier; 50 to 13,000 ey 
t aay cles per second; two 5',-in 
% ‘- speakers two speeds | , & 
Poe 7'4 ips. Fool-proof push 
“she - 


buttons; dual recording in 
dicators; monitor and pause 
controls. With microphone 


and cords, $189.50 Retail, 





ee” 
i 


WRAY 





oe te 


Model 730 Stereotone! Professional 
upright design with 3-motor drive; 10 


Miracle 300M model! Magnificent 
cabinetry encloses 4 high quality 
speakers; two 8 in. woofers plus 2 elec 
trostatic tweeters capable of 23,000 
cycle reproduction. Available in ma- 
hogany and blond, standard or port- 
able case. Complete, $299.50 Retail 


inch directional console speaker; 8 
watt high fidelity amplifier; two 
speeds: 50 to 15,000 cps. Complete, 
$269.50 Retail. 





Bell & Howell 


7183 McCormick Rd., Chicago 45, Ill 
FINER PRODUCTS THROUGH IMAGINATION 


Look to Bell & Howell for sales clinchers in every product! 
Fast selling features, built on a firm base of quality engineer 
ing quality materials quality manufacturing. See your 
Bell & Howell salesman for further information and prices 
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WITH PURQUE 
g APPLIANCES: © Business Quick-Check Lotest Prec 


Month M 









“ SALES, factory, appl -radio TV index 


(1947-'49 = 100) 139 







































DEBT consumers owe to appl.-radio-TV dirs (Smillions) . 
FAILURES of appl.-radio-TV deale;s é 
RETAIL SALES total ($billions) 

DEPT. STORE soles inde 
DISPOSABLE INCC 
LIVING COST inde 
SAVINGS of consu 
HOUSING starts | 
AUTO output Ithousans 
UNEMPLOYMENT ( 


RENE 


Iwo things sfoad out at last months Muse § 








y far the most obsious was the phenomena 
fidelity an mterest so intewse that some pec 
in Te a little worned that the industry will low 
hifi just as it once did with television 

The second is a definite feeling that TV business 
in the second half. A certam amonnt of this, of ce 
ihe result of looking ahead through rose colored gi 
number of manufacturers have specific reasons for fe 
IV's momentum will begin picking op this fall 

How mach momentum can we expect? One of those rel 
» specific prediction was Motorola's bd Tavlor who says 
onllhor sets will be sold im the final six months of the year, 
would mean tote! amwdal sales of about seven amllion. 

Ome reason for optimism is the shift m emphasis to b 
portables. The tide seems to have turned heavily m faw 
T inch vets which provide a better anit of sale and a better 
count than the low paced, small.screen sets which have preocd 
pied the industry for the past 18 months, 

Another reason for optimism is the whittling down of ind: 
iventory. On the basis of inventory figures alone the industry r 
in a very heakhy position to strike owt for fell business. 

This does not mean that you can necessarily expect an immediate 
wave of dealer buying, One big manufacturer says he docsn't 
expect much dealer ordering until Labor Day, He reasons that 
dealers are fully aware of what's been going on in the industry and 
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Q: Do you read any trade publications regularly? 


Ast 91.4% said yes. 


8.6% said no. 

. : Q: Which publication do you find most useful for sales- 
making ideas? 

A: ELECTRICAL MERCHANDISING 19.8% 

TRADE NEWSPAPER “A” 16.8% 

TRADE MAGAZINE “B” 94% 

TRADE MAGAZINE “C” 19% 

TRADE MAGAZINE “D” 45% 

(Note: 48 publications were mentioned.) 


Q: Which publication do you find most useful for the 
advertisements contained therein? 


A: ELECTRICAL MERCHANDISING 20.8% 


TRADE NEWSPAPER “A” 13.3% 
TRADE MAGAZINE “B” 10.9% 
TRADE MAGAZINE “C” 5.9% 


TRADE MAGAZINE “D” 5.0% 
(Note. 40 publications were mentioned.) 


OTHER SURVEY DETAILS ON REQUEST 





\\\ hah 
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... find out why 
more dealers read it! 





ELECTRICAL MERCHANDISING 


. . . Gives Dealers More Sales-Building Facts! 
... and Your Advertising | 
Greater *IMPACT QUOTIENT 


How important are trade publications to today’s busy Appliance 
Radio-TV dealer? 


We wanted to know — and here's how we found out! 


Recently, we retained an independent Research Service to poll.a 
randomly-selected register of nation-wide dealers who sell the 
products of a well-known phonograph and record manufacturer. 
Of the 500 dealers surveyed, 221 responded for a whopping 44.2% 
return! 


And here’s what they said: 


Q: Do you read any trade publications regularly ? 

A: 91.4% said YES! 

Q: Which publication do you find most useful for sales-making 
ideas ? 

: ELECTRICAL MERCHANDISING 

: Which publication do you find most useful for advertisements 
contained therein? 

: ELECTRICAL MERCHANDISING 


(Complete totals on these questions are given on the 1Q Tally Sheet 
at the left.) 


PROOF ... proof that dealers rely on ELECTRICAL MERCHANDISING 
to supply them with vital market information and this measured 
reliance creates the ideal atmosphere which affords your advertis- 
ing its Greatest IMPACT QUOTIENT. 


Its no wonder then, why more manufacturers placed more 1956 
Appliance-Radio-TV advertising dollars in ELECTRICAL MERCHAN- 
DISING than in any other publication in the field... they know 
dealers react to its greater IMPACT QUOTIENT .. . Because 
The Dealers Say So 


More promotion-minded dealers purposely look for your advertis- 
ing in ELECTRICAL MERCHANDISING. 


MARKETPLACE OF THE INDUSTRY 
FOR OVER 50 YEARS 

Electrical 
Nierciamdlising)'s 


yo7/6((}\ 1987 
ru) 


A McGraw-Hill Publication 
330 West 42nd Street 
New York 36, New York 


W) th 


Aniventony 


PENTRON 


. . 1 Housing, instituted by the fed- 

Premiere line, cra government Housing and 

‘ Home Finan Agency under the 

direction of administrator Albert 

HI-Fl TAPE RECORDERS ‘020005 
ponsored by McCall’s magazine 


*STEREO «MONAURAL The congress, which will be 


made up of a representative cro 





Better Living Meeting 
Slated for Washington 





I l lal Congr on 
Bett | ) | be held in Wash 
neton. 1). ¢ October 9-11. Su 

to t Women's Congr 


section of 100 women from all age 


5S models to SELL=<from a low $9950 site Tecliaeks, ant tially ie 




















” } 
b oo ng 1 th 
to a profit boosting *325°° seeicidiaads Tanto te aa ter: fin 
f nil true funct of the 
ly mM in Ame in fa i] 
illy want | need m i 
the VICEROVYV t of 1 ing patte 
| ral } + ry f 
Finest home recorder in the world. i 
. . tl i ] | 
Magnificently styled. Professional 
feature 1 extended range 
Oti J 
pe iKe@! 10 watt Wi } in } 
push-pull amplifier. 2 LC crossover McCall te \ k it 
networl] automatic shut-off nportant at this tim trike 
it end of reel, illuminated nce bet 1 what people real 
VU meter and response of vant in tl iy of living accon 
10-15,000 evcle Also nodations and facilitie ind what 
’ Ise ; 
Unimagic single lever control, manutact mass think = th 
hould | [his balance can best 
automatic braking, safety ould ha is balan -" 
be establish e believe thre ugh 
interlock button, and professional 
providin i free outlet of expre 
record/play/erase head , 
mn ip itformn vhicre the qui 
tion Il) ol cr may he expl red 
ypenly by representative spoke 
men for American families 
Ihe three-day conference will | 
the CLIPPER held at the Shoreham Hot 


A fine quality well-engineered instrument at a 
low $99.50. Packed with cost-more features: 
Monomatic single knob slide type control, 
extended range speaker and amplifier system, 


Promotion Portrait 


neon record indicator, and straight line 
slot loading of tape! 
Sell up from here! 


PENTRON PROTECTED TIME PAYMENT PLAN 
® NO HOLDBACKS—100% payment on delivery 
® NO RECOURSE TO DEALER OR DISTRIBUTOR 


© “PLAY AS YOU PAY'’—10% down 

Up to 24 months to pay 

3 way insurance protection 
IT'S BASY TO SELL UP AND INCREASE PROFIT! 





PENNY EDWARDS is o name established 
by the Porcelain Enamel Institute to- 
gether with the title of Home Service 


Director in order to supply educational 
801 S. TRIPP AVE., CHICAGO 24, ILL. material and to handle inquiries about 


IN CANADA: ATLAS RADIO LTD., TORONTO Porcelain Enamel. This is the Penny 
Edwards promotional portrait and sig 


DISTRIBUTORS: A Lope setenage exclusive territories still available nature 


PENTRON is the pioneer and largest exclusive maker of 


tape recorders in the U.S. With more than a decade of 





experience, Pentron is the unquestioned leader in qual 


ity, styling and engineering 


wire or phone for details now! 
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‘ Your Complete Heater 
3-D Heater | vctinstecee 
puts you ahead in heater sales! 


ANEW Treshicd-cing exclusive 


No other dealer has anything like it! You’re looking at Fresh’nd-Aire’s Sensa 
tional new 3-D heater—the portable heater that has everything 























(Get set now for a red-hot start on next sea 


e it's FIRST with © 3-D appearance on’s heater sales with Fresh’nd-Aire. You'll 
multi-directional that is far, far uild store traffic by showing a really new and 
TV stand ahead of any port different heater. And you needn't lose even 


Has 3-D directional able heater ever 
contro!, UP—DOWN built. So new—so 


the low-budget customers who come to see 
but can’t buy, the Model H9836. Sell them 





different it will - 
or AROUND call on chahet a Fresh’nd-Aire too tock the complete 
* 3-D performance line. There’s one at every price-level and | 
too! 1320 or 1650 : “s | 
all from one source. Fresh’nd-Aire— first in 
watt plus fan * New VISUAL ther t a é lits i P f f 
forced radiant or mostat...automatic mart design, quality and automatic tea ! 
fan-forced black control PLUS built tures | 
heat in sales appeal Now is the time to place your heater or 
der. Get the complete Fresh'nd-Aire story 
from your distributor now a aE een ee ee eT ee 
) 4a Va atict tric Hes iT Automat button Automat 
New 3-D TV Fresh’nd-Aire Heater Model H9836 hown above on i seh 1573 ond Heater Model Hone Heater Model H6) “4 
$34.95 retail 5/6 $19.95 retail $79.95 retail $7495 rete 


Duo-heat, Duo-wattage, Directional control. Automatic push-buttons 
select fan-forced radiant heat (1320) or fan-forced black heat (1650 
watts). Exclusive TV stand pivots up or down, right or left. New 
visual automatic thermostat, safety guard, carrying handle 


i, | 


y <P> 
' Jj os 
Vr j ¢ “ 
another quality product of Fresh od Arve Push Fresh nd Awe Clee Fresh nd-Awe Cle 


— 


é 








button Super Heat tric Heaterette tric Humiditie 
er Model H/8% Model W440 Model /O0A $49 9 
Corporation $14 95 rete $14 95 retail retail 


1200 W. Peterson Ave 
Chicago 35, Illinois 
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challenge from Motorola... 


iF YOU CAN 





-SELLABLE HI-FI... 





New Motorola Hi-Fi in fiber glass 
New Duraphon Portable phonos make 
competitive models look old fashioned 
as a gramaphone. Molded fiber gla 
case | cratch-prool tain-prool 

rhree hi-fi speakers, full 8 watt ampli 
fier, 4-speed automatic changer, sepa 
rate ba and treble tone control. Two 
tone case project ound lke a band 


hell. Model 3H24 


Ideal for home demonstrations 
Light in weight, compact in size and a 
ensational performer 

All-wood cabinet features 12” 


_t 
peakers 16-watt amplifier, 
automatic 4-speed changer 169° 
Imperial Mahogany orSwed 


h Oak finish. Model SK 21 . imperisi manogeny tinisn 


) Jand j 














Saves $128 over custom-assembled sets 
Rated No. 1 by a leading consumer research 
organization. Your customers would pay at 
least $368 for the components alone. Yet you 
can sell this ready-to-play console for over 
$100 less than that 

15” woofer, two 54” mid-range speakers, 
one 5” tweeter. 20-watt amplifier. Automatic 
t-speed changer. Diamond stylus. Model 
6K22. Mahogany, Swedish Oak, Walnut 





Imperial Mahogany finish 


Hi-Fi console with AM-FM radio 


Phrilling hi-fi in a French Provincial o1 
+ 


contemporary cabine io wooler, two 


04" mid-range peaker S” tweeter 


Automatic 4-speed er. AM-FM 


! 


cha 
radio. Cherry, Imperial 
Mahos any, OT Scadt h $39Q%° 
Oak finish. Model 15K T24 


erial Manogany 

















rIND — 
SELL IT. 





Compare the price, sound, and features 
of Motorola’s complete hi-fi line 


Compare Motorola’s new hi-fi line with any other. You'll 
find Motorola gives you 20 watt amplifiers where others 
offer 8 or 10 Motorol: a offers 4 speakers where competition 
offers 2 or 3. And it’s the same feature after feature. What's 
more, stone customers can see and hear the difference. It's 
the most sellable hi-fi line on the market! 






a) € Aan t 


7 
® 
Finest custom-assembled Hi-Fi at any price 

This is the twin console hi-fi that has to be heard to be believed. The speaker § 
cabinet houses a 15” woofer, two special mid-range horns, and a special tweeter 

A crossover system divides the work between the speaker 

The control cabinet houses a powerful 50-watt amplifier, 4-speed record 
changer with diamond stylus, plus a powerful AM-FM tuner. Matching cabinet 
are finished in Mahogany or Swedish Oak 
| Mahogany finish 


See, hear and compare Motorola Hi-Fi at your Motorola distributor’ 8 Now 


ations subject to change without notice Price hand West 


} \ World's Largest Exclusive E 


Electronics Manufacturer 
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both grouy net t ther f ' 
ticular spec h or event 

If a group a large as thi ld 
be said to ha i single interest, it 
vas not a specific on Generall 
the dealer-students were concerned 


vith internal probl ms of their busi 
K ( not ut iT tat 1} Ih 





Itt ipow 


ind of financing. Of manu 
fracture! relat | hip I ipo 
tant to the attending students, and 


ione of them failed to take a 


ture Wa i talk b William | 
Rover hi vhose subject wa (,ct 
ting Along With People 


ut later seminars in the first-ye 
yroup tudent yuld quot 
Roger Watch what peopl a 
not what they say they do’’—in d 
ussing thi ise at hand 

Big Hit 


An instant hit with the wh 
uD Wa Prof Harold } 
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Last month nearly 150 appliance dealers attended NARDA's 3rd Annual Institute of 
Management. They studied far into the night learning .. . 


“How to Get a Fair Ad 


vantage 


\\ ho lear inalyse 
problem 
objectivity for the 
roup. An imple If you'r 


ha nd actual b i 


nro ided vilt 


twelfth-of-a-dozen buver, buy yo 
ipplian cs on it a tii i rema! 
made to a dealer who explained he 
t a better p Duyving in ¢ 
load though h cv 
In regula tled bull se 
a nig on topi 
lected by the group, dealers got t 


tach pal I Uh di 


ed, in turn, salesmen’s compen 
hion manutfactu poh ies, fi 
ancimn diversit } their busi 
! “and ynotion At one 
point, demonstrating their willin; 
i to sha lealers all around the 
oom got up and detailed their fi 
nancing arran ! its to the whole 
roup ift I nan got up told 
vhat his we i isked for some 
xample t ympare himself 


nanufacturers’ bull 
essions, a brave pancl of students 
vho worked f the manufacturer 
isked for frank discussion 

After hours, in small 
r’ 


rainst. In t 


gathering 


ELECTRICAL MERCHANDIS 


























ee 


DEALER LEADERS, like Mort Farr (center) found they, too, could find new MANUFACTURER SPOKESMEN, like W. B. Creech, Westinghouse new service 
approaches from such men as dynamic discussion leader H. B. Wess, manager, found themselves targets for questioners like Frank Wier of 
sitting with back to camera Flint, Mich., who asked about ‘captive’ service in his area 


GIVING DETAILS of his operation regarding holdbacks on paper, Harry EVIDENCE OF EAGERNESS was shown in dealers’ disregard of lunch hours 
Price provides more ‘‘straight goods’ for his fellow dealer-students who to buttonhole speakers to get more information after their talks, Here 
proved more than eager to learn John T. Barnett, Sears’ Washington general manager, explains a point 











xX 
> ae | 









MANUFACTURER STUDENTS, like John Pieper of GE's refrigerator division, OUTSPOKEN DEALERS, like Steve Feinstein of Boston, Mass., hesitated not 
were often cornered for private, and very frank, conversation. Here at all to express their opinions in bull sessions. This forthright atmosphere 
ieper, left, chats with Carl Barlow, Alhambra Appliances, Tulsa, Okla provided perhaps the most valuable part of the week's work 








SEPTEMBER, 1957 


Quick 
easy way 


to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 


Model CT--with flared joint 
for copper tubing 


Model ST— 
for pipe connections 


for mok 


SKINNER-SEAL SADDLE TEE 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 


etc. Write for circular 


Approved by Underwriters Laboratories, inc, 


M. B. SKINNER CO. 





SOUTH BEND 21, INDIANA 

















Only 8 Versatile 


“ROSCO” 
COOLER COVERS 


Fit Over 70 Coolers! 





4 SIZES FIT ALL POPULAR 
EVAPORATIVE WINDOW COOLERS 





4 SIZES FIT ALL POPULAR 
REFRIGERANT WINDOW COOLERS 


Designed to give you the highest sales potential 
with the smatiest stock! Fit all but the most 
unusual shaped air conditioners. Proved by ever 
four years of service 

&® Made of heavy weight 8 oz, Duck treated 

to repel water and mildew 

@ Constructed with grommets in double re 
inforoed hem tor top stren 
Adustable for snug Mt with lacing cords 
that pass through grommets 


individually packaged in attractive clear 
plastic with instructions and illustrations 
on each package 


See your distributor, or 
quantity discount 


ROBERTSON Sales Company 


P.O. Box 692 Oklaheme City, Okle 


write for price list and 








Something for Everyone! 


THE MOST COMPLETE LINE OF QUALITY GUARANTEED 
BARBER PRODUCTS for the HOME! 


MORE CLIPPERS tyle for all type of hau XY 
Single-Cut, Multi-Cut, Standard and Giant model WK 
Po iar price yy © 

MORE BARBER KITS featuring any type ol clipper 
and at combination of accessori Includes free in- 

truction booklet a 

MORE ACCESSORIES Vibrator dryers, knife-shear 

harpenet comb hear attachment combs po 
everythin for better family grooming wy 
gp ne) GP Eb UD eS 
MORE SALES 1 Wahl Clipper Corp. Dept. EM-9 Sterling, Ilinois # 
. mé ! ] 
more volum + © Please send full particulars anu prices on the Wohl 1 
more protit 
’ ! home berber line 1 

Write for. cata- 4 

log sheet ad- § pyome 

Vertising mat | 

and quantity t sto i 

prices Get on : 

the Wahl! “sale 1 Address ‘ 
wagon” now! City iat | 


I niet ene enema aeene 
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RETMA Becomes EIA 


Electronics Industries Assn. is the new name for RETMA; 
set division is now consumer products division; tube di- 


vision adds “semiconductor” to its title 


Ihe Radio-Electronic 
Ni fi Assn. ha 


I'clevi 


changed it 


ion emiconductor division 


Thane “The change from RE IMA to 


Ihe -vear-old industry organiza the Electronic Industries Assn. was 
tion will be called the Electron: recommended by a unanimous vote 
Industries Assn. The name chang of the board of directors on May 
will become effective upon approval 17,”" according to executive vice 
of a charter revision by the state of pre ident Jame 1). Secrest and 
Ilinois where the association is in it reflects the majority view of our 
corporated members that the term ‘electronic’ 
Thi ncw rae tark thie fourth 1S generally under tood das dc Crip 
hange since the association wa tive of the growing variety of ele 
founded in Chicago in 1924. It wa tronic products in luding radio and 
then known as the Radio Mf; television equipment 
Assn. In 1950 lclevision” wa It is the opimion of our mem 
idded and, in 1953, “Electron bers that the new name more sim 
\t the same proxy membership ply and adequately describes th 
meeting at which the name wa present character and growth po 


hanged, member imultanecoush tential of our expanding industri 


ipproved by-law changes formaliz KIA. as has RETMA, will con 
ing new names for two of the asso tinue to represent manufacturers of 
iation’s five divisions. ‘The set di electronic equipment and parts in 

ion now becomes the sume! the home entertainment field a 
products division hile the tubs vell as the military and in 
division expands to the tube an lust 1 elect ’ du 


I ) 


Window Wins Housewares Prize. 





FIRST PRIZE in the appliance store division of the 1957 Window Display Contest 
sponsored by the Electric Housewares section of the National Electrical Mfrs. Assn 
went to Earl Spencer, St. Louis, Mo. Other division included Allen’s 
Department Store, Philadelphia; Baranov’s Jewelers, Calif.; Paul J 
Devitt Upper Darby, Pa.; and & Electric Co 
Rochester 


winners 
San Diego, 
Rochester Gas 





Hardware Co., 
N. Y 
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MANUFACTURERS 





Magnavox Uses a Crusade... 


.. . to encourage “creative” selling at the retail level; 
in a unique twist, the company combines a sales training 


course with a sales incentive program 








\ ld i h to sa in ict Lh interest of oth 
t rams | irrently pa it o intense that we hav 
ng hea lividends for Magnavox t an enti ile training se 
[he firm’s new approach te tion mto our newest merchandise 
mb hoin ith plan vith ize book iv compan official 
i training cour How It Works. In its first “Cru 
rh nupany tried this innova ic last vear, Magnavox took a 
tion a igo with its first “Cru iuhiou ipproach by incorporating 
ide f Creative Selling When iles training material with promo 
it was finished, 300 percent mor tional literature on the incentive 
deal nen had enrolled in th rogram. A message in the priz CLIMAX of Magnavox’s second “Crusade for Creative Selling’ was a week-end in 
program than in any other incen book urged salesmen to “develop Chicago for six winning retail salesmen. Here president Frank Freimann presents 
tive plan in Magnavox history, By ur creative selling skill” and su trophy to Mike Nigro of Jenkins Music, Kansas City, Mo 
the time the company wound up gested wavs and means of doing it 
its second “Crusade” in late July Keach week during the campaign 
wer two-thirds of its dealers were ilesmen received in their home Also new im the second cam md product information as a con 
participating i custom-designed mailing piec paign Was the creation of a seri tribution to inproved selling tech 
Now, Magnavox has launched a urging them to take advantage of of awards for salesmen. ‘lo qualify niques at the retail level 
third, even more ambitious pro the incentive program; thes« mail entrants were required to fill out a Step-Up Campaign. Last month 
gram. And Belnap & ‘Thompson ers also describe particular sak Portfolio of Creative Selling” Magnavox introduced its newest 
thi il incentive firm which technique which provided pace for each crusade Once again the pro 
helped rganize the Magnavox During the second crusade the ilesman to relate eight cas ram combines sales training with 
plans, is now offering similar plans iles training material was ampli tudies in which he had used the in incentive plan, But whereas th 
is an integral part of the incentive fied and incorporated in a complete elling hints supplied him by the orginal crusade confined its selling 
programs prepared for firms in eries of separate mailing prec company, Entrants were also x hints to general suggestions (how 
ther industric Salesmen were also offered a com quired to fill out a selling quiz in to use the phone, how to use direct 
Spokesmen for Belnap & plet retail course of sales traming the portfolio ind to write an essa mail) and the second concentrated 
thompson acknowledge that the material developed by Magnavox’s on creative — selling Awards for m product features (the advantags 
have received more inquiries about Russ Weber. Over 30 percent of vinning entrants included a sp of the firm gold seal” policy 
the Magnavox plan than about an the salesmen enrolled in the cam cial trophy, a week-end in Chicago te the newest crusade’s§ sal 
other incentive program ever con paign reque ted this cours ind a top-of the-line Magnavox training is devoted to the ‘sell-up 
radio-phonograph Bit prize, Campaign book iflu 
What It Does. ‘The benefits of trates cach Magnavox model and 
the program are, according to sal im addition to listing the point 
promotion manager Dan Cavalier ilue for the sale of such a set also 
both tangible and intangible lists thr tep-up clliing feature 
langible ire thi ile result Thus the salesman is told not onl 
lieved through the program and that the “Super Magnasonic” ca 
the growing level of participat | rT 1/Q prize point but also tha 
ctailer th tep-up over the regula 
lhe firm ile records fun Nlagnason justified by inclu 
ne index of the eftectiven f moofa luxe tun i better ba 
| im. Last ir, in the fa nood we nd ext 
f an industry decline, Magnavox ih tole i lidin 
V dolla olume imerea | TEL vin icrtia Thanin md a rece 
if vhile the industi hi-fi i] hon witch Similarl 
up + pel ent, Magna th hup feature of the next 
th catego ‘ p nigh priced model ine ilso 
ent. In the first six months of tatled for the Hesman 
19 the firm's unit sale vere up Anoth Innovation is organiz 
percent over 1956 tio of the mpaign as a fh 
1 hic intangible benent are nonth vorking blueprint | 
ett vell outhned in the tate ile \ senes of working calenda 
nent of goals which Magnavox and permit ilesmen to break down 
Belnap & Thompson used in de their fiveanonth quotas into weekl 
ming the program, ‘Th iJ iles target 
] lo plone! thie use of ile (once WAN, AS Un il] thie previou 
framing im retail incentive pro rusade mailings will dwell on 
ram thre prov ional a pect of Sak 
5 } 2) ‘lo make retail ilesmen manship and wall atte mpt to show 
vant to become professiona inh ilesmen how iniportant they ar 
FESTIVITIES for winning salesmen included dinner in famed Pump Room of the their chosen field i Chesed 0 the deadlier to 
Ambassador East Hotel. Coffee boy serves winner Jack Breniser of Grinnell Bros., ; ’ 
Detroit. Others are, left to right, Daniel Hamburg of Grinnell’s, John Ehrick of 3) To give esmen practical Magnavox and to the national 
Walker Scott Co., San Diego, and Magnavox sales promotion manager Dan Cavalier iseful and creative elling idea conom 
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IN THE PHONO BUSINESS in a big way is 





Columbia Records’ president Goddard 


Lieberson. His firm last month unveiled a 38-model line topped by this com 
bination radio-phono-tape recorder at $1950 


Full Line for Columbia 


Five years ago the company broke into the business 


with a single model; now the firm hopes its broadened 


phono line will attract the appliance-TV dealer 


I) il i a ( olumbia he 

itered th phonograph ficld th 

ingie model 

Last month the firm introduces 
its 19 linn ) models lon 

Columbia got plent f mulea 
nul of if orwinal nodel-th 

60 The succes of this table 


model lif phonograph took ( 
lumbia officials completely by sui 
prise ana itapulted ( Olumbia into 
in enviable position in the then in 
fant hifi busine 


Now, Columbia h pr ts new 


line, which it calls the industs 
largest,” wall help olidify thi p 
ition pb helping to broaden the 
firm's distribution 

{ p to now Columbia lia CN 
trongest with musi mcd =record 
dealer It intend to keep that 


COTE ATR ilso Vall 


through ip} 


tion. But the 


nore distribution 


mcerado-LV dealers and through 
furnitus tor It has franchised 
new distributo 1 the past 
month ill of them with radio TN 
dealer followin And « mpan 
theimls think th mpleten f 
the new line will furnish a powerful 
ncentive for these dealers to tak 


on the Columbia line Vic pre 
dent Herbert Green pon sums if up 
this way lor the dealer this yea 
ve have the best-looking best 
sounding and most ompl te lin 
\ lable.’ 


What's In The Line? Columbia 
ha trengthened its line mostly in 
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th higher pl dl itegoru 
flecting what Jame ] Sparlin 
r of the firm’ ph 
0 raph department calls a trend 
toward high 
Hew price itegories have be 


reated for the 1958 line hive of 


1 
hl 


Hel il hatha 


pri ed unit I'went 


thea ire n th S°00-S500 
ind en in the 00 and up area 

Ihe mnovation which will get 
the most attention in ompany pro 
motion is DE .P.—the 
ibbreviation fo 


OMAN 


“directed ele tro 


motive pow \ ording to com 
pans poke men 1) | 4 provide 
omplet mtrol of low frequen 1 


ind a resulting 


ound neve 


ol ba 


before achieved in 


moothne 


COTTE ial 
tion. Tt link 


plifier inan 


phonograph produ 
loudspeaker and ar 
rative feedback system 


climinating 


ror ound distortion in 


low frequency range Incorporated 
in 14 of the 38 models, the innova 
tion ored an immediate hit at th 
firm’s Miami Beach convention last 
month 

Back in the line 


ibsence is the “360” which 


ifter more than 
i vear’ 
launched Columbia in the busine 

Ihe line begins with a portabl 
it $29.95 and ends with a “Maste 
works” combination radio-phon 
tape recorder at $1,950 For d 
tails of the line see the New Prod 
ucts section 

Included in the line for the first 
time are stereophonic tape record 


table radio phonogt iph nd 





i portable radio 


Going to Market. In addition to 


transistorized 


trengthening its distributor organi 
zation, Columbia has doubled its 
vn field sales force. ‘To help this 
sroup sell the line the firm. will use 
i million dollar id Hipadign whit h 
begins next month with a doubl 
page in Life and will be followed 
by ads in New Yorker and the New 
York Times Sunday Magazine. Ra 
dio and ‘T'V pot 


; 


ind low il idver 
ising is also scheduled 

Columbia has also set up a credit 
retailers to defer 
August and Septem 


hipm nts until mid-December 


»| inl vhi hy ¢ nable 


mayiments f 


Three-Week Shutdown 


General Electric Co.’s Appliance 
Park in Louisville closed for its 
isual two-week vacation last month 
lacked on to the end of it was an 
extra week 


plant 11,500 


uspension for the 

production em 
ployee Ihe extra vacation without 
pay was attributed t inventory ad 
justment 

\ppliance Park, like many an 
ther industry plant, has had a 
nes of produ tion halts and som 
vofts thi Cal 

Upon conclusion of the three 
ck shutdown, G-] 
uction of 19 ipphance G-1 
fhcials believe that this will be the 


ist such “adjustment” this year 


vill begin pri 


Lhe report encouraging signs of a 
fall upswing in appliance sales at 


he retail level, which began to be 


me evident recent! 





VERSATILE MODULAR is V-M Corp.'s 
newest point-of-purchase display. Units 
may be linked in various combinations 
to fit all floor arrangements. Setting 
up the unit are Gene Miller, right, V-M 
advertising and sales promotion man 
ager, and Robert Rivenburgh, left, of 
Berger-Rivenburgh, Chicago creators of 
the display 
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SCHEDULED MEETINGS 





ELECTRONIC INDUSTRIES ASSN. 
(RETMA) 


Quarterly Meeting 
Ambassador Hotel 
Los Angeles, Calif 
September 10-12 


SIXTH ANNAL HIGH FIDELITY 
SHOW 


Palmer House 
Chicago, Ill 
September 13-15 


INSTITUTE OF HIGH FIDELITY MFRS. 


High Fidelity Show 
Morrison Hotel 
Chicago, Ill 
September 17-21 


PORCELAIN ENAMEL INSTITUTE 


26th Annual Meeting 
Greenbrier Hotel 

White Sulphur Springs, W. Va 
October 3-5 


INTERNATIONAL ASSN. OF 
ELECTRICAL LEAGUES 


Sinton Hotel 
Cincinnatti, Ohio 


October 5-8 


CANADIAN ELECTRICAL MERS. 
ASSN. 


13th Annual Meeting 
Sheraton-Brock Hotel 
Niagara Falls, Ont 
October 9-11 


INSTITUTE OF RADIO ENGINEERS 


Automotive Bldg., Exhibition Park 
Toronto, Ont 
October 16-18 


NATIONAL ASSN. OF ELECTRICAL 
DISTRIBUTORS 


Board of Governors 
Highland Park, Ill 
October 26-31 


ELEVENTH NATIONAL HOME 
LAUNDRY CONFERENCE 


Mayflower Hotel 
Washington, D. © 
November 1-2 


ELECTRONIC INDUSTRIES ASSN. 
(RETMA) 


Radio Fall Meeting 
King Edward Hotel 
Toronto, Ont 
November 11-13 


NEMA 


Traymore Hotel 
Atlantic City, N. J 
November 11-15 


AIR CONDITIONING & REFRIGERA- 
TION EXPOSITION 
International Ampitheatre 


Chicago, Ill 
November 18-21 
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Zeniths Vice President, L. C. TRUESDELL says: 


“So far this year our TV sales dre up 


even though the indust 


*sdown... 


jumped 80 percent in two years . 





_ = 


“Factory inventory can mean only 


” 





HOW DOES 


ZENITH DO IT? 


| N marketing television is ther 
n alternative to “price” 
lop officials at Zenith Radio 
Corp think so and they feel th 
have fairly 


i program of 


IMpTessive proot that 


planned program 
nin ind solid merchandising 


vill pay off better than price cut 


ting and attempts to bu the 
narket 
Zenith executive do not con 
id that their program is appl 
ible to the entire imdustry But 


r Zenith it 


uperior 


industn i 1 whol ha 


they ar itished that f 
ha produ ed results far 
vhat the 


een experiencing in recent month 
As proof, L. C. ‘Truesdell, vice-pr 

lent and director of sates for Zen 
th po ts to these cde clopment 


(1) Zenith’ hare of 


iow is almost 80 percent better 


industi 


than it was two years ago 
(2) Zenith’s TV sale 


half were up mor 


in the first 
percentagewise) 
tl.an the industry was down 
(3) While Zenith market 

f portable TV (and ¢ 


prising share of thi 


i lin 
ipture i sul 
market), th 
firm makes a conscious effort to put 
major emphasis on the high end of 
the line. The result iles of it 
nore expensive Space Commander 
ine have been accounting for about 

) percent of unit sale 

(4) Production in the third quai 
ter will be “‘by far’ 
Zenith history and, according to 


l'ruesdell, “‘it’s all sold 


(5) The firm 


the biggest in 


changed product 
ines last winter with less than 2000 
ets in inventory. Nor is this an iso 
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lated phenor non, Itt compan 


policy to avoid carrying factory im 
ventories—it can “mean only trou 
ble ” in [rue dell Opinion 

How does Zenith do it? 
ing to Truesdell, there’: 
radically new in Zenith’s approach 
to the market. Most of the thing 
ré ponsibl for today uccess have 
been company policy for some time 
He feel naturally, that to 
da\ product is better than ev 
nd he think ilso, that 

rtising and 
thective In addition, he 
that Zenith has mad 


Accord 


nothing 


quite 


current ad 
promotion are mor 
idimut 


i determined 


effort to pick up mor than it hare 


of the market vacated by firms lea 

ng the ‘I'V busine 
Sut basically, ‘Truc 

Zcomith 


ing his often 


dell explain 
current success by recall 
voiced conviction (first 
expressed in a speech to a Pitt 
burgh audience some years ago) that 
there’ 
get busines 


nothing we can do today to 
today It his belief 
that business gains stem from plan 
ning done long igo That's wh 


he § alr idy 


year § line 


pre-occupied with next 
and that’s 


can explain today’s success only in 


ilso why h 


terms of actions undertaken month 

These includ 
Tailored Production. 

l'ruesdell gets a 


from distributors 


OF Cven years ago 
Each week 
detailed 
on their sales and 
With these as a bach 
ground, he and his staff begin to « 
hedule. Pre 


liminary forecasts are due four 


report 
inventory 
tablish a production s 


months ahead of produc tion with 


firm forecast three months ahead 


1957 


lo project such weekly figure 
three months into the future is, as 
l'ruesdell readily admits, a proces 


vhich almost defies des« nption bor 
every scientific tool he can use 
I'ruesdell must also rely on a thor 
ough knowledge of the busines: 
something no mor 
tangible than a‘ The prob 


lem is deceptively simple: establish 


ind often on 
feeling” 
production quotas high cnough to 
provide all distributors with ad 
quate tocks, vet conservative 
o that the factor 
be burdened with an inventory, The 


enough will nol 


proce iccording to ‘Truesdell, call 
hard 


courage to make decision: 


for “‘plain work” and the 


Once such a decision has been 


made, however, there is a great deal 
vhich can be done to 
flexibility to meet unexpected de 
velopments. One of ‘Truesdell’s a 


istant 


provid 


in constant 
touch with distributors by 
Spot shortages in a 
tributor’s stock 
expediting that firm’s 
hipments. If 


, for example, 1s 
phone 
specific di 
scan be corrected b 
scheduled 
a particular model 
begins to reach a critically low level 
monthly production can be varied 
to speed up output of that pal 
ticular unit 

As a result of all this, Zenith it 
self has had no inventory problem 
for some time now and distributor 
inventory problems have been held 
l'ruesdell contends 
Last winter the firm closed out its 
line with less than 2000 units un 
old This he YS, Rave 


dous impetu 


to a minimum, 


tremen 
to new line introduc 


trouble — we don't have any . 


tions in January, Late this spriny 
in anticipation of its new line 
Zenith cancelled all existing orde: 
for it 


tors to re-order them a 


consoles and asked distribu 
needed, A 
day later the firm’s entire stock had 
old out 

Playing it close to the vest lik 
this is not without some 
lrucsdell admit 


lose one 


been 


hazard 
that Zenith ma 
besune tow 
of a line lite 
have been pared down 
But he i 


vantages 


ird the end 
because inventor 
so closels 
convinced that the ad 
to live with 
inventone 
than outweighs the 
lost during such periods 

Specials, Not 
Truesdell i 


ventory 


of not having 
dumps and oppressive 
nor volume 
While 


firtii $ in 


Dumps. 
proud of his 


record elimi 


which ha 
nated the need for “dumping”, he 
realizes that Zenith dealers could 
be at a competitive disadvantage if 
they had only 


dise to sell when their competitor 


standard merchan 
were moving other factories’ close 
outs, That's the reason, Zenith has 
turned to 


scasonal specials—iner 


which distributors ha 
“Truesdell specials 
Although this merchandise is de- 


igned to be competitive with dis- 


chandise 


named 


tress merchandise on the market, 
I'ruesdell makes two distinction 

(1) The Zenith specials are avail- 
ible to all of the firm’ 


gardless of size, 


s dealers, re- 
whereas “dump” 


merchandise is fre quently closed out 


to key accounts and large dealers; 
(2) the special merchandise repre- 
ents a “value ippe il ither than 


MORE> 
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ayes UP tO 1/2 hour 


moving each appliance 


eeY EATS appliance dolly 


ideal for moving: 


® ranges 

, e retrigerators 
e® water tanks 

e washers, etc. 









Yeats tough, yet featherweight, alu 
YEATS Model Me. 7 
Height 59 minum alloy frame is felt padded in 


Weight 36 Ibs. front has smooth runners in back 

t t allow he er t ‘ « the 
~ 

neaviest loads er t x ft jate 
Patented strap ratchet grips appli 
ance vise tight wit t marring in 30 
seconds or less. This on-in-a-flash 
loading pl i j wheel pivot 


ing on stair landings and in other 


irter ive cé 


tly labor 


pe 
‘cad 
a 
wT 
ge 
3 
time on every appliance delivery 


CATERPILLAR STEP GLIDE You'll find a YEATS dolly more than 








Endless rubber belts glide heavy load pays for it ! ee your dealer or 
over stairs without we end second write 
tory delivery proble dy ed « ines 
members on fr e fit rounded appliance 
“gf bel 
YEATS Sverlasle COVERS & PADS 
vEAt y j x Y> 
faby 7) j b ty 
' i fi ' } VJ 
} { el ‘ Al hay I 
! wr ‘ 


SEND postcord for full information 


' ovr complete tine TODAY! 


appliance dolly a ve 


sales company 
MILWAUKEE 5, 





Sara 


2127 N. 12th St WISCONSIN 


A PERFECT “TIE IN” SALE TIRE DEALER IN GEORGIA 


, ip SELLS ‘IRISH’ RECORDING 


TAPE TO HAPPY CUSTOMERS 





ay AI lerro-S 
[ \z ve payee 
I ( 
( 
COMPLETE PROTECTION a 
FROM SNOW, RAIN AND DIRT haga 
Dealers are adding profits with 7 ne . , 
a perfect tie in sale The ee 
Burch Air-Con Air Conditioner “ 
Cover A NEW LOW COST, rou town kit is, Hotpoint applian 
HEAVY DUTY, WATER REPEL RCA Whirlpo 
LENT CUSTOM MADE CANVAS 
COVER DESIGNED FOR SIMPLE 
INSTALLATION ON ALL TYPES x found thet we con IRISH 
OF AIR CONDITIONERS. THE , OE ae 
SOFT, HARMONIZING GREY 
COLOR BLENDS WITH MOST customer is satished,” ex] es. Da 
HOMES. NOW IS THE TIME When w uh 
MAKE ADDED PROFITS WITH ppy, t we, t ul PI 
AIR CON 
| eBecioeiggeetap ee Too During the time we have been hand 
PLEASE SEND MODEL LIST PRICE 1 T 
AND ORDER BLANKS FOR AIR CON IRISH tape add we have not had 
NAMI ik ing placement of a reel of 
ADDRESS | Tha wi we are stick IRISH 


| 
| 
I 
| 
! 
| city : STATE 

| BU RCH MANUFACTURING IRISH brand recording tapes are manufac- 
| COMPANY tured by ORRadio Industrie 
l CANVAS MANUFACTURERS SINCE 1882 

q FORT DODGE, IOWA 


Alabama, world’s largest exclusive magnetic 


tape manufacturer 
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s, Inc., Opelika, 





“. . . Truesdell has been 
highly critical of the trade’s 
tendency to create a ‘price 
tag’ market... .” 


ZENITH starts on p. 199 


Thi 


t tra teature it 
etit ) price made 
| dev it the 
ra goo TiUlThk f the facte 


nt But ¢ ( ine 
r net} ' 
t t ] 
' ' 
lated list 
Ihe Line Itself, At industry me 
l l'ruesdell ha n hight rit 
il of th fendcn of the 1\ 
ide ti eat yr t math 
ct 7 t ten 
ba f Ul busin 
naller, portable sets. One of h 
hiet ticisms h been that ther 
has been too little effort to ‘sell-up 
! he | in 
(on th | Il bel 
tit t ta i Zenit 
nad i id { uch 
tep-up eflect 
th nt lin 
Kevervbod t too long but | 
int find ! lel I uld d 
thout | lell.) It 
fl ted in the firn nh} hasi } 
tvle ind ibinet th 
ially im it aecorato! oll 
tion And it eflected in ik 
ult I} pany has had good 
| l if higher priced 
nits and ‘Truesdell admits that hi 
rest troubl ith the seasonal 
| i handise I that “di 
( h th r¢ ul 
rie 


l’o ‘Truesdell, however, the secret 
f ‘Zenith’s line 1 
ngth or in tl 


have been built into 


not only in it 
tep-up whi 
it. Equally in 
portant is the quality control which 
he claims has been of prime impor 
; ; 


"in Zenith 


contention that 


lealer “‘confidence 

It is ‘Truesdell’ 
much of the 
omes from the line itself. But thi 
tenden en an emphatic a 


sist by Zenith 


! ept fo -Op id moni 


} 


merchandising po 


ince in building distributor and 


impetus to sell up 


vher Way 


promotion ( idvertising money 
put behind the low-end of the line 
National advertising features th 


more expensive sets and pecial p 


motional allowance il ilso ¢ 
fined to this merchandise. “If \ 
Kecp the dealer on your team, h 
ell the whole line, including 
price leader vithout your spend 
ing mone n them. And he'll a 
preciate the mon ou put behir 
th higher-priced merchandi 


I ruesdell « xplain 


One Line Blessing. ‘Tru 


feels ther one other factor 
Zenith’ s pattern vhich outsider 
re apt to overlook Phat 1s simp! 
tl idvanta ol n 1 sin 
’ manufacture i feels th 
i itrat in to ile 
nanage a | d t in toda. market 
ost | i Dp iding om 
r out ¢t nanage ( ral lin 
Still Changing. All of these pol 
ha or cou ( ) in effect 
for some time But ‘Truesdell 


ists that the basic pattern admit 


f flexibility and of change when 
necessary. As an exam he point 
to two innovat is in this vear 
program. Ihere for the first t 


And there are som 


te thers in 


1 no-list model 
models which dupli 
price but which ha n included 
o that various product grouping 
could ha i logical st p 
cl Heretofore there has been 
duplication of price 

Such changes are, of irse, rela 
tively minor in the overall market 


ip of mod 


ing pattern. In its essentials it 
omes down to a program of basi 


il] of whi h 
“plain 


marketing technique 
involve what ‘Truesdell call 
hard work.” But when things turn 
out the way they have for Zenith 
it’s no wonder that Truesdell read 
ily admits that he loves his work. 


RCA‘s New Color Team 


Radio Corp. of America has set 


up a nine-man group ot pronrotion 


pecialists to concentrate solely on 
color television activities. One man 


vill be stationed in cach of RCA’ 


ight regions. Roger S. Drew will 
head the new group manager of 
verall lor tele ) market de 


pment 





An i 


10,496 ga light 





No More Gas Lights? 


ending in Philadelphia 
McGraw-Hill publication. The chief of that city’s 
division predicts that the last gas light will be gone by 1960. Some 
illuminate one-third of the city’s streets and alleys 


The old gas veterans will be replaced by new-fangled electric lights. 


reports Electrical World, a 
‘treet-ligh ting 
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Tung-Sol receiving tubes for TV, 
radio and Hi-Fi replacement are 
exactly the same as those supplied 
leading independent set makers. 
This one quality, Blue Chip Qual 
ity, is your assurance of long, 
trouble-free service that keeps 
customers with you year after 
year. Tell your supplier you'd 
rather have Tung-Sol Tubes 


ITUNG-SOL MAKES 
All-Glass Sealed Beam Lamps, Minia 
ture Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special Purpose 
Electron Tubes and Semiconductor 
Products 


(ts) TUNG-SOL 
RECEIVING TUBES 
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ee 


MORE POWER FOR PORTABLES wil! be made possible by the development of the 


Here Raytheon researchers discuss the new invention. Holding the tiny 


spacistor 





experimental spacistor is Dr. Hermann Statz, left, head of the three-man team 
Co-inventors are Dr. Robert Pucel, center, and Conrad Lanze, right 


Raytheon’s Spacistor . . . 


. combines qualities of both the transistor and the 


vacuum tube. Application: more power for TV sets, new 


possibilities for electronic design 


\nothe I 


portable television scts ind muinia 


broad st p tow ird trul 


turization of tube-using items 1 
now being taken. Raytheon Manu 
facturing Co. announces the inven 
tion of the 


paci tor,” whicli 


promises to combine many of the 
best properties of the vacuum tub 
ind the transistor 

Raytheon warns, however, that 


pacistor ma take three to 


fi more years of earch bef 
t is commercially available 
Thi pacistor 1 onsidered a m 


jor step forward in the art of 
plifving or boosting clectrical 
Using holly new prin 
pie the pacistor is a 


device as tiny as a transistor that 


cimiconduct 


operate lectrically like a vacuu 
tubs 

Transistors. 
iccordin to Ra 


theon promises two major idvan 


Advantages Over 
Lhe new device 
tages over today’s best transistor 
Raytheon research cientists predict 


the spacistor will amplify at fre 


quencies up to 10,000 megacycle 
much as 50 times higher thar 
transisto \lso, because spacistor 
can be made from materials un 
uited for transistor they are « 
ected to operate at temperatures 
is high as 500 degrees Centigrad« 


or more than double today’s ge: 
manium or silicon transistors 


Disclosure of the spacistor wa 
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nade by Dr. Hermann Statz of Ka 
theon in a paper presented recenth 
Co-authors of the paper were Di 
Robert Pucel and Conrad Lanza 
Dr. Statz stated that the new 
mecept will allow engineers to cle 
ign new electron equipment and 
ith IM prove present Orne 
\mong present clectromic cquip 
ment expected to benefit materially 
from the pacistor are 
ile rocket radar 
tions equipment, and ’.\ et 


nivicle domi 


COMMMInICa 


Wiring Bureau Drops 
“Adequate” from Name 
Ihe National Adequate Wiring 
Bureau has changed its name to the 
National Wiring Bureau 
Ihe change in name does not 


" 
mange mm 


im oan cope or at 
tivities for the bureau nor does it 
id the local bureaus to conform 
n changing their name Such a 


ist be made on the tocal 

hang contemplated in 
Winng Certification program 
It will continue 
Adequate Wiring—Certi- 


Similar) the 


in its emblem 


companion 
| ivailable for gen 

l use (with or without the Certi 
heation program which now reads 


\dequate Wiring Serves and 


lso will be continued 


1 ich which I 


yVAVE i 








Sales Offices 
Ohio; Culver City, Calif.; 
Texas; Denver, Colo 
Irvington, N. J.; 
Newark, N, J.; Seattle, Wash 








Quality 


Tung-Sol Magic Mirror Alumi 


nized Picture Tubes mirror twice 


the light to create a picture twice 
as bright. They bring out the best 
in every set. Install these superior 
tubes and see the difference 

the difference that pays off in 
smooth, callback-free service and 
satisfied customers. Tell your 
supplier you'd rather have Tung 
Sol Tubes 


TUNG-SOL ELECTRIC IN¢ 
Newark 4, N. J 


Atlanta, Ga.; Columbus, 


Dallas, 
Detroit, Mich 
Melrose Park, Ill 


‘ Bluc Chip Duality 
(ts) TUNG-SOL 


Magic Mirror Aluminized 


PICTURE TUBES 
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aives the latest information on their features to M. G 


L. T. Atwood, right, both of RCA-Chicago 








COMPONENTS OR CONSOLES. Pilot 
would appear 
Irv Needle, right, has for A. M 
Corsat Records & Appliances 

Pilot's J. E. Conklin 






Corsat 


on ts 


right 


Good Music in Chicago: 
HI-FI PLAYS FOR A 


IMPORTED RCA units are studied by ad manager Russ Conley 
Heyman, 





has them 
to be the message Pilot’s sales manager 


Jacksonville 


f { fact Vil i /cnitl Chitt H t timated tor th 

product | da ilectronics- | Mfrs. Assn. that 

t t I ra tional don t packaged hi-fi would go ul} 

t th Radio Cory percent in units in 19 vith dollar sal 

T t tion of a_ two-spe 1 higher. He estimated a $600-millior 

ngin from )5 to +.9 irket million phonographs. In 60 day 
im lust introduced, at $49.50 | prices will rise to 10 percent. 

t zed table that pla ingle oseph Dworken of thi Phonograph Mar 

n flashlight batt factu Assn. was i optimistic, pr 
phonic sound was featured by mat licted a > percent rise m the first 

like RCA, V-M, Webcor, Amp nonths and million units, excluding com 

th \ offered 179 ter bos, in 1957. The indust vill i 6-millio: 

nit sa n 1958, h | 


Sr yuavox 


oo ——- 





MAGNAVOX president Frank Freimann, righi, exp!ains the line to Don E. Bromar 


left, of Lyon-Healy 


— 





“3 
— 
~ 






ese 


ia Fae* See Se ote 








left 


center 


as he 
and 








both. This 


center, of A. M 
Fla 





Look ing 






































$600-MILLION MARKET 





CAPEHART’S Ben Gross, left, and Jim Peirce of Peirce-Phelps in MILTON PECK of V-M, left, tells his product story to Walt Werner of General Instru 
Philadelphia enjoy a light moment ments, Chicago, right 





FRED FREY of Majestic, back to camera, shows one of his units to James Biller, 
eft, and Paul Z Rowlen, right, both of Allen Organ Studios, Cleveland 


THE DELMONICO STORY is told by Ray Gincavage, left, heard by Dick Woltemate 
of Peirce-Phelps 





| ROURSRRRGME) | | as | |) 










= 


ys 


i 
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A QUICK PHONE CALL is made at the Kuba space by Car! Lustic of Lustic 
Television, Inc., Akron, Ohio 


ENJOYING WHAT HE HEARS is Ralph H. G. Mathews, formerly of Magnavox 
now with the Westinghouse hi-fi division 





IN TRENTON for one of a nationwide s 
the 1958 Philco-Bendix line, Philco laundry division sales 


wood (left) shows the 


of Philco Distributors Ine Philadelphia 


gyramatic custorn washer to Jack Kelly, general 





s of eight distributor shows previewing 


manager Morgan Greer 


anager 


Philco-Bendix Line Shown 


Top factory men make a cross-country swing showing 


their 1958 laundry line to distributor groups in eight 


principal cities 


ntati iT | cistribut mecct 
, 1) Th " last month ¢ 
nt 1" thy ) Phil id 
| pieat t th i tin 
i August | i Trenton, N. ] 
Jolin C)tte tive vice presi 
lent-marketin md Wilham J 
chubert, general manager of laun 
at eq lipment division. headed the 
Phiilce roup. But a very inter 
I Jeannne Mi Skin Jr 
hil president vatched = pr 
( i from the rear of the meet 
i om at distributor John Tun 
il lrenton buildin 
ait int j il 
the tact team t mectin 
i \tlanta Boston Pittsbu 
Ch yt. Lou Dallas and iW 
| tit 
ler j vit listributor ind 


listributor salesmen heard and saw 


Dryers Shown  Laund dl 
bon il aA M il 
(sreenwood told distributors that 
dryers now have a saturation of 
1] ) percent well over the 10 p 
ent level nec irvy to how n 


tional acceptance 
Lh id Philco would no lon 
follow the Bendix tabli hed pol 


of keeping gas dryer prices on 
par with electric on Gas unit 
vill now have the conventional 
thirty-dollar spread” above electri 


dryet 
Washer-Dryers Spotlighted 
(Glamour spotlight of the ‘Trenton 


show was on the Duomatic Cu 
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it ‘ hel foaturimn th 
ig filt drum Philco official 
ud the drum iiving at ) 
pin emove p to per ent 
i it during thy pin cycle, 
then d cloth on a low heat 
| rly flow prin ipl 
Washers Feature “3-D” Dispen- 
ser Distributor nterest in’ th 
iutomatic washer line was aroused 
i 1)” attachment which auto 
naticall an PCr se detergent, 
idd Vale onditiones 
filter py cl water 
| | loa | | Philco-Bend 
ishey featu i bal pe nt i 
nsion tem ied ft ly 
! ind vil ti 
( hi ! Phil \ Kk prom 
4 th fall-winter ( Nn 
ivol i n-dollar refund 
ik Nal itainin | 
fund dolla i | t ft 
i cl f Bendis vasict 
nad ft neral mailing list \ 
tte explam th dollar ire 
t be used at th Philco deal 
for a refund of up to SIT50 on an 


ld washer, toward th price oft a 
new on 
Wringer Models. Ray 


wkesman for Philco 


Keeton 


onventional 


vasher division, urged distributor 
to go after their share of wringer 
vasher il which last yeal 
r¢ iched +1 millon bh showed 
i wring model de ribed as the 
fastest vasher in the’ world 

Lhe I'winmatic’” is designed to 


deliver a clean tubful of cloth 
fou rrurenente 








50 Years in Laundry 


Speed Queen unveils its Golden Anniversary line with 
a new dryer featuring a stainless-steel drum matching an 


already-popular automatic washer model 


\I 
O if a sarket 
iT juipmen History Reviewed. At th i 
McG hi Cr ) mecting, at which the Golde 
it too t . 4 revi Anniversa! Vad unveil 
hist it a] iceting. At Speed Queen yea I 
th ime tin i official icewed by Reginald J. Jame 
veiled Golden An il president of th ompany 
dy vith tainle tec] drum Jam told of the founding of 
( med as a companion piece to the company in 1905 when Joseph 
thie pal ilready-popula P. Barlow and John Seelig, part 
itomat Vashi th a bowl ers in a successful hardware stor 
I | stain teel ti founded the Barlow & Seclig ¢ 
he compan ilso announced for the manufacture of a wooden 
that it ile have mtinued t hand opel ited washing machine 
each month ‘“‘despit nm in In 1952, to better identify th 
ust ide trend toward duced ompany with its products, th 
iles during the ily months of name of Barlow & Seelig Mfg Cx 
1957 Compan officials asserted va hanged to Speed Queen Corp 
iat one reason for thi vas the l‘our years later, th ompany wa 
isher with thie tainl tec] purcha ed by the McGraw Ele 
bowl-shaped tub Publi pt tric Co., which, in turn, merged 
ice of this feature has led mM with Thomas A. Edison, Inc., thi 
many executives t predict that th year Speed Queen now a 
iew dryer, a Speed Ou 1 exch ision of McGraw-EKdison 





High-Level Demo 


ADMIRAL CORPORATION president Ross D. Siragusa, right, discusses his company’s 
New Son-R wireless remote control for television-radio-phonograph with Joseph 
Nathan, assistant general sales manager of Admiral’s metropolitan division. The 
exclusive Admiral device, which utilizes sound waves to perform eleven separate 
functions, is available on some consoles. It is priced for the luxury market. 
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Offer thin. Duxurious. 
$A ofectrie Yauket FREE! | 


¢ Two-year manufacturer's guarantee «¢ Hand washable 





¢ Fully automatic thermostat ¢ Nine degrees of comfort 


the purchase eitlion 
NIA Halolight models 


The STYLELINER, 
Model 21T114 


A Slimline beauty all by itself 
or teamed with one of a wide 
range of bases. The 21” picture* 
is enhanced with HaloLight. 







The MODERN, Model 21C407 
Slimline console with the 

21” picture* expanded by 
HaloLight—Sylvania’s exclusive 
frame of soft “surround one 


Sylvanias: ‘Promotion of the Month” for October 


Timed for a warm welcome 
fo Sylvanias new TV show 


Powerfully merchandised for you on— 


















Starring 
WALTER BRENNAN 


Thursday nights Cte 


on ABC-TV 


The premiere performance of THE REAL McCOYS, October 3. 
And in—LIFE, POST, store displays, direct mail—the works! 
Get complete details on this sensaiional FREE offer — 

Call your Sylvania TV Distributor today! 


WAS 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1957 PAGE 205 













































Senate. The report of the sub 
CHART |; WHO GETS THE BUSINESS? mmmittee avoids making an 
nciusiol that th taftist j 
PERCENT PERCENT PERCENT of centration either 
ACCOUNTED ACCOUNTED ACCOUNTED sland vernmental 
FOR BY FOR BY FOR BY But « 
4 LARGEST 8 LARGEST 20 LARGEST a 
PRODUCT FIRMS FIRMS FIRMS 
RADIOS A 954, 24 percent 35 percent 53 percent t t 
RELATED PRODS 1947. 246 percent 35 percent 54 percent ( ! tl 
REFRIGERATION 1954: 36 percent 5| percent 69 percent t! yn 
MACHINERY 1947 7 pe nt 55 percent 72 percent 
( ++ )4 
ELECTRICAL 754 Op ' 6! pe nt 79 percent 
APPLIANCES 747 ( pe ent 47 percent 7O percent 
DOMESTIC LAUNDRY 1954: 68 percent 85 percent 99 percent | t ta tnat ' 
EQUIPMENT 947. AO percent 65 percent 9! percent 
7) | I 
fact 
; ‘ df 
Ih j hat | 
. . . lath ! Cr l 
The Big Getting Bigger? iene ib Sow 9 
7 f thy ; \ ; ' ; 
kK fa f ite t 
In the appliance industry it seems likely, if you rely on ini tying the concentration stu 
, . th i price in t t tot in 
a new Senate study on industrial concentration; four i ed Pe one ae 
: rice ( | | | ited th 
biggest laundry makers get 68 percent of market impede a 
mcentration 
I he iccompanyin hart 
| i tine ippl ust tl ree \ int Cy unple the le frat the ort ot hgure that 
firms at eth t | ipphancs rouping does not » im the report relative to the ap 
hee of the market cr refrigerator laund: equip sliance-radio-l'V industry. Chart I 
I hiat ccin ! tii if vin machine uu the broad product Proupilgy 
nol nm aft tud if lean everal other ifem nentioned above ind provides 
i port istria ted sey irately elsewhere In ad basis for com 1 with the 7 
tration prepare ! tl yenatl ul how ome are too inclusive for centration nm earlier 
ormmittes inititrust ini i referen Thu th radio Chart Il pro ile ngure for p 
j Hopol Wid clated pl mduct group r if ipphan ( but no comparative 
Ih il rrnitt talt rot onk dio and ITV but ich fieure ire available on these in 
nnost mcdiscriminat of th fom | fransmiatt ic ida dual product lin 
natermal ua the report md sa that 
il limitation mia qualitica 
tion ma mah the data st se 
van a tol me industri CHART Il: CONCENTRATION, LINE BY LINE 
thek th ippl mce ft i 
ikely to be imi ed bv findin PERCENT PERCENT PERCENT 
vhich show that ACCOUNTED ACCOUNTED ACCOUNTED 
in the domest lessmact FOR BY FOR BY FOR BY 
ment feld ¢) ‘. a 4 LARGEST 8 LARGEST 20 LARGEST 
ee ee ee oe PRODUCT IN 1954 IN 1954 IN 1954 
jumped their share of the market ELECTRICAL 41 percent 52 percent 66 percent 
from 10 per ent im 194 to { pe APPLIANCES 
ntain L954 
in the electrical apphence field ELECTRICAL FANS 46 percent 70 percent 92 percent 


ippl ice 


heating and cooking 
ind electnec houseware th 
f market captured | th 
largest firms 1 from ft U 
it rn thee ime period 
’ | ina lated 1 
in man non 
i tcm th hha of tl 
t firm _ " ' 
il than i t 
| is un 
iT tutist 1 th 
{ " it 
Act | t! I nf 
Mur tann 
; I} if 
il { 
{ ltt t t 
the manutact f domest 
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har SMALL HOUSEHOLD 
ELECTRICAL APPLIANCES 
(Except Fans) 


ELECTRICAL HOUSEHOLD 
RANGES 


tou RADIOS, PHONOGRAPHS 
TV RECEIVERS 


REFRIGERATORS 
(Electric, Gas) 


WASHING MACHINES 
SEWING MACHINES 


VACUUM CLEANERS 





43 percent 


68 percent 


38 percent 
45 percent 


62 percent 


62 percent 
98 percent 


ge 
Pe) percent 


59 percent 


82 percent 


57 percent 
67 percent 


83 percent 


84 percent 


76 percent 


78 percent 


97 percent 


83 percent 
91 percent 


99 percent 


99 percent 


93 percent 
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TEMBER, 195 








STEELMAN Phonograph & Radio Co.’ 


outstripped the indus 
+ th 


Roland J 


sales growth has 
try 
by board chairn 


Graphic proof « 5 presented 


Kalt 


ar 


18 Steelman Models 
Priced for “Every Home” 


Steelman P iograph & Radio 


( recent] introduced a 


lin 

built around the premise that “th 
il potential of high fidelity ex 
nds to every American hom«e 

Ihe new line, according to Steel 

man executive incorporate: im 
pler, more efficient circuit design 


housed in compact, streamlined 


ibinets, thus “building in greate 
ilu it duced cost 
Price inge from $23.95 t 
9.95 on the 18-unit line. Thi 
teen units, the majority of which 


im § to $150, are clas 


Steelman 


ntroduced a com 


let leal merchandising plan 
Ih mpan ntends that th 
program omplet that 
Steelman retailer in plan his en 
f yomotion for the fall in on 
ul They iv that everything 
ha CCN inned, detailed, and 
cheduled on Steelman’s fall mez 
handising calendar to take th 
vork out of a normally time-con 


uming retail problem 
A consumer advertising program 
will be supplemented by promotion 


kits sent to every retailer 


More Kitchen Space 


kitchen 


dining 


I irgel with idequate 


pace for ind other famil 


ictivities and the transformation of 


basement rooms into bright family 


rooms into which laundry ay 
pliances are skillfully integrated 
these are thing American he 
vyners want 
Vhe trends are the result of 
family participation in planning the 
home 1 nt McCall's magazin 
itest eveal that 61.5 per 
th itran port <i such fa 
irt p ! Ho iced 
“ ’ 
j ; n , 
ELF TR A MERCHANDISING 





Manufacturer Shipment Statistics 





ESTIMATED INDUSTRY SHIPMENTS OF MAJOR ELECTRICAL APPLIANCES, 
RADIO AND TELEVISION 


1957 1956 Fo 
(Units) (Units) Change 
DISHWASHERS June 33 , 500 34,700 3.46 
6 Mos. 191,300 228 , 900 16.43 
DRYERS, Electric June 32,702 41,724 21.62 
6 Mos. 322 ,382 445 172 27 . 58 
Gas June 14,081 16,717 15.77 
6 Mos 141 629 161,318 12.21 
FOOD WASTE DISPOSERS June 44,700 46 , 400 3.66 
6 Mos 256 , 200 323,100 20.71 
FREEZERS June 94,800 93 ,000 1.94 
6 Mos 471 ,200 518,100 9.05 
IRONERS June 3, 537 3,607 1.94 
6 Mos 21,135 26 , 870 21.34 
TELEVISION (Production) june 543 778 553,025 1.67 


6 Mos 2,722,139 3,415,202 20.29 
RADIOS, Home-Portable- 


Clock (Production) June 672,285 777 ,5\9 13.53 
6 Mos 4,352,618 4,345,514 ; 16 

RADIOS, Automobile June 416,058 296 , 256 | 40.44 
6 Mos 2,834,676 2,313,651 + 22.52 

RANGES, Standard june 65,900 91,700 28.14 
6 Mos. 500 , 500 689 , 200 27 38 

RANGES, Built-In June 36 , 400 38,100 4.46 
6 Mos 214,200 194,600 +-10.07 

REFRIGERATORS June 305 , 100 354, 400 13.91 
6 Mos. 1,803,800 2,082,900 13.40 

VACUUM CLEANERS June 207 , 286 248 ,326 16.53 


6 Mos 1,610,530 1,911,482 15.74 
WASHER-DRYER 


Combinations June 8 453 
6 Mos 90 ,926 
WASHERS, Automatic & Semi. June 204 , 473 245 ,039 16 55 
6 Mos. 1,274,602 1,590,538 19.86 
WASHERS, Wringer & Spinner. June 77 ,816 95,196 18.26 
6 Mos 429 656 594,276 27 .70 
WATER HEATERS, Storage June 70, 500 82,100 14.13 
6 Mos. 392,700 473 ,700 17.10 


SOURCE: WASHERS, IRONERS, DRYERS—American Home Laundry Mfrs. Assn,. 
VACUUM CLEANERS Vacuum Cleaner Mfrs. Assn., RADIO AND TELEVISION 
Radio-Electronics-Television Mfrs. Assn., ALL OTHERS (NEMA 





Servel Bows Out 


Gas utility executives, appliance manufacturers 
ponder the fate of the gas refrigerator as their last 


maker gives up the ghost, tries to sell out 


Has the last gas refrigerator been to give th company directors au 
xluced? No one really knows at thority to sell the remainder of 
this writing because the future of Servel’s assets. The remaining prop 
Servel, Inc home apphance divi erty, which is used principally for 
n is in doubt the company’s home appliance di 
he company recent! old it ision and its general offices, in 
l-year air conditioning division to ludes 35 acres of land, building 
the Arkansas -Louisiana Gas Co., a vith 1.25 million square feet of 
Shreveport, La., utility. Total sale floor space, and machinery, tool 
e was about $4 million ind equipment with a net book 


Simultaneously, Servel indicated ilue of approximately $5 million 
it the remainder of th om lo date, no appliance manufac 
iny Ss assets were up for sale Lou turer has admitted to interest in 
Ruthenbe Servel board chairman the division. Ga refrigerator have 
id Duncan C. Menzi president 10t been competitive in price with 
holders that the pro | their electn counterparts. Servel 
m th ile f the npa i have consequently diminished 
perty would be ed to acqu ipidly in recent year The com 
f a stable in ha i lo irry-forward 
ter and with a demonstrated iore than $17 million 
nil t ()} usly disturbed over the p 
Special Meeting. A sp t t f a demise of the ga 
; e | 1 in Dover. Del trigerato vhich would end the 
1 Septen 1] that stockhold ilit f all-gas kitchen 
1 vot idit i t t August in N 
S Cit the matt 
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New Field for “Big Ticket” Profits-- 
AN INDOOR CHARCOAL GRILL 













... that builds in like 
a counter-top ran 


Majestic | ~\\\i:' 
Char-Grill = 





@ Fits wood or masonry construction 
® Ideal for kitchen counter tops 

® Stainless steel top 

@ Lift-out two-piece chrome grill 

@ Front crank adjusts height of fire 
® Motorized spit fits top as accessory 


A superior quality barbecue grill designed to answer every need for a custom 
indoor barbecue installation. Installs like a built-in range in wood or metal 
cabinets or masonry construction, or can be used as a portable unit. Motorized 
spit accessory attaches to grill for complete charcoal rotisserie! Handsome 
velvet-black and gold metal front, accented with chrome 


Write TODAY for full details 


473-C Erie Street 
Huntington, Ind. 





The Co., Inc. 








en ee ee eee ey “1 You sell the appliance on your show 
| Webb Manufacturing Co | room floor, but when you deliver it, you 
| 918A N. 4th St., Phila. 33, Po | sell yourself. So if you want your cus 
. | tomers to remember you with pleasure, 
| Send price of Slingabout or Wrapabout for | do a professional job on every delivery 
| Model # sate | Protect appliances such as ranges and 
refrigerators with Webb Slingabouts.® 
| They guard the appliance against bumps 
| Retrigerator Freezer Dryer | 3 . ’ 
and scratches, spare customers’ paint and 
| Ronee Washer (specity, | Woodwork. Webbing handholds help men 
| | maneuver appliances smoothly into 
© seiil | place. For further information about 
| ~ | Slingabout (water repellent canvas 
| jackets lined with soft flannel), fill in 
ADDRESS | the coupon opposite 
{ | 
j ciTy | ‘ 
“@ SLINGABOUTS 
- 
ZONE STATE | For Radio, TV, Air Conditioners, 
en See J ask about Wrapabouts® 











PROMOTION 





LBE Launches ‘Fall Push’ 


New drive will be 
zine and newspaper 


booklet 


company’s consumer 


1} | i ] f i J t 

) ni | } vith 1'\ 
is! ad t | t ! if 
il ct } i 

mc cit i the LI 
el | th i month t I 

Phe t St il) () 

featu ight il irt 
vaturday I.vening Post, Life ind lor local radio and ‘T'S 
setter Llomes and Garde fe mmercial ip 

ig th i ! | n lab 
| it ; " } 

In addition to LBI ! i 

misin pub if j Kit na me Apc! Ip 
Parent Amencan Weekl md The tv LBE { 
Hlouse and Garden a annin yctures are availab 
pecial « trical livin hon evised « Sune DOO? 


Lower Down Payments 


backed by more television, maga- 


advertising plus new look for the 


New FHA mortgage terms include lower down pay- 


ments, higher interest rates on home loans. Decision seen 


influencing housing starts next year, but not this 


Homebuilde Hi finall yt that wall furth 1 
ther hoped-for help from th 1) ing of th home loa 
roiment Down payment 

Phe bederal Admini vere lowered t¢ th 
tration ha ised down payment vcrmitted by th 


for home buyer na ised the hown in the tabl 
illowab!l interest if m FHA Bit requ | down pa 
nsured mortgage t th Wn 1 $10,000 house drop 
tirve thin liberal unt limit to OO and on a $l¢ 
from 10 to $1200 
Inter t t 
FHA Down Payments + 
I 1 i nt 
| ] 
FHA Old New 1 is to Uy fo | 
Appraisal Amt Amt nto the mortga na 
Ihe effect on n 
$6000 $300 $180 tarts is not going | 
7000 350 210 in the remainder of 19 
8000 400 240 idministration d 
9000 450 270 hailed by the homebuil 
10,000 700 300 try because it com 
11,000 950 450 to allow homebuild 
12,000 1200 600 idvance on more aml 
] 
13,000 1450 750 pian 
| ( 
14,000 1700 900 lew poo vow 
re dent of t t} 
15,000 1950 1050 presiden abt 
. Homebuilder told a Co 
16,000 2200 1200 
ommiuttee pnor to the 
17 ,000 2450 1500 
nouncement that he ex 
18,000 2700 1800 i 
this year to be i low 
19,000 27950 2100 Or o—regardl of 
20 ,000 3200 2400 pavments are pegged 
21,000 3450 2700 in the industry, however 
22,000 3700 3000 optimusty than Goodyear 
23,000 3950 3300 think the action will 
24.000 4200 4000 mild upturn in the r 
25 ,000 5000 5000 this year and start 
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I A hou 


) but th 


requireme¢ nts 


TEPITLITEUTT 


ing la 


herewith 
yment 
om 00 


(00) house 


dramat 


1 


tt Vad 


ling indu 


Assn. of 


Te onal 


PLTA ill 


ted 


tart 


1) OUOU 


vhere down 


ne others 


im@ MOT 


Phe: 


ul h off i 


mainder of 


1 
it least 


Retired Secr 
(Gcorge N 


t r the 


900,000 mar) ma 


gional basi with a mdxi 
etary of the Tr 
1. Humphrey, Fed 


mum of 24 percent allowed in area 


where money is hardest to get 


ral Reserve airman William This action ippears to kill off 
McChesn Martin 1 most of VA mortgage financing om 
P lent EKisenh v top pletel l'o ompet with ul h 
id ‘ Cl iwainst lower discount rate the Veteran Ad 
v~ayment Federal H n ministration limited law t 
f Albert (¢ 1 FHA > pr it 1 GI mort 
r N na P la ia t illow it it | 
1 th fight in the Admin ins ft x | t Ti 
t the mortgas imount The: 
n t 10 D bility that the VA wv yuld 
\ furt permit such a practice, and the 
\dm tration will probab] n 
hh nother fight ft t the rat 











perc 


tras 


uz 
ted 


Si, 6 


The N 
bol used 
t Mexi 

Keasor 


de | mpi 


found th 


ind Kilo 

SETVICE 
contract 
owned b 
utility ce 

Both 
just 
ind gene 


I he i 





KILOWATITO 


SU SERVIDOR ELECTRICO 


Usted no me conocia 


pre en su casa. Vivo de 


servir 


Kilowatito 


erat ind di 


l'o date. due to difficulties in meeting the demand for eles 
tricity, thes ompani 1} maintained an almost passive ith 
tude toward residential consumer But a new era has arrived 


ibout ever 












oy 


» yo he vivido siem 


del contacto de la 
esperando que us 


me necesite para 


lo al instante 








Used witt 


Registered Trademark perr 


Meet Kilowatito 


Ki tt has a Mexicat Ilis nan 
( 
fexican rclative of th personable little advertisin 
by Am im utility companies is now being introduced 
0 million peopl 
1: Mexican Light & Power Co. and Compania Impulsora 


esas Electrica the tw which gen 


tribute t of 


privy it companie 
Mexico’s electrical 


ight up with demand 


pov have 


finally 


it upply ha 


watito has stepped into the breach 

of Reddy Kilowatt Co., Inc New York 
d. Reddy Kilowatt, you see, is a registered trade 
vy the New York 
ynpanies in the U.S 


Mexican 


have been 
mar) 
licensed investor-owned 


Ompan and 


ind other countric 
companies are introducing Kilowatito throug 
conceivable medium to personalize electricity 
across to the publi 


Kilowatite 


‘rally to get their messages 


ccompanying id introduces 
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Nassau Girds for Fedders 2 Srey 


INFORMATION BOOTH 


1957 Fedders trip will attract 6500 to the Bahamas; 
two hotels and every tourist facility are ready for the 


influx set to begin on September 16 





T 

All t ngements | | ld t put o thicir Ling pit 1 ol 
Quigan | ». § 1957 dealer junket Began in 1950. Fedders bi ~~ 

» Na | i npleted t ication wention 
Appr na led \ Bermuda ( 

ibut ! ik the ( n in 19 1 up of 50 

id oft to arrive nt to Holl . 4 h, Vla 
Nassau t t Bahama OO! t to Nassa 1 1954 I 

n | fl n to Jan 1 LY 

min i t to the Dominican R 

rN | ) ist Vh ir the 

h nay be 6500 

'o accommodate this hugest of | Company officials state that The Motorola Pitch 
il] ipph junket | lers hia Nassau wa hosen this year be 
booked — th emerald ause they could find no other \ magnet for Molorom's cursont sports promotion is form: 
Beach and British Colonial Hotel place to handle this large a eroup major league baseball star Bob Feller, Here the genial sport 
a tire ht-week period Although there is no divect personality is shown talking to a crowd of several hundred youn, 


Both American and native ente! proof that the trip has influenced baseball fans in Gimbel's department store in New York Cit; 


. . , oO y ZUU ¢ ar: ; i oro 
tainment ha heen ranged Fedders sales growth, it is pointed Keller has made approximatel )0 appearances for Motorol 
Beacl - : ; in some 60 cities. He has spoken to nearly 100,000 youngsters 

each NE COU! hnshing boat out that, in 1949, the compan ‘ 
bl : peepee jutographing a Motorola base ball booklet for most of them 
ind every possibl reational fa tallied a sales volume of $27 mil ‘ 
lity | Lees ac , Motorola feels that the promotion builds good will for the com 
ity have been arranged. In addi lion. In 1956, the firm’s volume wig area ‘id 
tion, there will be tours of the island totalled $65 million rw and trathe in the dealer on , an ~ a to placing the 
on which Nassau located and Fedders _ president Olsen fotorola promotional piece in each youth's home 











ekly treasure hunts with $500 Giordano contend Our sales in om wren al has added ex-grid star Otto Graham to th 
wrize l'ran rtation d | nt | motional team and is making nonprok ional arrangements with 
ns os led OWN Alia entive drive lave given us = : 
| te | fal Bills Ihe | 
bach by chartered plan family of dealers without parallel _ ’ a 

Plent of good food and dail in the busines = —s ee: 
ywektall partic will il o b pl ) l'o illu trate thi One ck ilet 

ided And 0 lbedder dealer vife who went along on last year’ / “ 
ont get sty, 2 ks forum wil wip made se she got. “tT LS, Steel's 1957 Blizzar 
be held for each g1 Ip, giving the old air conditioners myself.’ she © ° 

MN PA i] \ if 1 chance nd from door to-door 


Fourth annual “Operation Snowflake” will use ‘White 


Christmas’ theme again to promote major appliances 


a . via TV, radio and newspapers 
OHI Fights for Survival ini 


United States Steel Corp. will eal Operation Snowflake” te 
Leaders set a half-million dollar goal fos 1958 ean kick off it ene Operation - profits from the promotion 
Snowflake wpaign on November wain this year 
improvement campaigns featuring paid memberships for = '°- |! years aim to better last \ retailer's display kit will be 
5 ims promotion in hich 40° pe furnished free on request Ihe kit 
retailers, manufacturer subscriptions, contests ent of the nation’s appliance 1 includes point-of-sale display mate 
tailers participated rial plu complet plans for putting 
New ippeals to manufactures Moore, started ipproa hing manu \ three-phase progiam on. the Snowflake” to work at the local 
and paid member hips for retailet facturers last month for ubscrip theme “make it a white Christma level in promoting any brand of 
are ideas being tricd by former Op tion give her a major appliance” will ippliance 
ecation Hom« Improvement lead Member hip eals are selling to be used to stimulate sales of range U. S. Steel has arranged tor re 
ers in an attempt to revive the tailers for $25 to $50 Supporters efrigerators, freezers, dishwasher tailers to buy additional display 
OHT program for 195 hope restricting promotion benefits iter heater irone! washer ind premiums direct from manu 
Influential retailer Fred Hecht to actual member ind making dryers and cabinet sink facturer 
ef Sears Roebuck, was chosen chair them pay for the privilege, will pay National Advertising. | irst phase Enlisting Trade Aid. Operation 
man of the new Operation Home off in concentrated effort if the promotion will hit the Amer Snowflake’s third phase will seeb 
Improvement Council at its organi The big event planned for 1958 ican family market through tele to enlist the upport of ill group 
vational meeting held recently in is a year-long consumer contest with vision, radio and newspaper ad interested in the sale of major ap 
Washington, D. C A_ tentative priz totaling 1 quarter million dol ertising pliance 
minimum budget of $500,000 for lat The next phase of the major ap Direct mail will carry the cane 
1958 has also been ipproved An initial prize will be given to yhiance iles drive will see U. § paign’s message to 2500 gas ane 
Plans indicate the new OHI will the home owner writing in the best Stee ilerting retailers and provid electric utilities, 17 allied trad 
be run by a 100-man board mad uggestion for needed improv ng them with promotional mate organizations, consumer credit de 
up of retailers, bankers and con ment in his home hen, im late ial licin opportunities will be partments at 2400 bank: and ever 
tractors selected from the country 195 1 grand winner will be detailed in » advertisements ap- daily newspaper in the U.S 
4 top retail trade areas hosen from those who carried out pearing im 11 trade magazines Again this year, every newspape 
The council staff, headed by LOT inprovement uggested Direct mail wall invite the 3,000 in the country will receive a new 
termer OT managing director Don ir] retailer vo participated in last paper service kit 
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RADIO-TV 





DISPLAYING the National TV Week 


odverti« 


OL a 


g “a - 


¥ | 
ae 


symbol at a recent New York press 
vice-president of RETMA, left; A. W 
vice-president of NARDA, center; and Julius Haber, public 
of RETMA and director of community relations 






oe 





conference 
Bernsohn 
relations and 


at RCA 


we James D yecrest executive 
xecutive 


ng chairmar right 


TV Week Opens Festival 


Regional chairmen supervise local promotion efforts 


encouraging consumers to replace old sets, buy extras 


to suit family viewing preferences 


Nutional TV \W chammen dealer ipphed with tork”’ 
from all part f ti ountry are lapel buttons carrying the official 
px irheadin local effort for i IV Weel mbol, window stream 

ck-long promotion on the theme é md publicity kits for radi 
Ke a New 'I'V famil The Sep IV and n paper advertising 
tember 8-14 push is a kickoff period Chairmen Are Active. Spok 
for the broader fall TV Festival men at ITV Week's Chicago head 


Karly reports show the group in quarte i, national chairmen are 
hercle ipphanc lealer distril 1 fully lining up local media 
itors, clectnic utility men and Ek to publicize the campaign. As an 

il League member Kar ple thre point to Glenn 

Among the first citi to be Logan of the Los Angeles klectrical 
ounted toward the campaign League and ‘TV Week chainman 
oal of 150-city participation were for that area 
Lo Angel Kansa City St Logan ha peration f mia 
Lou (Omaha, Hartford, Miami mitvy of Lo Angel eight ‘TN 
Wichita, Lexington (Ky Shreve tations ima ramble pictur yn 
wort, Newark, Columbu Ohio test lintrants use blanks fron 
borne Pa Salt Lake City, and 'V retailers to participate in a 
loledo ontest mvolving identificat 1 of 

Local chai that local ‘TV pet vailit 


More Color TV for Fall 


NBC leads with over two hours a day, a 67 percent 
increase; CBS plans three “one-shots”; ABC is still out of 


the color television picture 


Network IV plans for thr Sunday-alt nmin 
tall-winter season follow a familiar in Octobe 
ittern th NBC as usual offerin ABC is still out of the color pic 
he most ambition hedule hat tu Michael } ter, an ABC r 
twork will in dent \KC vill ump 
percent t | nt 1\ th both feet a 
Color hedu t CBS are still 1 tl \m in | | | 
complet but | hn in th tit I i the net 
ip? thre minut ows du ws n pe i is ft numbe 
' th , ont { ' } , , 
f »T( 


noustrate popular acceptance 


Survey Encourages Color, NBC 
iftivel heav' chedule of 


ing reflect 


olor 


findings of 


rtown audience’ test 
th id i ye? 
I ra ta Ma f OO 
niki | 
In i i i ! l 
‘5 j U 1, 41 p 
! 1 nan 
; let 


Inclination-to-buy test howed 
that, after viewing the ime ‘T'\V 
ommercial, 36 percent of color 
viewe! iid they were inclined to 
buy the produ t; 14 percent of 
black-and-white viewers felt 
lined 


250 Hours. 


NBC will produ 


50 hours of lor ‘I'V in the last 
months of 1957, an average of me 
than two hy | 

CBS co 'V will 
I | t} ictyv-m } 
YP f , 


Television on Trial 


Chicago coroner’s jury blames manufacturing error 


for electrocution of a small boy by a portable TV set, 


recommends stronger safety codes 


In Skok I]., on July 14, a Six 


ir-old boy was killed by electricit 
n the kitchen of his own home 
vidently when he brushed against 
i 1958 G-k. portable TV set and 


touched the grounded trim of the 


tchen counter 

A bli ribbon ron! jury 
f electrom peciali ts fixed the 

ime for the accident on a manu 
fact ’ In the jury's word 


\ metal part of the ca of the 


tical holdin ontrol was found 
d through the insulation of 
the | olt 14 bu Phe connec 


tion thereby established caused a 
ombination of D.C mad the | 

it Ad upply voltage to 
etween the outside 


f the tele 


ippea 
metal cabinet 
round 

with thi 
ident, the 
orresponding | volt 1).¢ bu 
vas found to be in a slightly ditt 


ision set and 


ln comparing a new set 


ic involved in the ace 


dropped Ih jul pecifi ill 


tated, however, that there was ‘‘n 
relationship between the mechani 
cal damage to the cabinet and thi 


observed electrical defects.” 


G-E. stood behind the design of 
the set from the first, and wa 
backed up by Underwriter’s Lab 
yratoru Hlowever, G-E checked 
ill sets in’ factory, distributor, and 
dealer inventory immediately an 


tanding offer to all 
to get their sets checked 


has made a 
customer 


The 


| 
mace 


pur ome roecommcn 
dations, stating that “it is desirabl 
that the safety codes and practice 
used by the industry be strength 
ened.” ‘The jury also stated that 
portable appliances should be used 


with care in those parts of the hom 
that contain grounded objects 
talk is that if 


ould have happened to anybody 


In Chicago, trad 
ind many point out that the sar 
hazards exist with major ipplian é 


radios and power tool 











The network schedules of color television 


include the following programs 
WEEKDAYS, 30-2:30 EDT 


Matinee Theater (black-and-white 


NBC 


September 4 


for the month of September 


Club 60 3-4 EDT, NBC NB« 


WEDNESDAYS, 9-10 EDT, NBé Kraft Television Theatre 

SATURDAYS, 8-9 EDT, NB The Julius La R } Snow eptember 7 
The Perr Com how the fter 0:30-1 EDT NBC Your Hit 
SEPT. 15,9 EDT, NE r Playhouse 

SEPT 16, > pe 10 EDT, NB Arthur Murray Part 

SEPT 19, | EDT, NB Te ( mmand Appe 

SEPT. 22, 6:30-7 EDT, Nt My Friend Flicka; 9 EDT, NE The 
A Hour 

SEPT. 23, 9 El f A 

SEPT. 24, 8-9 EDT, NB The Got } 

SEPT. 26, EDT, NBC rV ty H 

SEPT. 29, 6:30-7 EDT, NB My 1 Fli f 

ear } ynou 

SEPT. 30, 7:30-8 F T, Ne rice Is Ri jt t 
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Million-Dollar Promotion 








CLADCO DISTRIBUTORS, Inc., 
Cladco’s portion of the Norge 1958 washer shipment insured for $1 million. Crowds 
of curious people filled the bank, viewing the million dollars in cash and getting 


a look at the new washer 


of Buffalo, N. Y. joined with a local bank to publicize 


Shown with the cash and a crated washer are bank 


president Charles R. Diebold, left, distributor president Carlton G. Luhman, center, 


and Judy Luhman, right. 





DISTRIBUTORS NAMED 





Capital Radio and 
Nashville 


Admiral Corp 
bel ion ( Venn 


Bell and Howell—Allied Apphancee 


Co., Boston, Ma Chas. ] Bell 
Cr In Allentown, Pa [he 
Boyd Corp., Portland, Me.; Capitol 
Distributing Co., Pawtucket, R. | 
Connecticut Appliance Distrib 
itor In New Haven, Conn 
(reusel Distributing Corp., Mil 


vaukee, Wis.; Gross Distributor 


Inc., New York, N. Y.; Hollander 
& Co., In St Louis, Mo 
Knodel-lI'vgrett Co Cincinnati 
Ohio; Northern Ohio \pplhi nce 
Co Cleveland Ohio Peasle 
Gaulbert Corp., Louisville, K 
Southeastern Rad Supply Co., 
Raleigh, N. ¢ Southern New 
england Distributing ¢ orp., least 
Hartf il, Conn lriangle Indus 
tries Corp., Chicago, IIl.; Washing 
ton Wholesaler Inc., Washing 
ton, D. C.; J \. Williams Co., 
Pittsburgh Pa.; ‘The Jos. M. 
/amoiski Co., Baltimore, Md 


Berns Air King, Inc.—Tom Hodge: 
ind Co., Kansas City, Kansas 
Tulsa, Okla 


ind 


Carrier Corp.—Andrews Distribut 
ing Co., Inc., Nashville, Tenn 


4K 


Dominion Electric Corp.—Arthur 
I.. Kelson Co., Minneapolis, Minn. 


eureka 
Robert In 


Williams Corp.—W. L 


Memphi Denn 
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Leff Electric 


General Electric—H 
Co., Cleveland, Ohio 


Hobart Mfg. Co.—E. J. Camos Co 
St. Louis, Mo.; William A. Ho 
kins Co., Kansas City, Mo 


Hoffman Electronics Corp.—Ohio 
\ les Ilardw ire Clo 
11! 


Evansville 


Norge i lectrical 
In Portland, Ore 


i tributin 


Perfection Industries, Ine.—lndi 


ott Co Philadelphia Pa J 
lischer and Son, Saginaw, Mich.; 
Ohio Valley Hardware Co., Chilli 

the, Ohio; Lincoln Supply Ce 
Svracuse, N. ¥ 


RCA W hirlpool Joseph M Za 
noiski Co Inc., Washington 


1). ¢ now full line 
Landers, Krary & Clark—Strusset 
Electric Co., Seattle, Washington 


Waste King Corp.—l. | 
Inc., Columbu Ohio; 
Electric Co Inc., Los 
United Clay & Supply Corp., 


Leonard 
Gravbat 
Angeles; 
Balti 
more, Md.; Allied Electric Supply 
Co., Pittsburgh, Pa.; Kupper’s Inc., 
Miamu, Fla.; I. F. Leonard, Inc., 
Columbus, Ohio; Robinson Di 
p., Seattle, Wash 


tributing Cory 


Youngstown Kitchens—l and M 
Distributors, Inc., Oklahoma City, 
Okla.; J. W. Phillips Distributing 
Co., Seattle, Wash.; Garlock Sale 
Co., Lansing, Michigan 
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OPPORTUNITY to profit with 
ONE PRICED 


INTERNATIONAL AIR 
CONDITIONER COVERS 


made of Firestone Velbon 
REE 





















32 STYLES TO FiT 
EVERY LEADING 
MAKE FROM '5 to 
2 ton units 1951 to 
1957 MODELS, All 
AT ONE LOW Rt 
TAIL PRICE FOR 
VOLUME AND 
HANDSOME 
PROFITS! 

















3,500,000 air conditioners already sold and we cover most of 
them .. . 1,500,000 predicted for this year! Here’s your chance for 
cool, EXTRA profits. Sell the first and finest... sell INTERNATIONAL 
Covers For Air Conditioners, made of a heavier gauge, trouble 
free Firestone Velon. Get the jump on the market, let us show you 
how with our generous cooperative advertising plan... get the 
facts today! 














































Distributor franchise available in some territories... write for details 


INTERNATIONAL COVERS FOR AIR CONDITIONERS CORP. 
532 Broadway, New York 12, New York 





ONE MAN Safely Delivers 
800 LB. LOAD 


i 


YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 


Appliance 


Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
aatray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept. 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


WHEELS SWING FORWARD 
FOR LOADING 
BACKWARD TO BALANCE LOAD 





Siides Upstairs 
Downstairs 


YOU INCREASE NET PROFITS 
+ by cutting delivery costs 
A ) with Easload Appliance 
NEW hm Trucks. One man easily 
As and safely does the work 





Name of two with Easload, the 
in and Out only truck that takes the 
Address of Trucks weight off the man and 
zs balances it on retractable 

City.. Zone State wheels 
Company............ Title The welded steel frame 
— has protective rubber pads 
OLD on the load side and tubular slide runners 
on the back. Heavy web belt and positive 
Name ratchet-type cincher secure appliance on 
truck. Load balances on large ball-bearing 
IR a i re wheels, cushioned on 10 x 2.75 tires. Two 
small rubber wheels in toe plate aid loading 
City... , . Zone.... Btate...... ON MONEY-BACK GUARANTEE of satisfaction 


order Easload today (POB L.A.) only $57.50 


Colson Equipment & Supply Co. 


1317 Willow Street, Los Angeles 13, Calif 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. mM. Y. 36, M. Y. 
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INDEX TO ADVERTISERS 


The Year ‘Round Market Piace 
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Meta Ware Corp The 25 
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Philco Corp 65-169 
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f re e St / 
Radion Cor | 
Ray-O-Vac Co \BASB 
RCA Victor Div 

110 1, 128, 129 

Readers Dige st 136 137 


Regina Corp The 
Remington Rand, Electric 


Shavers Div f Sperry Rand 
Corp 


Robertson Sales Co 


Roper Corp eorge D 


alton Mfg 

Self-Lifting Piano Mfg. Co 

Skinner Co. M. B 

Speed Queen Div 
McGraw-Edison C: 2nd 


107 


183 


196 


Cover 


pencer Thermostat Div 
Metals & Control 

Steelman Pt ograph & Rac 
ine 


Sylvania Electric Products Inc 


Television & Receiver Dept 


Tide 

Il 

' ; 
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V-M Corr 14 
Wahl Clipper ¢ { 


Waste King Corp 
Waters Conley Co. Ine 
Webb Manufacturing Co 
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110 
60 


205 


196 

29 

106 
207 

50 A-D 
6 


Wiegand ¢ The Edwin | 134 
Yeats Appliance Sale 200 
Youngstown Kitchens Div 
American Standard 94 95 
- 
EI I 
BR | 
r rt | 
lhis inde pue hed a i ervice 
Every cave is taken to make accurate 
but ELECTRICAL MERCHANDISING 
asinmes n ’ , hi / error ’ 








PAGE 212 


SEPTEMBER 


1957 


—ELECTRICAL 


MERCHANDISING 





gant s# 















J. COLLINS 





Radio Corp of America—L.. ]. ( 


has been named general sales 
for RCA Victor radio and 
Vict | livision ind \ R 
B wa ff merchandising 
Maytag Co.—Edwin F. Kallenber; 
J has been named regional man 
f th Cincinnati branch 
fh Guy ©. Heck takes ov 
with a similar title for the Rich 


mond, Va., branch 





ARNOLD M. HENDERSON 


Emerson Radio & Phonograph 
Corp.—Armold M. Henderson ha 
been promoted to director of sal 
Prior to his new appointment Hen 
lersi | ved as assistant t 
the pre ident in charge of 


Admiral Corp.—Richard R. Gorman 
has been named advertising man 
ger. Gorman was previously as 

j } , 


istant advertising manager for the 


Westclox Div., General Time Corp 
I. Ek. Connell has been appointed 


iles promotion manager for the 


merchandising department 






rent 7 mmimestaet 





Lau Blower Co 


Stanthony (¢ orp 
been appointed manager of the 
ts division, Prior to join- 


Marsalisi was asso- 


has been named regional sales man 
northeastern section of 


pointed regional 
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NEW FACES IN NEW POSITIONS 





JAMES P. BUTLER 


Norge Div., Borg-Warner (¢ orp 


James P. Butler has been ippointed 

national home laundry appliance 

merchandiser Butler previously 

vas midwestern laundry sales man 
{ Phil ( orporation 





ELMER B. OTT 


Rayv-O-Vac_ ¢ ompany—Ejiner B 
Ott has been elected president 1 
placing Donald W. ‘Tyrrell who will 


ontinue as chairman of the board 





ARTHUR A. CURRIE 


Westinghouse Electric Corp. 
Arthur A. Currie has been named 
television merchandise manager for 


he television-radio division 


Hoffman Electronics Corp.-O. R 
Coblentz has been appointed man 
ger Of marketing for the corpora- 
tion's Hoffman Radio Division 


Symphonic Radio and Electronic 
Corp.—Joe] J. Zimmer has been 


named assistant sales manager 


Proctor Products—Lewis G. Barber 
has been named central regional 
manager with headquarters in Proc 
tor’s Chicago office 











Supplement Products Svivices 
For More Sales - More Profits 








PIANO TRUCK CO. 


425 NW. Main St Findiay, Ohve 


HAND 
TRUCKS 


For safe and easy han 
dling of Ranges, Refrig 
erators, Freezers, Wash 


ers, Air Conditioners, ‘ ore As ' 
Pianos, Television sets, r)i 
Venders, etc Experience a 
in manufacturing equip NO. 102 pe 
ment for heavy case vet le Mei ile 4 


moving since 1901 


SELF-LIFTING 











FAMOUS 





Permanently pit Me 
broken wires and colle ta 
otric applia en, auto 
motive and industrial 
equipment, Make repaire 
and aplices quickly 
cheaply 6 Sizes 


Just insert wire 
ends and orimp WRITE FOR CATALOG 


tight with ordi & FREE SAMPLE 
nary pliers 


MEND-IT SLEEVE MFG. CO. 


3125 Gloria Terrace Lafayette, California 





SEARCHLIGHT 
hy toggle), | 


(Classified Advertising) 





EMPLOYMENT ‘ BUSINESS 
EQUIPMENT usto on RESALt 
RATES 
DISPLAYED 1 i ti4 per 

‘ i j i nt & Lusiness 
Opp 
EMVLAOYMENT OPPORTUNITIES $26 per 
t ibjeet vu! cot n 
UNDISPLAYED #2 )0 ath min im 3 line 
lo figure advance | nt int average words 
ms i 
Dimlsoot I ; i paymer } mad in 
! al J ' ' ' 
POsITIO WANTEI ' i i lvew ne 
' payal nh advance 
Mo (MEEK ‘ t 





EUROPE 
~—> wanted NEW PRODUCT 
— to manufacture 
> to market 


' wile 
' lin i hit mil weight na 
i 
kit i mat uf 1 7 
apal ' mi nd aurket 
t j par ale 1 
ry t n & wal 1 nid of ne 
r a for ‘ tr and 
r ' reducet ' hardwar 
1 hea popula t era ben 
appliar 
tra i a 4 
Write t 
BO-5748, Electrical Merchandising 
Class, Ady. Di P. ©. Hom 134, N, Y 6, N.Y 








BRAND NAME CLOTHES DRYERS 


A complete tine of Electric & Gas Standard & 
Deluxe Dryers Produced under your own name 


Major accounts interested in « Quality, Low 
priced line—write 


80.5614, Pieet sl Merchandising 
las Ad E ron > ae & 6,N.Y¥ 








BUSINESS OPPORTUNITIES 


Battery & ignition Serv-Whelesale Aute- 


motive Equip & upplie Loc, Prosperous 
N, Carolina Cit Owner-1920, Receipts 
163,706 Clear nventor Kent sa76 
ound nveatment Oppt Vrofitable re 
turns or easonable nveat (Brokers Pro 
tected Kendlog ales Company ve. 
Hroadway NY‘ Vi 44 


Electrical Appliances-TV Sales & Service & 


Prop. Plot 6560x150 100% downtown lor 

Thriving town 8.W. Louisiana Kat. 1947 
Keceipts $63,667 2 can he doubled by 
ounger blood aged owner sacrificing 
Brokers Protected) Rendlog Salea Com 
par 40 Broadway NYC. PL-7-534 
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TV's Fabulous Decade 


j i tT ) t j 10 i i | if 
j ia Hii ration il) 
macast i lated the t t 1 or te J i] 
i bint i Da But I i I th ‘ 
}( t at VU | War II, that ‘1 t in) 
tiv narket and tek proadcast D iyyie 
i ijit In that vear, 6,500 set 1: by 1944 
the number had jumped to Y HOU: the follow 
Cal ile more than trebled to million and 
1950, the industi hit the nagic hgu of Ove! 
million unit il mnual i figure that has re 
nained fai onstant (except for dips in 1 and 
ince that tim All indication point to som 
vhere in the region of million units for the cu 
ent yeat 
l hose hort ten years have een a total of 40 
million sets installed in homes, or better than 80 


percent of the total wired home market. In addi 
tion, over 3 million of those homes now own second 
ets and this lush potential of multiple sales shows 
real signs of gathering momentum. Add to that 
the commercial market—bars, clubs, restaurants, et 

vhere about 1,340,000 sets have been installed, and 
you get some idea of the possibilities that still lic 
ahead. Another important factor bearing on future 
I'V sales is obsolescence—not of design alone, but 
breakdown. Nearly 53 million ‘l'V sets were actuall: 
produced in the past decade, but Frank Mansfield 
the Klectrome Industri 


istician, figures that 


Association's demon stat 
million of them have been 
crapped in the penod, or 15.5 percent of total pro 
duction. With 44,500,000 sets in 


| 
isc, OD olescence 


may be considered a constantly accelerating factor 
\dd design and product obsolescence as exemplified 
by the 110-degree tube, remote tuning, portability 
ind the dramatic emphasis of color’ 1'V—to say noth 
ng of mural, or pictare-on-the-wall television—it 1 
obvious that the industry may very well look fo 
vard to an even more exciting ten years to come 
than the decade it has left behind 


| the dizzying expansion of the television in 


» I 
d 


it he irtache 


dustry has not been without its headaches and 
Almost from the f 
ets were sold, and despite the fact that the public 


rst year a million 


embraced this new communications medium with 
open arms, competition at all levels of the television 
business has been ruthless, if not senseless. Only as 
recently as the year 1950, there were 140 manufac 
turers making television sets; by 1953, they had 
shrunk to 90 and last year they were down to 5] 
with a scant dozen or so taking the lion’s share 
Back in 1947, when the business first began to roll, 
the average price for a television set was $467; last 
year it was down to $190. Color, of course, when it 
gets beyond the piddling 150,000-unit stage and 
when more than a single major producer gets behind 
it could easily reverse the trend 


SEPTEMBER 


I] thi ld be the in itable law of! upply al 


demand, or the jungle rule of survival of the fittest 


doubt that the Amer 


production ind ma 


Vher ill be all econom) 


tem has flourished on ma 


onsumption, with prices, tidily ecking their prope 
evi Sut we in remember, back in the 30's tha 
iverage washel price vent as low as $59.50 and onl 
the automatic, plus a nudge from inflation, dro\ 
them back to nearly $300. We also recall that 

the 30's refrigerator prices broke the $100 mark 
whereas today they, too, are around the $300 mark 
gut, in those days the squeeze was not prima! 

on the distributors and dealer Vheir margins r 


mained fairly intact. ‘The whole post-war perioc 
phenomenon has been centered on the costs of di 

tribution. You don’t have to sell the need anymore 
we are told, therefore you should be content with 

lower margin of profit. On the other hand, iron ills 
we are told that we have forgotten how to sel 

Fortunately, the tide seems to be turning; deale1 
are beginning to learn that they don’t have to slas} 
prices drastically to meet competition or make a sal 
Big city competition has been calling the turn and 
the strident voice of the discounter has been hear 


too loud in the land 


N the meantime, the whole held of home ente 
tainment is enjoying a penod of its great 


growth. ‘Television, high-fidelity phonographs, r 


ords, radio—table, portable, personal ‘and auto—tape 


recorders and all the components and services thes« 
varying businesses requir how a vitality and 
potential that should quicken any merchandiset 
pulse. Radio, especially, which was doomed to ey 
tinction when television came along, has had a r 
urgence that confounds the prophets of gloon 
Hi-fi, which only three or four years ago seemed t 
be the exclusive property of a handful of long 
haired, musical nuts, has become big business. Maybe 
the general public didn’t know how to string ampli 
fiers, tuners and speakers together in the ideal com 
bination—but the manufacturers did. And so we 
have “packaged” hi-fi which will sell about 1.6 mil 
lion sets this year—about one to every four ‘T'V set 
and at a very tidy dollar volume. ‘Transistor persona 
and portable radios have carved themselves a new 
place in the affections of the public and they hav 
created such a demand they are even being stole: 
from dealers’ shelves 

But to get back to television: the past ten year 


have seen the development of the business, com- 


mercially, from a standing start. The product ha 
been refined; the broadcasting network expanded 
the uses of the art developed—closed-circuit, educa 
tional, community-antenna, the imminence of “toll 
I'V”; compatible color sets introduced and marketed 
color programming expanded 

Probably no industry in the history of the countn 
got so far, so fast. And, who would have the temerity 
to suggest that it will not go farther and faster ir 
the decade ahead 
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GO HIDE’ 


IM BUSY 







ais 
Se 


There's a full-page, full-color 
national magazine ad 


“I DON'T SEL! 


NATIONALLY 





Of course you don’t. But most of 














your best prospects 
on the list 
28 Saturday Evening Post, October 
November 

Sunset, and Better Homes 
And ey 


running in national magazines 


of the magazine Sept 


Ladies’ Home Journal 
and 
Gardens 







it ha 
Take a peek 
Now doesn’t that look like an ad 


a strong retail flavor 


might have written yourself? 





prospects in off the street? 


"NOW THAT ILL Buy 


And at a mighty low price 


The Hamilton Weather topper, a plastic 


vail ible 
What 


built-in selling me 


rain hood, is a in quantity 


pennies apiece more, it has 


ssage for Hamilton 


laundry equipment. Once a prospect 


is in your store presto! a 


demonstration. How about that? 


read one or more 


en though the ad is 


you 


How about this special premium to bring 


for 


wed like to tell you about 
a°250,000 laundry promotion 


aimed straight 





"I'D SETTLE FoR 2 


















Would you settle for 6 more 


customer calls a day? 


Don't do that. This is no time for 
pes Our ‘ 
deliberately low 


imism timate of 6 1s 

The combination of 
a complete 24-piece point-of-sale 
package, a set of recorded radio spots, 
and newspaper ad mats should make 
‘till you see 


it easy to beat. Just wait 


this package Your distributor 
salesman will give you the 


de tails Ciladly 


There's a special promotion for your 


market— written in retail 

' “ 
FINALLY TALKING 
MY LANGUAGE 





We' ve 


language all along 


been talking your 
Everything 
about this Fall laundry festival is 
And that includes 


the special promotion for your 


written in retail 


market being arranged through your 
distributor. How now? Still too busy to 
participate in a sound selling program 


with the Hamilton touch? 


"INCLUOE ME IN 


WHERE Po] SION?” 


get off to a flying Fall start with 


Hamilton. 


STRONGEST EXCLUSIVE LAUNDRY LINE GOING 


! 


at your sales floor * 










PHOOFY 





TS ONLY MONEY 









You be too bu 
Hamilton's Fall launds 
tival was dreamed pt 
one reason to hel 
you sell more washer ind 
dryer than you ever | 
Lend an ear, friend 






























festival 





































ONLY THE NEW 1958 
KELVINATOR GIVES YOU ALL 
THESE SELLING FEATURES! 


Automatic Choice of Wash and 2 Cycles plus 2 Wash and “Suds Back” Suds 
Lint Filter! Rinse Temperatures! 2 Spin Speeds! and Water Saver! 


A y XS Ky x 
EMPERATURE . Oe - re ‘ ty fe 














rinse 
€ w 


























AND THE GREATEST EXCLUSIVE IN THE LAUNDRY INDUSTRY TODAY... 


"Magic Minute 
GIVES YOU AUTOMATIC PRE-SCRUBBING —impossible in any other washer! 


The ‘Magic Minute" — 60 seconds of automatic 


|______ at eee. — 
-— = 3 = —T =r: ANE + T= = pre-scrubbing in double rich suds cuts grease and 





grime before the regular washing begins! 


t Here, in a single line, you can now offer your customers 
every automatic washer feature they are likely to want 
—and Kelvinator’s famous Magic Minute, too. 


The Magic Minute, the most powerful demonstration 
and selling feature in the industry, is yours in every 
1958 Kelvinator automatic washer. 


Yes, you get more features that close sales when you 
concentrate on a full line of matching washers and 
dryers to meet every competitive selling condition. 


Ask your Local Zone or Distributor How 
You Can Get Aboard 


KELVINATOR’S 
Maqic Carpet Carnival 


A Great Traffic-Building and Sales-Closing Promotion! 





WRINKLE FREE DRYING! NO HEAT FLUFF DRYING! 


New 1958 Kelvinator Automatic Electric Dryers—Drys Clothes As Fast As 
You Can Wash Them—Give You Triple Safety Features. 


? Electric ally 


More For Americans 


American Motors Means on. live Better 
yy = its = 
- F mom 


3 WALL 
KeetwireaatOr MEANS BUSINESS GOOD BUSINESS FOR YOU! 


ns 





